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New ARF Report 
Is Blasted by 
Rating Services 


By Maurine Christopher 
New York, July 22—Three major 
radio-tv research companies this 
week ripped into the Advertising 


ABP Explains How 
Recommended List 


of Agencies Works 


New York, July 21—The Asso- 
ciated Business Publications yes- 
terday released a new list of rec- 
ommended agencies. The list in- 
cludes 1,562 names, an all-time 
high. 

In a letter accompanying the 
list, John H. Babcock, secretary of 


WRONG 


Sackheim, Margulies Are Sued for 
$1,950,000 Damages by Former Client 


46% of Florida 
Citrus Budget 
Set for TV Spots 


Research Foundation for its efforts, ABP’s agency relations and credit 
to set up standards for broadcast-| committee, pointed out: 


LAKELAND, FLA., July 20—Benton 
& Bowles, which was awarded the 
Florida Citrus Commission account 


ing rating measurements. One of | 
the trio accused ARF of “restraint 
of trade and monopoly.” 


Again ARF’s standards-setting 


committee was at the center of the 
storm. The latest flareup came 
when leading researchers were 
asked to comment on a supplement 
to be added to the original report 
released last year (AA, Dec. 27, 54 
et seq.). 

Not yet released, the supplement 
will cover the combination diary 


(Continued on Page 8) 


“As you all know, this service 
is the one involved in the suit the 
government has filed against us 
{and also against half a dozen 
other trade associations]. This ac- 
tivity’s primary function has al- 
ways been the reporting of infor- 
mation to help the individual 
publisher make his own credit de- 
cisions. Since the reporting of 
credit information has not been 
questioned by the government, we 
are continuing to supply you with 


(Continued on Page 4) 


Magazine Ad Revenue Hit Alltime High 
of $368,055,031 in First Half of 1955: PIB 


New York, July 21—Magazine over ’54. 


advertising revenues during the | 


On the basis of these figures 


first six months of 1955 reached Magazine Advertising Bureau last 


new highs. 
Total revenue for this period was 


compiled by Leading National Ad- 
vertisers and released by Publish- 
ers Information Bureau. 


This total figure compares with 


week (AA, July 18) predicted a 
1955 annual total magazine ad rev- 
$368,055,031, according to figures nue of $650,000,000, 


compared 
with $600,000,000 last year. How- 
ever, MAB excluded all newspaper 
supplement revenues from its cal- 
culations, using a total figure of 


a total revenue of $341,820,319 re-| $325,924,502 for the first half of 
ported for the first six months of | 1955. If its forecast is realized, the 
last year, or a gain of 7.6% in ’55) (Continued on Page 81) 


In the Flesh’ Disneyland Pulls 
Rating as Impressive as Air Version 


Pre-Dawn Mobs Jam 50 
Advertisers’ Exhibits 
in $17,000,000 Park 


DISNEYLAND, ANAHEIM, CAL., July 
19—Police and park officials here 
yesterday morning were probably 
wishing Walt Disney had been a 
simple plumber. 

Mobs—about 50,000 people— 
were waiting at the turnstile at 
10 a.m. yesterday morning when 
the park officially opened. The 
parking lot was opened three hours 
earlier to relieve the traffic jams 
around the park. 

Police report that traffic jams 
began out on the highways leading 
to Disneyland about 2 a.m. 

And the lines waiting to get in 
weren’t much longer than the lines 
on the inside later in the day 
waiting to take the fabulous rides, 
to eat, to visit exhibits—or just to 
walk. 

Today’s excitement was a repeat 
of the preview opening Sunday 
when newsmen, local dignitaries, 
Hollywood stars, and executives 
and families of all the participat- 


ing companies—30,000 of them— 
clogged the highways and the) 


parkways. 


crowd Sunday sent everybody 
reeling. Having recovered last 
night, they were teetering again 
yesterday with 20,000 more. 

The fact that some _ exhibits 
aren’t completed yet didn’t help 
the situation. Nor did the leak in 
a gas main in Fantasyland. 

Sunday’s show was made 
more confused and crowded by the 
ABC 90-minute telecast. Guests 
were asked to stay out of certain 
areas, off the rides and out of the 
way as 24 cameras wheeled 
through the park giving the tele- 
vision audience its preview. 

A Trendex survey shows that 
the telecast had a 19.5 rating, with 
58.4% of the audiences in 15 ma- 
jor cities. 

At the last count, 49 companies 
were paying the rent for the $17,- 
000,000 kingdom, which expects to 


| gross $10,000,000 per year. 


s With Disney having proven his 
power to pull crowds and sell mer- 
chandise, more companies are get- 
ting into the act every day with 
hopes of sharing the profitable 
spotlight. 

And Walt Disney knows his 
power. He isn’t a man to think 
small. The companies, with one 


exception, have no competition in 


the park. There is one pharma- 


= The park is supposed to accom-| ceutical house, one watchmaker, 


modate 40,000 at a time, but the 


(Continued on Page 37) 


OOPS! WRONG NAME!—In this ad in 
the Chicago Tribune, Helene Cur- 
tis Industries explains why it 
changed the name of its new deo- 
dorant from Nay to Theme. 


Helene Curtis 
Surrenders New 
‘Nay’ Trademark 


Cuicaco, July 20—Helene Curtis 


of caution, withdrew its new deo- 
dorant trade name, Nay, and re- 
placed it with Theme. 

Curtis ran page ads in the Chi- 
cago Tribune and the Chicago 
Daily News yesterday and today 
saying, “Oops, Wrong Name,” and 
told consumers, “We have called 
our new spray deodorant Nay... 
but we found legal obstacles to 
using the name.” 

George Factor, v.p. of Curtis, 
told AA that the company had 
thoroughly investigated the trade 
names now in use and discovered 
that a deodorant, with a similar 
spelling, called Ney, had been mar- 
keted for several years, but the 
trademark had expired. 

The company proceeded with 
distribution of Nay, therefore, and 

(Continued on Page 81) 


Industries here, in a sudden burst 


in competition with four other 
agencies early last month (AA, 
June 6), came back to Lakeland 
today with well developed plans 
for a 12-month program. 

The plans won unanimous ap- 
proval of the commission and of 
industry committees which had 
been invited to see the presentation 
of 1955-56 season proposals. 

A seven-man team headed by 
A. W. Hobler, chairman of the B&B 
executive committee, told how the 
agency proposes to spend the $3,- 
000,000 advertising budget set up 
by the commission. This is $500,- 
000 less (AA, July 18) than J, 
Walter Thompson Co. had for the 
1954-55 campaign—JWT’s swan 
song after five years with the com- 
mission. 


® Backbone of the new program 
is a $1,380,000 item for television 
spots, featuring 10-second night 
announcements and one-minute 
day participations. 

Supplementing the tv broadcasts 
will be $140,000 worth of radio 
spots on the entire 561-station Mu- 
tual network in the November- 
April period when the citrus sea- 
son is at its height. 

The total broadcast item of $1,- 
520,000 compares to a print budget 
of $1,055,000, including $425,000 
for b&w newspaper space, $430,- 
000 for newspaper color space and 
$325,000 for national magazines. 

The remainder of the $3,000,000 
budget is made up of $150,000 for 
production and $150,000 for reserve 
to be committed later. 

Gone from the new schedule are 
the Tom Moore daily radio show 
on MBS, which cost $800,000, and 

(Continued on Page 84) 


Last Minute News Flashes 


Electric Auto-Lite Account to Grant 
TOLEDO, July 22—Donald B. Seem, v.p. and director of advertising of 


Electric Auto-Lite Co., will announce next week appointment of Grant 
Advertising to handle all foreign as well as Canadian and domestic 
advertising of the company’s batteries, spark plugs and electrical equip- 
ment. The appointment is effective Nov. 1. Grant will replace Ruth- 
rauff & Ryan on the domestic front, and National Export Advertising 
Service for foreign. Electric Auto-Lite 1954 expenditures in principal 
media for which figures are available, including business papers, was 
approximately $2,350,000. 


Needham, Louis Names Miller Marketing Head 


Cuicaco, July 22—Raymond E. Miller, refrigerator sales manager of 
Norge Sales Corp., will become v.p. and director of the marketing 
division of Needham, Louis & Brorby on Aug. 8. Mr. Miller had been 
a member of the agency’s merchandising department before joining 
Norge last year. On Aug. 23 Harold Fuess, Kroger Co., Cincinnati, also 
will join the agency’s marketing division. 


Kahn Sues Former Employe in Account Switch 


NEw York, July 22—George N. Kahn, president of George N. Kahn 
Co., has filed a petition in New York supreme court for an injunction 
restraining a former account executive from switching an account to 
another agency. Mr. Kahn charges that Jerome Brown, who left the 
agency Feb. 7 and later joined Mervin & Jesse Levine, violated his em- 
ployment contract by getting Gordon-Corpuel Inc. to make the same 
switch. Gordon-Corpuel makes “Kay McDowell” coats. 


(Additional News Flashes on Page 85) 


NEw York, July 21—A $1,950,000 
suit has been filed here charging 
an advertising agency man with 
ferreting out the “confidential and 
secret” operational setup of a 
client, and then using that infor- 
mation to compete with the client. 

Defendants in the case are Max- 
well Sackheim Co. and Maxwell 
Sackheim, along with David Mar- 
gulies and the Around The World 
Shoppers Club. The action has been 
brought in U.S. district court by 
Sidney, Girard and Grosvenor An- 
schell, co-partners in the Interna- 
tional Gift of the Month Club. All 
charges are denied by the defend- 
ants. 


® The Anschells are seeking $500,- 
000 for Mr. Sackheim’s alleged 
“violation of his relationship of 
trust and confidence with the 
plaintiffs.” They ask another $200,- 
000 for damages stemming from 
“false representations, statements 
and promises” made by Mr. Sack- 
heim, and an additional $300,000 
for “conspiracy” to get “secret in- 
formation” and compete with In- 
ternational Gift. 

According to the Anschells, they 
conceived and created “a new, 
novel, and unique concept and 
method of merchandising and sell- 
ing” to Americans “products man- 
ufactured or processed in foreign 
countries.” This was “prior to 
1949.” 

Then, in July, 1949, they organ- 
ized International Gift of the 
Month. Subsequently, the Sack- 
heim agency was retained to pre- 
pare copy and perform other agen- 
cy services for International. 


® The Anschells say that at Mr. 
Sackheim’s request they told “all 
the admen of the information rela- 
tive to the organization and oper- 
ation of International, including 
trade secrets, methods and modes 
of merchandising, methods and 
procedures of packaging, methods 
of selling and shipment, pertinent 
rulings of government agencies and 
bureaus, sources of supply and 
other particulars.” 

All this, they said, was so Mr. 
Sackheim could better prepare the 
ad program and the copy. 

But, continues the complaint, the 
agency “did not perform the work 
for International, except to prepare 
and submit a limited amount of 
copy.” 

Instead, according to the An- 
schells, Mr. Sackheim “maliciously, 
wrongfully and without the knowl- 
edge or consent of the plaintiffs,” 
not only made use of the informa- 
tion, but “entered into competition 
with plaintiffs for his own profit 
and benefit.” 


® The complaint alleges that Mr. 
Sackheim and Mr. Margulies “con- 
spired together” and schemed to 
defraud the Anschells by starting 
a business “similar in type to that 
of International” and to operate it 
like the plaintiff company. 
Between February, 1951, and 
March, 1952, then, the complaint 
says, Sackheim and Margulies 
made agreements with manufactur- 
ers already under contract to Inter- 
national for the sale, packaging 


(Continued on Page 8) 
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Charging Libel... 


Stockholders 
Sue Libby Head 
for $1,500,000 


Cuicaco, July 20—The proxy 
battle for control of Libby McNeill 
& Libby reached its most heated 
stage yesterday when a $1,500,000 
libel suit was filed in U.S. district 
court here against Charles S. 
Bridges, company president. 

The libel suit was filed on be- 
half of Mitchell May Jr., a New 
York insurance broker; Alfred W. 
Parry Jr., v.p. of Emory, Sexton & 
Co., New York ship broker, and 
Wilbur E. Dow Jr., a member of 
the New York law firm of Dow & 
Symmers. They are leaders of the 
Independent Stockholders Commit- 
tee, who last week announced that 
it would support a slate of nine di- 
rectors at the Libby annual stock- 
holders meeting Aug. 17 in Port- 
land, Me. 


® The alleged libel is based on a 
June 27 letter which Mr. Bridges 
sent to company stockholders. In 
it, Mr. Bridges referred to an “at- 
tempt to bribe” certain Libby rep- 
resentatives “in order to induce 
them to join in a raid” on the com- 
pany. 

(At a press conference two 
weeks ago, Mr. Bridges made pub- 

(Continued on Page 6) 


New Filotill Drive 
for Tasti-Diet Line 
Uses Papers, Mailer 


Stockton, CAL., July 19—Flotill 
Products is launching a new cam- 
paign for its low calorie Tasti- 
Diet foods, using the theme, “Sell 
a Meal Instead of an Item.” 

Tillie Lewis, founder and presi- 
dent of the canning company, an- 
nounced that the program will in- 
clude trade and newspaper adver- 
tising, direct mail and _ special 
point of sale materials. 

Tillie Lewis’ 21-day low-calorie 
menu plan will be promoted in the 
newspaper ads and in a mailing to 
128,000 doctors throughout the 
country. 

A unique aspect of the campaign 
is a schedule of cooperative adver- 
tising available only to stores fea- 
turing a “low-calorie food corner.” 

For stores maintaining a dietetic 
department, Flotill also will supply 
a wide assortment of display pieces 
tying in with the “sell a meal” 
theme. Flotill now makes 37 items 
in the Tasti-Diet line. 

Flotill, which has had five agen- 
cies in four years, now is handled 
by Sidney Garfield & Associates, 
San Francisco. 


| 


eee Whew you face the daily feet chet @ ether 


ete ee New berees there cout he we ratirmaet 
tas probteme all reihresds wah go bash 
(Pept and poy pe wanes ot afl 
You New tathreada weet q poy thew few 
hare | ndes presemt lanation they are dangerously 
porncheed You can help correc the by you imterest 


Amd this @ mot the worm (an row umagine running 
eur Dome of buemameme, 


oe Whew pow poy 61.646 of taxes tn New Jersey 
for every 81 OP serend im che wane 
* * 


"Vom copy of “Peete on Tracks” gives pow fete 
ape tek ie heme veer pediment Jumt arie 
Berees. 11 


Newark 2, 5 


RAILROADS cunies NEW JERSEY 


RAILROADS STRIKE BACK—Eleven rail- 
roads with trackage in New Jersey 
have launched a state-wide adver- 
tising campaign in 60 daily and 
weekly newspapers, plus direct 
mail, car cards and station posters 
to protest state taxes they claim are 
unfair and uneconomic. Lewin, 
Williams & Saylor is the agency. 


Americans Prefer 
Light Blue Cars, 


Nycar Discovers 


ELLENBORO, N.C., July 20—At 
present, America’s favorite color 
for cars is light blue, according to 
a study just completed by Ellen- 
boro Mills Inc., maker of Nycar 
seat cover material. 

Second favorite is light green, 
third medium green, fourth black 
and fifth pastel shades. 

However, on a regional basis, 
color preferences vary from the 
national indications. In the New 
England states, top preference goes 
to medium green; in the central 
Atlantic states to blue, both in 
light and medium shades; in mid- 
western states, light blue and light 
green; in California and the Far 
West, light blue, and in the South 
and southwestern states, light 
green and light blue. 

' The seat cover maker undertook 

the three-month study because seat 
cover colors and patterns are co- 
ordinated to the exterior color of 
cars. 


Carson-Roberts Adds One 


duction of a new line of china. 


Sascha Brastoff Products Inc., 
West Los Angeles, has appointed 
Carson-Roberts Inc., Los Angeles, 
to handle its advertising. Initial 
promotion will be for the intro- 


New Jersey's ‘Untair’ 
Taxes Are Theme of 
Railroads’ Ad Push 


NEwarK, July 20—Eleven rail- 
roads with tracks and terminal 
facilities in New Jersey have set 
up a joint committee for handling 
an advertising campaign within the 
state to protest allegedly unfair and 
confiscatory taxation by the state. 

The campaign, just started, con- 
sists of weekly advertisements in 
60 daily and weekly newspapers, 
supplemented by direct mail, car 
cards and station posters. Current 
plans call for the drive to continue 
through the remainder of the year. 
It is likely, AA was told, that the 
campaign will continue indefinite- 
ly. 

Lewin, Williams & Saylor is the 
agency. 

Primary object of the 11 carriers 
is to make New Jersey residents 
aware of the tax bite the state takes 
from the railroads. This is under- 
stood to approximate $19,000,000 a 
year. The average annual tax per 
mile of line in New Jersey, AA was 
told, is $9,511. The average annual 
tax per mile of line in the other 48 
states is said to be $1,648. The 
roads with trackage in New Jersey 
say they are paying $1.64 in taxes 
for every $1.00 earned in the state. 


® Every improvement they make, 
the railroads insist, increases their 
tax assessment. The recent instal- 
lation of two escalators in Trenton, 
the roads complain, cost the rail- 
roads involved $195,000 and lifted 
their taxes $6,310 a year. When 
railroads replace steam locomo- 
tives with diesels, it costs them 
$10 more a day in taxes for each 
engine, they say. 

The ad campaign is aimed at 
telling the people why the railroads 
in New Jersey find it so difficult 
to make ends meet even with 
higher freight rates and passenger 
fares. In each ad, the reader is in- 
vited to send for a specially pre- 
pared booklet, “Facts on Tracks.” 
The railroads participating in the 
campaign are the Erie, Jersey Cen- 
tral, Lackawanna, Lehigh & Hud- 
son River, Lehigh & New England, 
Lehigh Valley, New York Central, 
New York Susquehanna & Western, 
Pennsylvania, Pennsylvania Sea- 
shore, and Reading. 


Rep. Knutson Likes 
FTC Move Against 
Farm Paper Merger 


WASHINGTON, July 19—A fresh- 
man congresswoman from a rural 
district in the Midwest today ex- 
pressed “heartening pleasure” at 
the Federal Trade Commission’s 
move to stop the merger of Farm 
Journal and Better Farming-Coun- 
try Gentleman. 

Rep. Coya Knutson (D., Minn.) 
placed the text of the FTC com- 


Caviezel 


Gaughan 


Halsey Mathes 


ALL EYES ON MATHES—Agency man James M. Mathes holds the floor at 

distributor-dealer meeting of Capehart-Farnsworth Co., a division of 

International Telephone & Telegraph Corp. Listening to him are John 

Caviezel, western division sales manager, Capehart-Farnsworth; E. 

W. Gaughan, v.p. and general sales manager, and Adm. William F. 

Halsey (ret.), a director of IT&T. J. M. Mathes Inc. is the agency 
for Capehart-Farnsworth and IT&T. (Story on Page 53.) 


plaint in the appendix of the “Con- 
gressional Record,” under the 
heading: “Merger of Farm Maga- 
zines Kills Voice of Family Farm- 
Aig 

Mrs. Knutson expressed vital in- 
terest in the “family farm.” She 


its March, June, and July issues. 
She said she had letters indicating 
that this editorial policy will ter- 
minate with the merger. 


s “Problems of the family farm 
are not only individual,” she told 
the House, “but they are of vital 
concern to America as a whole. 
This merger is an obvious and 
tangible injury to the future wel- 
fare of the independent farmers of 
America.” 

She added: “It is with hearten- 
ing pleasure that I received this 
complaint by the Federal Trade 
Commission of the action to pre- 


Allen 


Barrett 


Stege 


Brown 


STEVE RECEIVES—Accepting a huge special invitation, Steve Allen, star 
of NBC-TV’s “Tonight,” agrees to emcee the ‘entertainment at the 
Federal Wholesale Druggists’ Assn. convention, in White Sulphur 
Springs, W. Va., beginning Sept. 11. Smiling their satisfaction are 
Larry Barrett, director of trade relations, J. B. Roerig & Co., Chicago, 
chairman of the entertainment committee; George R. Stege Jr., v.p., 
Leo Burnett Co., convention publicity chairman, and E. H. Brown, 
v.p. and director of sales, Bauer & Black, Chicago, convention 
chairman. 


said that Better Farming had| = 
printed articles on this subject in| - 


Cuicaco, July 20—National ad- 
vertisers are losing ground to con- 
trolled brands in both the large 
chains and the grocery retailer as- 
sociations, according to figures re- 
vealed at the annual meeting here 
last week of the Central Retailer- 
Owned Grocers. 

The association is planning the 
second of its twice-yearly special 
brand promotions to boost a com- 
plete line of controlled brand prod- 
ucts. Shurfine brand was originat- 
ed in 1947, and today takes 10% of 
the total volume in 8,500 of the 
association’s stores. 

In the large chains, nationally- 
advertised brands are losing in 
several major food items, Pierre 
Martineau, director of research of 
the Chicago Tribune, told the 
group. 

Of all the coffee sold in the A&P 
stores here, for example, 86% goes 
to A&P brands, Mr. Martineau said. 
Controlled brands of the five ma- 
jor chains in Chicago get about 
35% of the total coffee market, he 
said. 


® Combined chain brands of tea 
take about 41% of the total sales. 
And on a long list of foods—fresh, 
frozen and canned—the percentage 


going to chain brands is well above 
that of the national brands, he said. 


If you had developed 
the WORLDS GREATEST 
FISHING PLUG...how 

would you go about 
selling it? | — 


ery hamermen 
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curv-a-lure is on sale at the following stores 
and at other leading sporting goods and hardware stores 


Independent Grocer Group Plans $250,000 
Two-Week Drive for Own Shurtfine Brand 


Mr. Martineau attributed the 
gains by the chain brands to pow- 
erful in-store promotion and insti- 
tutional advertising, saying that 
price was only a smal] factor in 
the over-all picture. 

The association will boost its 
own brand with a two-week, $250,- 
000 campaign in 21 states and 41 
markets. The organization’s new 
merchandising character, Shurfine 
Sam, the Bargain Man, will sell 
groceries at sizable price reduc- 
tions in newspapers, 24-sheet post- 
ers, tv and radio. 

The 8,500 store members of the 
association cooperatively own 41 
warehouses which distributed 
$350,000,000 in dry groceries in 
1954. The group is affiliated with 
Cooperative Food Distributors of 
America. 

While boosting its own brand, 

(Continued on Page 49) 


Boston Agency Fetes 
49th Year; Wishes 
Charter Clients Well 


Boston, July 20—Harry M. Frost 
Co. celebrated its 49th anniversary 
by sending congratulatory wires to 
the first clients, about “a dozen or 
so original customers still in ex- 
istence,” according to Karl M. 
Frost, president of the agency. 

“Folks like you who have stayed 
with us over the years are not 
simply clients but esteemed friends 
and we send our heartiest thanks 
for past business,” the wires said. 


® The agency’s first record book 
reveals profit at the end of the 
first year of $21.16. Located in 
Lynn, Mass., Frost Co. paid $25 a 
month rent 49 years ago. Today, 
the agency occupies an entire floor 
of the Metropolitan Bldg. and pays 
$12,000 a year rent. 

Employes of the fledgling agency 
consisted of the founder and his 
son, Karl, now president, who got 
$5 a week, and a stenographer, 
who got $7.50. The agency now 
employs 40 persons. 

Since 1915, Harry M. Frost Co. 
has absorbed two agencies, the 
former Kollach Co. and Wendell 
P. Colton Co. 

Besides handling general adver- 


LIVE ACTION—Introducing a new 
fishing plug to the Michigan mar- 


agency, ran this newspaper ad for 
Northwood Tackle Co., Clawson, 
Mich., trying a provocative ap- 


vent and restrain this merger.” 


proach, The ad ran in two colors. 


ket, Patten-Gille-Beltaire, Detroit | 


| tising accounts, Frost has a special 
department dealing exclusively 
with hotels and resorts and also 
owns 185 acres in cranberry bogs 
on Cape Cod. It was the first New 
' England agency to run a radio net- 
work program between Boston and 
Providence. 


Pe 
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General Tire’s 


Intentions Toward 
TV Are Enigma — 


NEw York, July 20—General 
Tire & Rubber Co. this week | 
bought RKO Radio Pictures for 
$25,000,000 (AA, July 18). 

The contract was signed Mon- 
day, July 18, after days of hush- 
hush negotiations between Thomas | 


é FOSTER -» KAEISER Se 
Pe ig a se, nse ie RRS: 


egy *'s 
Les el ie 


was 
b 


J. O’Neil, General Tire v.p. and| MAN-MADE SCENERY—Grand Coulee dam is illustrated in colur in this 
head of General Teleradio, and lithographed 24-sheet poster which opens the outdoor pluse of a 


Howard Hughes. Mr. Hughes was| 
sole owner of the motion picture | 
company—the first 100% proprie- 
tor in Hollywood history. 

With this purchase Mr. O’Neil 
acquires a backlog of more than 
400 old feature films, two unre- 
leased RKO movies, studio and 
production facilities in Hollywood 


and Culver City, Cal., studios in| 


New York, part ownership of pro-| 4 


duction facilities in Mexico City, 
101 domestic and .foreign motion 
picture exchanges, RKO-Pathe and 
RKO Television. Not included in 
the sale is RKO Pictures Corp., the 
former holding company, which 
was the parent company of RKO 
Radio Pictures. 


= Just what effect the deal, which 
had been anticipated for weeks, 
will have on the television film 
industry remains to be seen. Mr. 
O’Neil, who runs General Telera- 
dio’s far flung broadcasting ac- 
tivities, including the Mutual 
Broadcasting System, has not en- 
tered the tv network competition, 
but has established his company 
as a strong force in the vidfilm 
distribution business as a supplier 
of feature length films. 

Mr. O’Neil pointed out that this 
acquisition gives General Tire “a 
greater interest in motion pictures 
than in any other field of enter- 
tainment.” 

A stipulation of the contract 
calls for Teleradio to keep produc- 
tion going at RKO, since there is a 
$20,000,000 tax debt that can be 
written off over the years if the 
cameras keep grinding. This will 
give the RKO studios a new look. 
Only a skeleton staff has been on 
duty in recent months and there 
has been little notable activity on 
the lots. The company made only 
three films and released nine in- 

(Continued on Page 83) 


campaign for the Washington 


Washington State's 
Ads Tempt Tourists 


SEATTLE, July 20—The Washing- 
ton State Advertising Commission, 
out to build a record tourist year 
in this state where tourists make 
a big industry, last week 
launched a summer-fall promotion 
that will dangle the charms of the 
far corner of the nation before 
the eyes of residents of what the 
commission calls “hot weather 
areas throughout the West.” 

The new promotion opened last 
week. It will use newspapers, out- 
docr and magazines in 82 markets, 
with the theme: “Vacation’s Great 
in Washington State.” 


State Advertising Com) 


sion, 


| The first outdoor board in the 
‘series carries a full-color shot of 
Grand Coulee dam from © tourist | 
vantage point. Other ads in the 


series will be illustraied with 
scenes of swimming, fishing and 
hiking. The newspaper schedule 
calls for 980-line ads. 

The promotion represcnts an ef- 
fort to increase travel during the 


the tourist season in the fall. 

C. E. Johns, executive secretary 
of the commission, says a record 
number of tourists is anticipated 
this year. “Inquiries are up 6% 
over last year, and we expect that 
figure to go higher,” he said. 

Cole & Weber, Seattle, is the 
agency. 


Sluggish Liquor Sales 


NEw York, July 19—Four major 
reasons are cited as responsible for 
the fall-off in liquor business in 
the current issue of True’s “Bev- 
erage Industry Trends.” 

High taxes, bootlegging, con- 
sumer shifts to other beverages, 
and a drop in bar business are 
factors blamed for sluggish liquor 
sales. 

The True report estimates that 
“about 31,000,000 proof gallons of 
illicit liquor were produced by 
bootleggers before such stills were 
seized in the fiscal year ended 
June 30, 1954. 

“Most moonshine,” it says, “is 
not sold at 100 proof, but is diluted 
to 50 proof or lower. 

“In other words,” it says, “this 
bootleg liquor might easily have 
caused the industry to lose 50,000,- 
000 wine gallons of business, with- 
out taking into consideration other 
stills seized by federal, state or 
local agents.” 


® Commenting on the loss of bar 


Due to Bootlegging, 


Taxes, Competition, Slow Bar Sales: ‘True’ 


one-third of total liquor volume. 
“The average pouring spot to- 
day,” True says, “pours drinks 
ranging in size from ‘%ths of an 
ounce to 1% ounces. Before the 
war, most drinks ran from 1% to 
that the bars poured in 1954 were 
in prewar-size shots, the on- 
premise outlets would be pouring 
49% more liquor, or another 31,- 
000,000 gallons annually. 
| “This would bring the bars up to 
a 42-58 ratio with stores on total 
volume, even if they poured the 
same number of drinks as they do 
today. Actually, if most bars 
poured larger drinks,” the report 
says, “chances are that more cus- 
|tomers would be attracted to them. 
‘High taxes and high costs have 
caused many bars to trim drinks. 
Net loss of volume: 31,000,000 
gallons.” 


® On loss by the liquor industry 
due to shifts of drinkers to beer 
and wine, True says, “In 1942 


later summer and also to lengthen 


2 ounces, If the 63,000,000 gallons | 


| > Proposed Whirlpool-Seeger Combine 


Would Market Full White Goods Line 


Cuicaco, July 20—With the ap- 
proval of the stockholders of 
Whirlpool Corp., St. Joseph, Mich., 
and Seeger Refrigerator Co., St. 
Paul, a new giant company in the 
home appliance field, which will be 
capable of marketing a complete 
line of white goods, may be organ- 
ized within the next two months. 
Specific plans for the move and the 
date it may be effected were not 
/announced. 

Officers of Whirlpool and See- 
ger last week gave stockholders 
preliminary notice of plans to 
_merge the two companies. The pro- 


Copying Hat Styles 
Is Not Illegal, Court 


Rules in Wisconsin 


MILWAUKEE, July 19—It is not 
‘illegal for a hat manufacturer to 
copy a competitor’s styles as long 
as there is no intent to deceive the 
buying public, a circuit judge here 
has ruled. 

As a result, Judge Myron L. 
Gordon dismissed $200,000 damage 
suit of the Everitt Hat Co. against 
the Slocum Hat Corp., both of 
Milwaukee. Everitt had charged 
that Slocum illegally copied Ever- 
itt hats to cash in on the latter’s 
market prestige. Slocum denied the 
charge. 


® Because in this case women con- 
stitute the buying public, Judge 
Gordon said, deception would be 
extremely difficult, considering 
that both manufacturers clearly la- 
beled their products. He noted that 
| the hats presented in evidence were 
'similar in that Slocum had adopted 
la yarn border which in some re- 
|spects is like that of the Everitt 
hats. He added, however, that the 
similarity was not confusing. 

| “If anyone wants to know the 
-maker of the hat, he or she need 
only to turn it over and look at the 
label,” the judge declared. 


| 


posed combine also would include 
the stove and air conditioning divi- 
sions of Radio Corp. of America. 
RCA stockholders will not vote on 
the merger. 

The name of the new company is 
to be Whirlpool-Seeger Corp. The 
combine’s assets would total about 
$130,000,000, its net worth about 
$85,000,000. The proposal calls for 
Walter G. Seeger, Seeger’s chair- 
man of the board, to be board 
chairman of the new company. 
Elisha Gray, Whirlpool president, 
has been proposed as president and 
chief executive officer of the new 
concern. 


® The new company, according to 
plans, will make a line of white 
goods early next year which will 
be sold through distributors, prob- 
ably under the RCA-Whirlpool 
label. John Holl, Seeger’s presi- 
dent, told ADVERTISING AGE that 
it has not been determined how the 
products will be promoted and ad- 
vertised or what ad agency or 
agencies will handle the advertis- 
ing. 

Kenyon & Eckhardt, Chicago, 
handles the Whirlpool account. Al 
Paul Lefton Co., Chicago, is agen- 
cy for the RCA stove and refriger- 
ator divisions. Seeger does no na- 
tional advertising and does not 
have an agency. 

Mr. Holl told AA that the ques- 
tions of advertising the proposed 
company’s products, ad budgets 
and advertising agencies have not 
yet been discussed. “As far as I 
know, Whirlpool and RCA will re- 
tain the same agencies until such a 
time as the new company decides 
what action will be taken,” Mr. 
Holl said. 


® Mr. Holl also told AA that offi- 
cials of the companies involved in 
the merger hope to organize the 
new company and get it into busi- 
ness as quickly as possible. He said 
the U.S. Justice Department had 
been consulted about the merger 
(Continued on Page 87) 


57% of Super Market Institute Members 


Raised Ad Budgets in ‘54, Report Shows 


| Cuicaco, July 20—More than 
| half the members of the Super 


Market Institute increased their: 
‘those in the higher brackets. 


‘advertising expenditures in 1954, 
according to the current research 
report of the SMI, “The Super 


the study indicates that more 
stores with lower sales volume in- 
creased their ad spending than 


Of those stores in the up-to- 
$5,000,000-a-year sales bracket, 
59% increased ad spending. 


business, the analysis says that be- 
fore World War II, bars accounted 
for about 70% of total liquor sold. 
Today, more people stay home to 


i Industry Speaks.” 
(when liquor sales were 190,000,- Market 
000 gallons or the same level as| On the whole, some 57% of the 


1954), beer sales per capita were | members, responding to question- 


14.6 gallons. In 1954, they were | haires, reported increasing ad ex- 
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In the $5,000,000-to-$15,000,000 
bracket, 56% of the stores raised 
advertising. Of the stores doing 


Ee po ae 


SUIT MAKERS—T wo experts on swim- 
suits were featured at Cole of Cali- 
fornia Day at the Los Angeles Ad- 
club last week. Fred Cole, presi- 
dent of Cole of California, poses 


do their drinking because of the 
high prices charged by most bars 
for small drinks. 

Nowadays bars sell only about 


15.9 gallons per capita, or a gain 

of 1.3 gallons per capita. Against 

a population of over 161,000,000 
(Continued on Page 52) 


penditures, 25% kept their expend- 
itures about the same and 18% 
| lowered them. 

' Broken down by sales categories, 


Copley Press attorneys defend 
handling of estate ...... Page 9 
Hair care items being sold 
more and more in supermar- 
NE i hae ob woawe 60 eke Page 16 
Bike makers ask higher tariff, say 
situation is worse ...Page 16B 
Martians land in Miami, help 
launch car agency .. Page 17 


Foil-wrapped bread being tested 
in Lexington, Ky. ...... Page 18 
More aggressive promotion being 
planned by variety stores Page 18 


here with MGM star Esther Wil- 
liams, a living testimonial to the 
efficacy of swim suits. 


Synthetic rubber is gradually 
taking place of natural in 
FR ae Page 18 

Guinness beer, ale gets new 
newspaper support on West 
te. CO edude et dhe deu Page 19 


Congoleum-Nairn supporting bait 
| advertising, Philadelphia retail- 


ff Page 20 
Shoe industry urged to increase 
advertising budgets ....Page 22 


New car “bootlegging” bill shelved 
by Congress .......... Page 22 
Cigar group aims message at smok- 
ers via sports pages ... . Page 27 
Teen-age music on daytime radio 
offkey for housewives .. Page 29 
Travel Age, motel annual, guaran- 
tees 5,000,000 readers . Page 30 
Climate psychology makes news- 
papers medium for Palm Beach 
Ce Geedaeeaeee......- Page 31 
Postal rates, other information, 
covered in new bookict Page 31 
Sponsors begin lining up shows, 
films on tv networks . Page 34 
Geiger counters pushed in mass- 
circulation magazines  '’age 35 
Wisdom in easy dose avail- 
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over $15,000,000 in sales per an- 
num, 52% raised ad budgets. (It 
should be noted that SMI mem- 
bership does not include the big- 
gest of the national grocery 
chains.) 


# SMI member companies achieved 
average sales gains of 15% over 
1953 (based on reports from the 
same companies for the two years 
1953 and 1954). With retail food 
prices steady, the 15% increase 
represents a “tonnage” gain as 
well as a dollar gain, according to 
the report. 

Sales increases in 1954 ranged 
from 26% for the smallest com- 
panies (with sales volume of $1,- 
000,000 or less in 1953) down to 
14% for the larger companies 
(with sales above $15,000,000). 

Sales gains in the various re- 
gions ran as follows: Mountain and 
Pacific, 12%; West-North-Central, 
10%; West-South-Central, 13%; 
East-North-Central, 14%; South- 
east, 16%; Middle Atlantic, 19%, 
and New England, 17%, and in 
Canada, 12%. 


® The report had the following 


(Continued on Page 82) 
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New ARF Report 
Is Blasted by 
Rating Services 


(Continued from Page 1) 


and recorder technique. It is being 
added because the A. C. Nielsen 
Co. now is using this method to 
provide local radio and tv ratings. 
As evaluated in the draft of the 
supplement, the combination meth- 
od reportedly gets a high rating 
from the tripartite committee, 
headed by Dr. E. L. Deckinger, of 
Biow-Beirn-Toigo. 

If the initial reaction is any 
criterion, the controversy over the 
addenda may dwarf the one created 
by the release of the original re- 
port. The recorder method came 
nearest to meeting all the stand- 
ards set up in that document. 

The supplement adds the combi- 
nation diary and recorder method 


jto the table published with the 
original report and rates it with 
yes or no answers on all points in- 
cluded therein. The combination 
technique reportedly gets a yes! 
answer—that is, it meets the rec- 
ommended standards—on all points 
except “conditioning of tuning 
behavior” and “reporting or re- 
cording errors,” where it gets a no 
because of diary bias. 

It gets a qualified yes on the 
average instantaneous audience 
standard. 


® In his answer to Dr. Deckinger, 
Dr. Sydney Roslow, director of 
Pulse Inc., charged that the ARF 
study is aiming at “establishing 
one, sole rating system. This is both 
restraint of trade and monopoly. 

“Pulse fought such an attempt 
in the courts earlier,” he said. “I 
refer you to our legal recourse 
against the Hooper Co. when that 
organization tried to establish that 
company’s system as the sole sys- 
tem in San Francisco by what were 


considered and later admitted to be 


unfair measures.” (AA, April 20, 


1953). 

Dr. Roslow charged that Nielsen 
has used the original report to pro- 
mote his company in trade releases, 


published materials and a promo-| 


tion book printed for overseas dis- 
tribution. 


® “Confusion was created deliber- 
ately so that many mistakenly 
thought the diary method was the 
Audimeter method,” Dr. Roslow 
wrote. “Your supplement does not 
clear up nor refer to this confusion. 
Your report is substantially anoth- 
er espousal of the Nielsen Co.— 
even if not stated literally as Niel- 
sen. The mere crediting of a ‘yes’ 
against theoretical standards, with- 
out consideration of the theory be- 
hind the measurement system, is 
not acceptable to me. The theory of 
the diary-Recordimeter-Audimeter 
combination has not been con- 
sidered. The Nielsen diary system 
is a combination of all three. The 
theory of sample size, relative to 
three different systems combined 
in one, is not considered. 

“The theory of policing influence 


ae oP eee 


1955 


and possibility of policing is not, gees 

considered. I could go on, but this) — ya 
is academic, because apparently | 
ARF’s decision relating to the ex-| 
istence and survival of rating serv- | 
ices already has been made,” the 

Pulse director continued. 


® However, Dr. Roslow raised two | © 
other specific points: 1. “The Niel- | 
sen system is a combination of| 
three methods, not two. Does the) 
combination of these three meth-| 


It’s the book of the year 
in the graphic arts .... 


the new sample book 


of famous Buckeye Cover 


A new Buckeye Cover sample book is always an event. First 
placed on the market over three score years ago, the Buckeye 
Cover line has become so well established, with colors and 
finishes to please every taste and to suit every requirement, that 
it has been difficult to improve upon it. Now, however we feel 
that a few additions to the line are justified. 


In the new issue, now being distributed, two new colors are 
shown — Lemon Yellow and our sensational new Hi-White — 
and two new finishes — Spanish Grain and Smooth Vellum (the 
latter on Hi-White only). 


If you want your catalogue or brochure or booklet or house 
organ to be read from cover to cover, be sure it Aas a cover. 


To make assurance doubly sure, make your selec- 
tion of the cover paper from the new sample book 
of Buckeye Cover. THE BECKETT PAPER CO., 
Makers of Good Paper in Hamilton, Ohio, since 1848. 


ods measure all sets in the house-| 
hold? What about the battery-port- | 


able sets?” 2. “Does the recorder 
concept imply that the Nielsen 
Recordimeter (clock) is a record- 
er?” 


his reaction to the original report, 
James W. Seiler, head of the Amer- 
ican Research Bureau, has now de- 
cided that “this thing has gone far 
enough.” He is particularly dis- 
turbed by the fact that the group’s 
standard setting has been done 
without any experimental work. 
This criticism relates to the orig- 
inal report as well as to the sup- 
plement. 

When Mr. Seiler heard that the 
committee had decided that the 
“meter with the lights, etc.” had no 
influence on the family’s tuning 
habit, while a diary did, he asked 
the group for a look at the evi- 
dence. This was his reaction to the 
original report, though he didn’t 
Say so at the time. 


@ Mr. Seiler said he was told that 
there was no evidence in either di- 
rection—that the committee, in ef- 
fect, “held several meetings and 
decided.” He said that unless con- 
clusive tests had been made to find 
out the facts in such matters, the 
committee should have indicated 
that they didn’t know whether 
recorders or diaries influence tun- 
ing habits, rather than “blandly 
giving us a no and the meter a 
yes.” ARB has made some limited 
tests on the subject. They show 
that the diary does not influence 
viewing, he added. 

One of Mr. Seiler’s principal ob- 
jections to the supplement is that 
the research committee gives the 
combination method “credit for 
anything either the meter or diary 
can do when it may be something 
you could accomplish only if you 
had enough audimeters.” He points 
out that the reason for the use of 
the diary-audimeter combination 
for local ratings is that an all- 
recorder local sample was not 


, HOWARD S. MEIGHAN has been named 


é. | U.P. in charge of the western divi- 
Although he spoke very softly in sion of CBS Television. A v. 


p. of 

the Columbia Broadcasting System 

since 1946, he is a former president 
of CBS Radio. 


financially feasible. 

“Thus the combination method 
is okayed as a means of providing 
average instantaneous audience and 
the audience to specific segments 
of the program, because the record- 
er can provide this information,” 
Mr. Seiler said. “But there are 
eight to ten times as many diaries 
as Audimeters in these local rating 
samples.” 

Mr. Seiler said the ARF study 
has not hurt the American Re- 
search Bureau’s business, but he is 
unhappy over the project because 
he feels what was supposed to be 
an unbiased investigation has 
turned out to be summation of 
what “one group of people thinks 
about the research situation.” 

The need for experimental proof 
also was emphasized by Edward 
Hynes Jr., of Trendex, which uses 
the telephone coincidental system 
to obtain multi-city tv ratings. 

Mr. Hynes noted three points: 

1. “The arbitrary standards es- 
tablished can be justifiably ap- 
plied to the methods used only if 
the reason why the particular 
method is employed is taken into 
consideration.” 

2. “These arbitrary standards 
could and should be subjected to 
experimental proof.” 

3. “When the experimental work 
clearly demonstrates the inac- 
curacy of one of these standards, 
as it has in the use of ‘tuning’ as 
a standard, the committee might 
then amplify its reasons for pre- 
ferring the inflated figures—which 
mean increased costs to the adver- 
tiser.” 
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The New Yorker really gets around! 


Down on the Mississippi Delta, they know The Man in the Hathaway Shirt. 
They met him—eye patch and all—in The New Yorker—only magazine in which 
he has appeared. Yes, in New Orleans* as in New Canaan, The New Yorker 


is read by the people who can afford to be the people other people follow. 


The New Yorker (and its influence) really gets around. 


*Since 1930 the southern circulation of The New Yorker 


has increased 710 per cent as compared 


with 240 for the entire U.S. NI W YORKER 
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The 


Montreal Star 


announces 
new and 


important 


market 
study! 


Here is a Market Study just issued by The 
Montreal Star which is without doubt the most 
comprehensive and best of its kind published 
by The Star—or by any other newspaper in 
Canada! It not only presents a study of the 
Star’s Montreal coverage but contains a wealth 
of market material—much of it ascertained for 
the first time . . . If you are interested in selling 
or advertising in Montreal, this book is a “must” 
for careful reading and practical reference. 


A complimentary copy of The Star’s study is 


available on written request to The Advertising 
Director at Head Office. 


d 


If it is more convenient, write or phone your 
nearest O'Mara & Ormsbee office. 


The Montreal Star 


Head Office, 245 St. James St. W., Montreal, P.Q. 


Stockholders 
Sue Libby Head 
for $1,500,000 


(Continued from Page 2) 
lic a letter he received from Walter 
W. Weismann, chairman of the 
Aetna Industrial Corp., New York, 
in which Mr. Weismann offered 
Mr. Bridges and two other mem- 
bers of the present board of direc- 
tors a place on the new board if 
they would go along with the move 
to take over the company. Mr. 
Bridges criticized Mr. Weismann, 
who is a member of the eastern 
group, and said that the company 
would fight any move to take over 
the company [AA, July 11].) 

A Libby spokesman here de- 
scribed the suit as a “publicity 
gag,” and would not comment 
further on it. The suit was filed by 


“It’s my favorite bargain” 


More and more families are getting telephones these days 


and there are more and more families to want them. This country 


is increasing tremendously in numbers and in desires. 


The Bell System has not only doubled the number of telephones 


in the last ten years but it has also added many new 
features of telephone service and convenience. 


One of our most interesting assignments since 1908 has been 


to tell the story of the telephone and the company 


that stands four-square at the top of American businesses. 


N. W. AYER & SON, INC. Philadelphia, New York, 


Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


Advertising Age, July 25, 1955 


Charles R. Sprowl, a Chicago at- 
torney. 


® Two days ago, Mr. Bridges 
lashed back at a group of eastern 
stockholders who are seeking to 
gain control of the company by 
mailing a three-page report to 
stockholders of earnings of Libby 
and four competitor companies. 
The report shows Libby has done 
better financially than four com- 
petitors from 1946 through 1954, 
which is in direct contrast to 
charges made a week ago by the 
Independent Stockholders Commit- 
tee, the eastern group, which ac- 
cused the company of standing still 
while competitors increased earn- 
ings by leaps and bounds (AA. 
July 18). 


® Mr. Bridges’ report to stockhold- 
ers last week reveals that Libby’s 
average net income for 1952, 1953, 
and 1954 was $5,306,000, an in- 
crease of 11% over an average net 
income of $4,781,000 for 1946, 1947 
and 1948. The report shows that 
over the same period, 1952 through 
1954, the average net income of 
California Packing Co. decreased 
30.8%; Stckely-Van Camp dropped 
35%; Hunt Foods decreased 11.7% 
and H. J. Heinz decreased 19.6%, 
when compared with the 1946 
through 1948 period. 

Comparing the net income for 


1954 with the net income in 1946, 
the report showed that Libby, with 
5.6%, was the only one of the five 
‘companies to register an increase. 
|The net income of California Pack- 
‘ing was down 5.6%; Stokely-Van 
Camp, down 58.4%; Hunt, down 
41.1% and Heinz, down 35.1%. 


® The Independent Stockholders 
Committee previously charged that 
Libby net earnings had increased 
only 10% between 1939 and 1953 
(AA, July 18). On the other hand, 
the committee said that over the 
same period, Stokely-Van Camp 
had boosted net earnings 811%; 
Clinton Foods, 760%; Hunt Foods, 
2,050%; California Packing Co., 
100%, H. J. Heinz, 128%; Best 
Foods, 113%; General Foods, 81%, 
and Standard Brands, 36%. 

Mr. Bridges also made the fol- 
lowing assertions in his most re- 
cent letter to Libby stockholders: 
Company dollar volume has risen 
75.5% since 1946; Libby sales have 
increased from $127,110,575 in the 
fiscal year that ended March 1, 
1947, to $223,014,218 in the fiscal 
year that ended last May 28; the 
net fixed property of the company 
is now $36,000,000 as compared 
with $16,000,000 at the end of 
World War II; that 59% of Libby’s 
net earnings of $35,746,499 over 
the past eight years have been paid 
out in dividends, and that $15,000,- 
000 has been put back into the 
business. 


‘Fortune’ Names Kegg. 
Doriss to Coast Jobs 

Fortune has opened an adver- 
tising sales office at 100 Bush St., 
San Francisco. W. Boyd Kegg has 
deen named resident manager, ef- 
fective Aug. 15. Mr. Kegg has been 


John B. Doriss W. Boyd Keag 


with Fortune 25 years, most re- 
cently as associate advertising 
manager in New York. 

John B. Doriss, formerly with 
the New York sales staff, has been 
named to succeed Baldwin H. 
Ward as manager of the Los An- 
geles office. Mr. Ward will devote 
his time to his own publishing 


company, YEAR Inc. 
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On the nation’s newsstands people put down more money 


i for the Post than for any other general magazine 


There’s one sure way to find out what 
people really read. That’s to find out 
what they step up and pay cash for. 
Take away the special offers and 
you have the best measure of a mag- 
azine’s vitality. That’s why news- 
stand sales are so important to 
advertisers: they separate the readers 
from the glancers. 


a76' 0 6 OS Oa Bis 62 26S 


The latest ABC figures (first 3 months 
of ’55) show instantly how general 
magazines rate with readers. The 
Post is nearly 50% ahead! It gets to 
the heart of America. 


“How would you like to run 


against Eisenhower in’56?" 
WALTER WEIR, Vice President, Donahue & Coe, Inc, 


“Suppose you’re the man the Demo- _you a shrewd idea of the tactics the 
crats pick. You know that 5 out of 6 Democrats are likely to use.” 

voters think Ike is a great guy. You Read “The Dreadful Dilemma of the 
can’t ignore him. Yet most of your Democrats” by Joseph and Stewart 
party would like to. And the rest Alsop in this week's Post. 

can’t figure out how to attack him. . . ° 

What sort of campaign would you Inal!, there are 8 articles, 4 short stories, 
run?... The Alsops have come up 2 gerials in the July 23 issue of The Sat- 
with a penetrating article that gives urday Evening Post. 
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Now get move- 
ment on your TV 


FOR TEN 
SECONDS - 


FILMACK 
STUDIOS 


1323 $. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


Webster-Chicago Enters TV 
Webster-Chicago Corp., maker 

of consumer electronic equipment, 

has announced it will go into net- 


| (with General Foods Corp.) of the 
Tony Martin show on NBC-TV. 


ai | to that conceived by the Anschells. 
'Sontag Leaves ‘BW’ PR Post The defendants were said to have 
| Frederick H. Sontag, for the past incorporated their Around the 
four years public relations director | World Shoppers Club in New Jer- 
sey in March, 1952. 


and delivery to persons in the U.S.., | 
of products in a manner identical 


of Business Week, a McGraw-Hill 
publication, has resigned. He will 


Advertising Age, July 25, 1955 


Sackheim, Margulies Are Sued for 


- 
Tae Sed or same | work television ini oi tor toe 9,000,000 Damages by Former Client 
the same cost as _— reel and descrip- first time. Beginning Sept. 5, the 
still slides. tive literature. company will be alternate sponsor (Continued from Page 1) eaten eile: te. Senernaiienat 


Gift for a period of time “to fraud- 
ulently obtain additional informa- 
tion and confirmation of the meth- 
ods of merchandising and sale as 
conducted by International.” 
According to the Anschells, the 
Sackheim-Margulies operation of 
Around the World has resulted in 


announce his future plans within 


sales of more than $5,000,000 and 
| the next few weeks. 


“substantial profits.” Consequent- 
ly, the Anschells ask $750,000 on 
this score, plus an accounting to 
show the profits made by Around 
the World. 

The defendants concede that 
Around the World Shoppers Club 
was incorporated in March, 1952, 
in New Jersey, and that Mr. Sack- 
heim and Mr. Margulies are of- 
ficers and stockholders. They also 
concede that Mr. Margulies sub- 
scribed to International for 15 
months. Beyond that, they deny all 
charges. 


ABP Explains How 
Recommended List 


of Agencies Works 


(Continued from Page 1) 


information pending the outcome 
of the suit.” 


® The complaint further charged 
that Mr. Margulies and Mr. Sack- 


s “Here’s exactly what it means 
if you find an agency on this list,” 
Mr. Babcock’s letter continued: 

“1. The agency is equipped to 
provide bona fide agency service 
for its clients. 

“2. The agency is an independent 
operation, neither controlled by 
media or client. 

“3. The agency’s financial condi- 
tion is known. The amount of quick 
working capital is provided as a 
guide for the individual publisher 
in extending credit. 


i oe 


@ “That’s all the list is. We have 
never in the history of this activ- 
ity told you to do business solely 
with these agencies. We know for a 
fact that you haven’t, for this list 
represents only around half of 
the agencies receiving commissions 
from publishers.” 


Neal Succeeds Kabaker as 
D-F-S Radio-TV Head 


J. J. Neale, a v.p. of Dancer- 
Fitzgerald-Sample, New York, has 
been named to head the radio-tv 
department of the agency. He takes 
over duties formerly handled by 
Alvin Kabaker, who has resigned 
as v.p. and director of tv and radio 
after 18 years with D-F-S. Mr. 
Kabaker will announce his plans in 
the near future. 

Dancer-Fitzgerald-Sample also 
has promoted two other radio-tv 
staff members. David Nyren, for- 
merly a producer, has been ap- 
pointed executive assistant to Mr. 
Neale, with responsibility for pro- 
duction, and Eugene Burr has been 
promoted from a script supervisor 
to director of scripts and develop- 
ment of new programs. 


Connecticut Regulates Comics 

Gov. Abraham A. Ribicoff of 
Connecticut has signed a bill mak- 
ing illegal the sale of comics books 
that deal with horror, sex and vio- 
lence to persons under 18 years 
old. Also forbidden by the state 
law is the advertising of such 
comics. 


41% more than in 1951 
for a 1954 total of $160,956,000* worth! 


This is more “automotive” sales 
than Miami, Louisville or Columbus, Ohio! 


We've got more people, making more, spending more 
and watching Channel 8 more than ever before! 


*Sales Mgt., 1955 


KFMBQOTV 


WRATHER-ALVAREZ BROADCASTING, INC. 
REPRESENTED BY PETRY 


America’s more market 


Frohlich Names Dent V.P. 

V. Edward Dent has been ap- 
pointed a v.p. of L. W. Frohlich & 
Co., New York agency in the 
pharmaceutical and _= scientific 
fields. Mr. Dent has been an ac- 
count executive with the agency 
for the past six years. 


"SAN DIEGO, CALIF. 
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YOU'RE IN THE BIG PICTURE FOR FURNISHINGS! 


Hotel or motel lobby . . . college or hospital reception room . . . restaurant dining room. . . lounge aboard 
ship, train or plane, at a club, in a Y.M.C.A. or for the employes of a large company . . . The Big Picture 
for furnishings is all of these, PLUS five million guest, student and patient rooms; thousands of 

dining rooms; thousands of offices. In a word, The Big Picture for furnishings is institutions 

and The Big Picture for every other product that contributes to the comfort, health and 

well-being of people away from home.. . 

The Big Picture for nine billion dollars worth of construction and remodeling; for 16 billion dollars 

in food sales; for the maintenance of two and one-half billion square feet of floor space; for 

walls, windows, lighting, and mechanical equipment; and for 350 million dollars 

worth of food service equipment! 

Your products are in The Big Picture if your advertising is in the magazine that created that picture— 

the magazine that is the most powerful force in making The Big Picture bigger and more profitable 


for you every hour of every day .. . INSTITUTIONS Magazine. 


CONSULT YOUR ADVERTISING AGENCY OR WRITE TO INSTITUTIONS PUBLICATIONS 


MAGAZINE 


OF MASS FEEDING—MASS HOUSING 


...and there's a 


BIG PICTURE 


for you 
if you manufacture 


@ FOOD SERVICE EQUIPMENT... @ BUILDING PRODUCTS... 


Commercial equipment for 120 $9 billion plus, of new construc- 
million meals prepared daily. tion and expansion in 1955. 


‘TT 
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@ MAINTENANCE PRODUCTS... 
$16 billion annually in retail 550,000 buildings to be cleaned, 
sales for mass feeding. repaired and renovated. 
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TvB Signs Six Members 


Five more stations and a repre- 
sentative have joined Television Bu- 
reau of Advertising, New York. 
They are KTRK-TV, Houston; 
WCPO-TV, Cincinnati; WEWS, 
Cleveland; WMAL-TV, Washing- 
ton; WUSN-TV, Charleston, S. C., 
and Branham Co. The bureau’s 
membership list now totals 149. 


SiMPSON-REILLY, LTD 
Publishers Representatives 


TV Inc. Will Let 
Big City Stations 
Use Its Film Plan 


New York, July 19—Major 
market stations wishing to do so 
may now participate as associates 
in TV Inc., the collective film pur- 
chasing organization. 

This was decided at a recent 
meeting of the group’s board of 
directors. In effect, this means 
stations may avail themselves of 
the film buying services of the 
company, but not participate in 
its activities as stockholders. 

TV Inc. is owned by several 
small market stations. Joe Floyd, 
of KELO-TV, Sioux Falls, S. D., is 


chairman of the boar’! 


Herb Jacobs, genc::| manager 
of TV Inc., reports th:: more than 
$250,000 worth of fi properties 
have been acquired {: the mem- 
bership. 


CBS-TV Spot Sales Adds 
Six Account Executives 


To expand its station service | 


and intensify agency and advertis- 
er coverage, CBS Television Spot 
Sales, New York, has added six 
men to its sales staff. The account 
executives are divided between the 
New York and Chicago offices. 
Assigned to New York are Rich- 
ard P. Hogue, former Headley- 
Reed v.p.; Charles McAbee, for- 
merly with Henry I. Christal Co.; 
Norman E. Walt, previously with 


|Harrington, Righter & Parsons. As- 
signed to Chicago are James E. 
| Conley, former national sales 
manager of WISH and WISH-TV, 
Indianapolis; Frank R. Hussey, 
previously with Headley-Reed, and 
Robert Reisinger, formerly with 
WBBM- TV, Chicago. Coincidental- 
ly, Robert M. Williams was trans- 
ferred from CBS-TV Spot Sales’ 
Chicago staff to its New York 
staff. 


Sealy Inc. Names Kallick 


Sealy Inc., Chicago maker of 
bedding and sleep equipment, has 
appointed Joseph N. Kallick direc- 
tor of sales and advertising. Mr. 
Kallick formerly was general sales 
manager of Superior Sleeprite 
Corp. 


“Exceptional Readership creates Exceptional Advertising Results” 


Here’s why 
DESIGN NEWS 


Produces such 
Exceptional Results 


e Hundreds of manufacturers advertise their 
Materials, Components, Engineering Equipment and 
Services in DESIGN NEWS. 


These advertisers will bear witness to this fact... 
that the gratifying results from their advertising in 
DESIGN NEWS constitute an ideal foundation for sales 
to the huge Original Equipment Market. 

Growing Recognition for their products and services 
is accompanied by Inquiries that are exceptional 
both in quantity and character. 


@ Exceptional Readership of 
DESIGN NEWS explains these 
Exceptional Results 


This exceptional readership has been created by the 
application of publishing concepts and policies that 
are, for the most part, new to the field of Technical 
Design. 

We think you will be interested in the following 
summation of these publishing principles and prac- 
tices. They have created an advertising medium that 
sets a new standard of advertising efficiency and 
effectiveness. 


@ NEWS REPORTING of Technical 
Design Developments 


NEWS treatment has a tremendous appeal to mature, 
experienced design engineers. They must keep fully 
informed. But they have neither the time, nor the 
inclination, nor the need, to dig out the meat of an 
idea from the carcass of long-winded, “‘text-booky” 
articles. The NEWS has “liveness” because of the 
semi-monthly publishing schedule of DESIGN NEWS. 
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© A World-Wide Staff of 
Editors and Correspondents 

The thousands of readers of DESIGN NEWS are 
assured that they will get all the available news of 
design developments from foreign industrial coun- 
tries as well as from the United States. 
Our Overseas editors and correspondents are located 
in England—Germany—Switzerland—Italy—Sweden 
—Spain—Denmark— France—Holland—Turkey— 
Australia—Canada—South Africa—Japan. 


® Staff Writing and Illustration 

of all NEWS Reports 

Digging out the meat from these world-wide reports 
is done for our readers by DESIGN NEWS editors. 
Simplified drawings, executed by our staff artists, 
clarify the fundamentals of new designs. This modern 
editorial concept—which has built top readership for 
leading general news magazines—has created Inten- 
sive Readership for DESIGN NEWS. Staff writing and 
illustration assure adequacy and clarity... with brevity. 


@ Maximum Visibility... 
for Advertising and Editorial alike 

The relatively new, “king-size” format contributes 
to the advertising effectiveness of DESIGN NEWS. 


Every ad shares the page with significant editorial 
matter. Good paper and good printing add to the 
over-all reader appeal. 


© A TOUGH Circulation Policy 


DESIGN NEWS’ circulation is 100% “request” 
circulation...100% verified every year. The Pub- 
lisher will NEVER add a name to the list...or keep 
one on...just for the sake of claiming “coverage.” 
Coverage, without assurance of interest, without 
readership, is a waste of somebody’s money... 
generally the advertisers’. 


@ We Invite You to See for Yourself 


There has been, for years, an open invitation to 
advertisers and prospective advertisers to visit us 
and pore over our circulation records to their heart's 
content... WITHOUT SUPERVISION from us. 

Visit us. See this tough circulation policy in 
operation. It is sensible and effective. With the right 
editorial background it has built a circulation of over 
24,000 (all of it in the United States) and clear indi- 
cations of more than twice that number of READERS. 

There, in summary, are the major reasons for the 
Exceptional Readership that produces Exceptional 
Results for DESIGN NEWS advertisers. 


For further information, write to 


ROGERS PUBLISHING COMPANY 


New York - Cleveland + Detroit - Chicago - Los Angeles 
Executive Offices: Englewood, Colorado 


Publishers of DESIGN NEWS and its “Partner in Progress” PURCHASING NEWS 
—The National News Magazine for Purchasing Men in Metalworking Plants 
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Admen Show More 
Interest in Use of 


Premium Promotions 


New York, July 19—Advance 
registrations for the New York 
Premium Show indicate a height- 
ened interest in the use of premi- 
ums on the part of members of 
two groups—advertising agencies 
and supermarkets—it was disclosed 
today by Arthur Tarshis, manager 
of the show. The annual show is 
held under the auspices of the Pre- 
mium Advertising Assn. of Amer- 
ica. 

“It is evident that executives in 
these industries are finding incen- 
tive merchandising an increasingly 
important part of their operations,” 
Mr. Tarshis said. 

This year’s premium show will 
reflect a wider range of premium 
merchandise than ever before, as 
a result of the search by advertis- 
ers for new and better premiums, 
according to Gordon C. Bowen, 
president of the premium adver- 
tising group. 

The show is scheduled for Sept. 
12-15 at the Hotel Astor. 


@ “Several surveys have shown a 
10%-15% increase in the use of 
premium promotions this year,” 
Mr. Bowen said. “This increase is 
directly reflected in a record ad- 
vance registration and a complete 
sell-out of exhibit space. It is also 
reflected in the fact that many 
manufacturers are finding a ma- 
jor market in the premium field. 

“This is especially true,” he said, 
“of the soft goods manufacturers. 
For the first time in perhaps 
twenty years, there will be a sub- 
stantial representation at the New 
York Premium Show of leading 
lines of soft goods, especially linens 
and domestics.” 

Mr. Bowen also noted the con- 
tinuation of a trend toward higher 
priced premiums, not only in the 
self-liquidating and box-top field 
but in dealer and salesman incen- 
tives. 

“The emphasis now is on quality 
and value, whether or not the pre- 
mium is a nationally advertised 
brand,” he pointed out. 


® Mr. Tarshis reported there also 
has been an increase in the number 
of articles designed for suburban 
and outdoor living—fishing and 
sports equipment, barbecue sets, 
beach and porch furniture, etc. 
Attendance at the show is re- 
stricted to accredited premium ad- 
vertisers and advertising agencies. 
It is not open to the general public. 


Red Cedar Assn. Elects 


R. M. Ingram, E. C. Miller Cedat 
Lumber Co., Aberdeen, has been 
elected president of the Western 
Red Cedar Lumber Assn., promo- 
tion organization for western red 
cedar lumber produced in Wash- 
ington and British Columbia. Other 
officers elected include Don John- 
ston, Flavelle Cedar Ltd., Fort 
Moody, B.C., v.p.; John McCrory, 
Seattle Cedar Lumber Mfg. Co., 
Seattle, treasurer, and Arthur I. 
Ellsworth, Seattle, secretary-man- 
ager. 


Earle Ludgin Names Two_ 
Earle Ludgin & Co., Chicago, has 
appointed C. L. Helman assistant 
space media director and Harold 
C. Johnson assistant merchandising 
director. Mr. Helman formerly was 
® ii P ¢ 
supervisor of advertising media of 
the Frigidaire division of Gen 
eral Motors Corp., and Mr. John- 
son previously was merchandising 
manager of Schulze & Burch Bi§- 
cuit Co. 


AFA Names Two Clubs 
The Advertising Club of Bridge- 
port, Conn., and the New Hamp- 
shire Advertising and Public Rela- 
tions Council have been elected to 
the Advertising Federation of 


America. 
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Law Firm Defends 
Administration of 
Ira Copley Estate 


Cuicaco, July 19—Attorneys 
for the estate of the late Col. 
Ira C. Copley, founder of the 
Copley Press Inc. newspaper 
empire, today defended the 
handling of the estate since Col. 
Copley’s death in 1947. 

Albert Hopkins, a member of 
the law firm of Hopkins-Sutter- 
Halls-Owen & Mulroy, Chicago, 
issued a statement in answer to 
a suit filed here in circuit court 
last week by William N. Copley, 
of Paris, adopted son of Col. 
Copley. In the suit Mr. Copley 
asked that the Copley Press be 
liquidated. 


® In answering the suit, Mr. 
Hopkins said: 

“The First National Bank of 
Chicago and James S. Copley, 
executors of the will of the late 
Col. Ira C. Copley, have been 
administering the estate since 
1947. The administration of the 
estate has been excellent and 
the operations of the Copley 
Press Inc., of which the estate 
owns practically all of the 
stock, have been highly success- 
ful. 

“A suit has been filed on be- 
half of William N. Copley, an- 
other son of Col. Ira C. Copley, 
who was not named as an ex- 
ecutor or trustee, which, among 
other things, criticized the ex- 
ecutors for continuing to hold 
the stock in the Copley Press 
Inc. The will of Col. Ira C. Cop- 
ley expressedly authorizes the 
executors and trustees to retain 
all holdings of the decedant.” 

The First National Bank of 
Chicago and James S. Copley 
were named as defendants in 
the suit. James, who also is an 
adopted son, is chairman of the 
corporation. William Copley is 
a foreign correspondent for the 
newspaper chain. 


® The suit accused the bank 
and James Copley of “gross 
abuse of fiduciary discretion” 
in handling of the estate. The 
suit charged that the defend- 
ants violated Illinois probate 
law by continuing to operate 
he $40,000,000 properties they 
control, instead of liquidating 
and investing assets of the es- 
tate in “sound securities.” The 
suit maintained that continued 
operation of the properties is 
hazardous. 

The suit also asked that car- 
rying on of the business be de- 
‘lared unlawful and unauthor- 
ized; that James Copley and the 
bank be compelled to give an 
accounting and “make good” all 
losses resulting from their “im- 
proper conduct”; that a succes- 
sor trustee be appointed, and 
that an order be issued directing 
company stock be sold as speed- 
ily “as is consistent with a 
maximum return.” 

Illinois newspapers in the 
Copley chain include the Au- 
rora Beacon-News, Hlgin Cour- 

r News, Joliet Herald-News, 
_ad the Illinois State Journal 
id State Register in Spring- 
field. The California newspapers 
e e the San Diego Union and San 
Diego Tribune, San Pedro News 
Pilot, Alhambra Post Advocate, 


Rurbank Daily Review, Culver | 
C‘ty Star-News, Glendale News- | 


Fress, Monrovia News-Post, 
South Bay Daily Breeze and 
the Venice Evening Vanguard. 
Copley Press also owns Station 
KCOP-TV, Hollywood. 


, .and Joins ‘McCall's’ 

Albert A. Strand, a former 
partner of Hansen, MacDowell 
& Strand, New York, has joined 
the sales staff of the grocery 
products division of McCall’s, 
New York. 


IOs 


dvertisers placed 
more dollars of ji 
advertising in The 
= Washington Pos 
and Times Herald 
during the past 
six months, we 
believe than ha 
ever been place 
in a comparable 
period in any 
Washington 
newspaper. 
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= = On Que moy, —_ 


A Smee 


he Washington Postia 


WASHINGTON’S FAVORITE HOME NEWSPAPE® 


410,000 Sunday circulation 

128,000 more than the other Sunday newspaper 
380,000 daily circulation 

130,000 more than any other Washington daily newspaper 


Represented by: Sawyer, Ferguson, Walker Co.—The Hal Winter Co., 
Miami Beoch—Puck, The Comic Weekly—Joshue Powers Co., Lid., Londo 
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-_ Wewsweek printed durin 


During the first six months of ’55, Newsweek carried 
1,468.11 pages of advertising, nicely UP—41.53 pages — 
over the first half of 54, and bringing a revenue increase 
of $962,672. 


So—multiply 1,468.11 pages by Newsweek’s 8” edge-to-edge 
page width. ..by Newsweek’s one million guaranteed circulation. 


You'll readily see that this adds up to a ribbon of paper 
165,363 miles long, well over seven times the circumference 
_ Of the earth at the equator. 


: And that’s not even counting in Newsweek’s International 
_ Egitions, influencing influential people in 84 other lands. 
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The FTC Action Against ‘Farm Journal’ 


Even though the advertising field is getting uncomfortably familiar 
with government legal actions against one or another phase of the 
advertising business, the Federal Trade Commission complaint 
against Farm Journal, seeking to prevent consummation of its merger 
with Better Farming, came as a complete surprise to everyone in the 
business. 

As far as we can recollect, this is the first time the Federal Trade 
Commission has ever invoked an anti-trust statute against the con- 
solidation of two publishing properties, and it seems worth while to 
point out some of the facts which make such a merger far different 
from one involving two manufacturing or distribution organizations. 

For one thing, it is naive to add one circulation on top of the other 
to come out with a combined figure (without even taking into account 
the fact that some of Better Farming’s circulation is slated to go to 
Town Journal). Competing publications have been known to have a 
certain amount of duplication in their circulation lists, and we assume 
that this instance is no different. 

For another thing, it is equally naive to add together the combined 
advertising revenue of the two publications, and to assume that a 
merger will result in the maintenance of this figure by the merged 
publication. If these things were true—or even likely to be true—we 
suspect there would be a good many more publication mergers than 
there are. 

We’re not so sure, either, that other publications in the farm field 
take so dim a view of the competitive situation as does the FTC. It’s 
our impression that the other “nationals” or “regionals’—depending 
upon whose definition you accept—as well as the state papers, have 
been doing pretty well, and expect to go on doing pretty well, re- 
gardless of the merger. 

But the governing factor seems to be that if Better Farming were 
not sold to Farm Journal, in all likelihood it would have gone out of 
business; and the net result of this would be that Farm Journal 
would succeed to a “monopolistic” position without assuming any 
risks or commitments. Would this improve the competitive picture 
in the farm publication field in any regard? 

Furthermore, the merged publication has no more monopoly of 
anything it takes to put out a successful farm publication than the 
individual publications had before the merger. They have not cor- 
nered the market on editorial talent, nor advertising salesmanship, 
nor circulation initiative. In short, we think this is a very peculiar 
kind of “monopoly.” 


Fair Trading in Magazines 

Toastmaster made news last week by selling copies of Life in its 
booth at the housewares show to point up what it considers the in- 
consistency of a magazine which is sold at a fixed retail price in- 
veighing editorially against fair trade. 

In his column on this page, Copy Cub says there’s one important 
distinction that Toastmaster fails to point out—if the retailer doesn’t 
sell his copies of Life, he can return them. 

This is an extremely important difference, and one that deserves a 
little additional pointing out. Magazines and newspapers are usually 
sold on a fully returnable basis—in effect, on consignment—and this 
changes the picture considerably. 

In fact, consignment selling was used to a considerable extent be- 
fore the enactment of fair trade laws, and no one argued about the 
right of any producer to control the price of merchandise he owned. 
As far as we know, nobody does yet. It is only when a sale is con- 
summated, and title passes from seller to buyer, that fair trade enters 
the picture. 

And this is quite a different set of circumstances. 


—Edmond M. Jacoby, The John Budd Co., New York. 


“‘Adman Slugs Headwaiter.’ Well, here’s one time he got ‘far for- 
ward, above fold,’ ” 


What They're Saying 


There’s No Substitute 
for Enthusiasm 

A speaker before the twentieth 
annual convention of the National 
Sales Executives, in New York, 
went out on a limb to predict that 
electronic data processing will 
change the sales manager’s job—he 
will now have to “plan more and 
do less.” To be sure, there is need 
for better sales planning, but there 
is such a thing, as any good sales 
manager knows, as going over- 
board on statistics. We have in 
mind a Chicago sales manager who 
thought he could motivate his men 
by whipping them with statistics 
which showed that they were not 
getting as much business as they 
could from their territories. All 
he did was to “motivate” his best 
men over into his competitor’s 
sales organization—and he got the 
pink slip. There is no substitute in 
sales management for enthusiasm 
and leadership. You just can’t 
manufacture these qualities with 
any kind of electronic brain thus 


far invented. 


—J. C. Aspley, in the July issue of 
American Business. 


One Man’s View of Pay-TV 

One of the fallacies of television 
is the popular belief that the set 
owner pays nothing for the enter- 
tainment provided on his screen 
because the sponsor picks up the 
tab. The sponsor, of course, is no 
benefactor, concerned with enter- 
taining the masses at his own ex- 
pense. He is selling a product, to 
the cost of which is added at least 
enough to finance the television 
advertising budget. Thus, the cus- 
tomer pays for his entertainment 
in a thousand ways, whether he 
realizes it or not...Nobody is 
getting anything for nothing on 
television, except, possibly, bum 
steers. 

When pay-tv is pictured as prog- 
ress, therefore, the fallacy is com- 
pounded. If being required to pay 
in advance, and a stiffer fee, for 
programs the cost of which is now 
‘pro-rated and absorbed in the 
product advertised, can be de- 
scribed as progress, then the old 
game of thinking up new ways to 


make people pay more for what 


they get is the kind of progress 
we don’t need... 

When ever a bill of goods is be- 
ing sold to a gullible prospect, 
promises are as free as the air it- 
self. Proponents of pay-tv assure 
us that the public would be asked 
to pay only for some of the out- 
standing sports events not now 
shown on tv. That’s the book 
agent’s foot in the door. Let him 
get his bunion-encrusted airedale 
wedged in the opening and you 
practically have signed on the 
dotted line for a set of Finniver- 
sey’s Double Talk Encyclopedia for 
$250 in easy instalments. If pay- 
tv comes, it will be here to stay... 
I say down the drain with pay-tv. 


—Dan Parker. New York Daily Mir- 
ror, July 6. 


‘Merchandising Is the Art..’ 

It has been generally accepted 
that, in its simplest terms, “Mer- 
chandising is the process of mov- 
ing goods through established dis- 
tributor channels from the maker 
to the consumer.” However, when 
you examine this it is simply the 
mechanical movement of such 
goods and the recording for ac- 
counting purposes of such move- 
ment. This, consequently, is an 
inadequate definition and excludes 
any creative factors. 

So to amend this, we then say 
“Merchandising is the art of mov- 
ing goods...” reflecting the cre- 
ative ingenuity of the individual 


merchandiser. 


—Judson Sayre, 
Division, 


president, Norge 
Borg-Warner, at the ABP 
merchandising awards presentation 
luncheon, New York Sales Execu- 
tives Club. 


Slight Error 

Dell still blushing at following 
note received from priest at Ala- 
bama’s Ave Maria Grotto: “Gentle- 
men: There seems to have been 
a slight mistake in our recent order 
of 20 copies of Dell Book No. 819, 
‘The Adventures of Father Brown.’ 
Your shipping department sent us 
20 copies of book No. 820, ‘Is Sex 
Necessary?’ I think that since we 
are Benedictine monks, the book 
might be a little incongruous in our 
collection.” 


—~The Lookout, issued by Cowles 
Magazines for personnel of American 
News Co. 


Advertising Age, July 25, 1955 


Rough Proofs 


The Old Professor says there 
hasn’t been anything like the pub- 
lic excitement over “The $64,000 
Question” since people were miss- 
ing their suppers 20 years ago in 
order to hear the daily broadcasts 
of Amos ’n’ Andy. 

. 


If the FTC succeeds in its ef- 
forts to halt the purchase of 
Country Gent by Farm Journal 
Inc., it will then be confronted 
with a task similar to that of un- 
scrambling an egg. 


When Henry Little told the 
NAEA that tv advertising would 
help newspapers by promoting 
business expansion, his most sym- 
pathetic auditors were those whose 
papers happen to own tv stations. 


With Libby, McNeill & Libby 
selected as the next company 
forced to undergo a proxy battle 
for management control, looks as 
if there’s a fine opportunity for an 
agency which knows how to woo 
the skittish stockholder. 


Arthur Grossman says people 
buy when they’re asked to. 

And he implies that there’s a 
lot of advertising which doesn’t 
ask them to do that little thing. 


A net profit never looks so good 
as when it replaces a display of 
red ink in the annual report. 


Toastmaster division sold copies 
of Life at 5¢ to protest a fair trade 
editorial in the magazine. The 
analogy would have been better if 
it weren’t for the fact that news- 
dealers can return copies of mag- 
azines they don’t sell. 


There’s something about an ad- 
vertising agency that smart adver- 
tising men like George Park of 
General Electric find it practically 
impossible to resist. 


Operation Snowflake is going to 
sell a lot of white goods for Christ- 
mas, and if the people who make 
them don’t turn out to be U. S. 
Steel customers, it will be just too 
bad. 


A new agency, reports the 
world’s greatest advertising jour- 
nal, has been appointed to handle 
the advertising of Cardui. 

Wonder what ever happened to 
Peruna. 


Jack Fleck, the new open golf 
champion, lost quite a bit of glam- 
or from his endorsement appeal 
when he failed to qualify for the 
Milwaukee Open. 


Necchi Sewing Machine Sales 
Corp. is going to spend $4,000,000 
promoting its Supernova, and 
might use a part of the space to ad- 
vise all and sundry that the prod- 
uct name is pronounced Nekki. 


“Do you always believe your 
wife?” asks the Ladies’ Home 
Journal. 

More important, does she al- 
ways believe you? 


Cory Cus. 
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What makes THE INQUIRER First every day of the week in retail 
electric appliance advertising ? ACTION, and action only! Action 
that gives THE INQUIRER a 3-to-1 lead over the second paper. 
Without doubt, THE INQUIRER is FIRST FOR ACTION in 
Delaware Valley, U.S.A....a market that grows bigger every day. 
Yes, FIRST in National, Retail, Classified and Total Advertising. 


o Business is Good—and Stores Expand in 

DELAWARE VALLEY, U.S.A. 

19 branches of Philadelphia department 7 e * 

rogerk | 3 The Philadelphia Pnguirer 
alley—where nearly 5,000,000 peo le 


have a buying income of over il- 
lion annually! 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE 5S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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In WICHITA, Kansas 


The Wichita Eagle rings the bell! Spines Cloth- 
ing 12-inch ad sold 120 pairs boxer shorts in six 
hours. Kress same size ad, over 4,000 yards 
cotton piece goods. Zales jewelry 72-inch ad 
sold 52 room coolers. 


In WESTCHESTER COUNTY, New York 


Downtown merchants found the hot July 
weather no barrier to sales. A recent two-day 
“Clearance Carnival” in one newspaper of the 
Westchester, N. Y., Group was “the largest non- 
Christmas volume ever,” according to the com- 
mittee chairman. 


in WAUKEGAN, Illinois 


Even Sattirday, traditionally a tight advertising 
day, spells success for advertisers in a medium 
like the Waukegan News-Sun. Montgomery 
Ward’s recent’ Warehouse Sale advertised on 
Saturday, drew hundreds of customers the fol- 
lowing Monday. 


In WASHINGTON, D. C. 


Results from Washington Post and Times 
Herald ads are even hotter. Montgomery Stubbs 
Motors sold 12 cars from one 235-line ad. Posins’ 
Delicatessen needed police detail to control 
crowd produced by 200-line sale ad. 


In SPOKANE, Washington 


Two-by-4 ad sells 20,000 pounds of meat! Looft’s 
Food Market says: “Our little ad in the Spokes- 
man Review and Chronicle sold 20,000 pounds 
of home freezer meat. Had to close doors several 
times because of crowds.” 


In SOUTH BEND, Indiana 


This always happens when people advertise in 
The Tribune. National Food Stores’ South Bend 
opening one of biggest in the company’s history. 
Customers waited in line each of three opening 
days to get into new store. 


In SIOUX FALLS, South Dakota 


One full-page ad in the Argus-Leader sold 10 
refrigerators for a Frigidaire dealer the same 
night the ad appeared. (And the ad ran on July 
5th—no Summer Slump in the Sioux Falls 
area!) 


In SHREVEPORT, Louisiana 


Shreveport Times-Journal full-page color ad 
sold 10,000 caladium bulbs for Lambert Land- 
scape Company within three hours after doors 
opened. Lambert, suburbanly located, re- 
ordered shipment to fill four-day shopping 
spree. 


In ST. PAUL, Minnesota 


An on-the-spot poll conducted by a St. Paul 
builder in connection with an “open house” 
showed that Dispatch-Pioneer Press advertising 
attracted 58% of the 2,350 people who attended! 
Newspaper outscored all other media combined. 


In ST. LOUIS, Missouri 


“5,000 applications received in writing before 
noon” was the experience of the St. Louis gas 
utility when they announced in the morning 
Globe-Democrat that facilities were available 
for the conversion of more homes to gas heat. 


In ST. JOSEPH, Mis uri 

“Ten-day 89th Anniver _y Sale sparked by 14 
full pages in St. J oseph . »ws-Press, established 
all-time high volume { . ve for any March in 
89-year history of Tow: .cnd and Wall Co.”— 
Walter Bauer, Genera] | anager. 


In SANTA ROSA, Co ifornia 


Too chagrined to authorie quotes, two retailers 
cooperated in 16-page tion advertising mov- 
ing to new buildings. Underestimated power of 
The Press Democrat, <0\d two months’ sched- 
uled merchandise in 10 days. 


In SAN BERNARDINO, California 


Kicked off in an 8-page section, the Palace Mar- 
ket on a 3-day Memorial Day weekend, sold out 
so many items it had to close for the holiday. 
Total volume, more than $50,000, sold through 
The Sun-Telegram. 


In SAN ANGELO, Texas 


The Fair announced opening with page ad in 
Standard-Times( 2,000 favors for the day, but 
all had gone by 10:30 A.M. “Crowds not limited 
to first day. Had big ones through Friday-Satur- 
day.” Texas Hatte-Hanks Papers are hot. 


In ROCHESTER, New York 


Frigidaire Week, promoted exclusively in 
Rochester Times-Union and Democrat and 
Chronicle brought business to area retailers of 
$602,372. Said J. Fred Meyer, Chapin-Owen 
Co.: “We sold $500 items like lollipops.” 


In ROANOKE, Virginia 


9,600 pairs of socks sold in three days, 262 chairs 
in 30 minutes. Three-quarters of a million ma- 
sonry blocks since April. The Roanoke Times 
and World-News produce plus results in all 
selling fields. 


In RALEIGH, North Carolina 


Sales-minded merchants and national advertis- 
ers can reach all the big Raleigh Market with 
The News and Observer and The Raleigh Times 
—now under News and Observer ownership 
and operation. M&E 137,569. E&S 147,615. 


In PORTLAND, Maine 


“We are sold out!” That was the jubilant report 
of Bartlett Radio Company after a four-color 
Sunday-Telegram ad produced a three-day, 
$12,000 flood of orders for a special shipment of 
socket wrench and tool sets. 


In PONTIAC, Michigan 


180 steel wheelbarrows at $11.95 each, 88 power 
saws at $39.95, and 40 gym sets at $29.85—sold 
out of a furniture store! The reason: 3 color 
pages were used in Pontiac Press. Nothing else. 


In PHOENIX, Arizona 


Forty-four-inch display ad sells $250,000 worth 
of homes in first three days for Ralph Oursler 
Realty—another example of tremendous sales 
pull of Sunday Home and Garden section of 
The Phoenix Republic and Gazette. 


In PEORIA, Illinois 


Fans to eskimos? Maybe not, but last January 
Peoria Journal Star advertising sold carloads 
of power mowers and air-conditioners to Peo- 
riareans. With temperatures in 20’s Wards had 
“biggest single day in history of the store.” 


In OGDEN, Utah 


97 homes sold in one week! This amazing sale 
realized by Wasatch Heights subdivision, who 
offered 3- and 4-bedroom homes for $8,750 and 
$9,750. Two 6 x 21 ads in Ogden-Standard-Ex- 
aminer got this great response! 


In NORFOLK-PORTSMOUTH, Virginia 


Prices, Inc., of Norfoik-Portsmouth, just broke 
the world’s Maytag sales record by moving 1,074 
washers, dryers, and ranges in 60 days. More 
than 80% of their advertising budget was in The 


Virginian-Pilot and Ledger Dispatch and Star. 


In NEW ORLEANS, Louisiana 


A 500-line advertisement for Lafitte Sash and 
Door Company in The Times-Picayune New 
Orleans States set sidewalks a-sizzling. In three 
weeks, it sold something like $10,000 in metal 
windows and jalousies! 


In MUNCIE, Indiana 


Twenty homes advertised by Bob Layne, Na- 
tional Homes dealer, in page ad in the Press May 
13 and Star May 14, were all sold by 5:00 p.m. 
May 14, totalling over $180,000 in sales. 


in MINNEAPOLIS, Minnesota 


Happily habitual with retailers are direct, cash- 
register results from the Minneapolis Star and 
Tribune. Like this: A one-column-full Sunday 
ad pulled more than 1,000 dress customers—and 
racked up a 92% sell-out—by noon Monday! 


In MIAMI, Florida 


An exclusive Miami Daily News advertiser re- 
quired only two advertisements to move more 
than $13,000 worth of appliances in just seven 
days. Such success stories are routine with this 
dynamic evening newspaper! 


In LYNN, Massachusetts 


The Lynn Daily Evening Item’s files are 
crammed with examples of speedy sales from 
specific advertisements, both classified and dis- 
play. North Shore residents know they get fast 
action from Item advertising. 
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In LUBBOCK, Texas 


Only The Avalanche-Journal assures full, first- 
day response to advertising—it’s the only medi- 
um that matches its coverage precisely with the 
Lubbock Market . . . no waste, no blind spots, 
no fuzzy fringe. 


In LOWELL, Massachusetts 


Purity Foods Supermarket opened a new store 
in Lowell. Sales volume rocketed to 50% more 
than anticipated. The Lowell Sun provided the 


rocket power. Every day is sales power day in « 


The Sun. 


In LONG BEACH, California 


L. S. Whaley & Co., real estate developers, re- 
cently ran a page advertisement in the Sun- 
day Independent, Press-Telegram, advertising 
homes for sale in a new subdivision. 14 of the 
homes, worth $260,000, were sold on same day! 


In LOUISVILLE, Kentucky 


Hot weather promotion on prescription sun- 
glasses brought 800 sales within 10 days, kept 
two extra men working at night. Two-fifths 
roto page plus 270-line follow-up in the daily 
Courier-Journal and Louisville Times made 
sales sizzle. 


In LANCASTER, Pennsylvania 


Complete sell-out of Easter specialties, com- 


. bined with customers’ comments regarding the 


black and one color ad which appeared in the 
Lancaster New Era - Intelligencer Journal, 
prompted this advertiser to say, “All future ad- 
vertising will be newspaper r-o-p color.” 


In KALAMAZOO, Michigan 


A 5x19 inch grand opening ad in the Gazette for 
Pearson & Sons Marathon Service, Plainwell, 
Mich. (2,224 pop. trading zone town) swamped 
personnel and required oil company executives 
to help handle trade on the opening. 


In HUNTINGTON, West Virginia 


A local broker credits Advertiser and Herald- 
Dispatch for a market sales boosting position 
from zero to fourth in the nation; also distribu- 
tion increase on one item from 12 to 45 stores 
as result of one 300-line ad. 


in HOUSTON, Texas 


“A complete sell-out and 300 units on back or- 
der.” That’s red-hot sales action—and all from 
one half-page ad in The Houston Chronicle. 
Statements like these are commonplace from 
Chronicle advertisers. 


in HAMMOND, Indiana 


An 1100-line Montgomery War | in The 
Hammond Times, run well in a .-e of the 
season, sold $7,000 worth of mot). 2nd motor 
boats within three days, mecess: ..© two re- 


orders of merchandise. 


In GREENSBORO, North Ca: | 2x 


The Greensboro News and Reco)” ):cks sales 
impact like no other medium... “\ itness: an 
appliance ad that sold $59.04 per -«-dollar in- 


~- vested... For hottest selling actio.. always hire 


the hottest salesmen! 


In GRAND JUNCTION, Colo~ 0 


Two ton hamburger sold! Wac:.'\s grocery 
sold 4,000 pounds of hamburger >« day after 
its two-color advertisement appe red in the 
Grand Junction Sentinel. 2,000 cus mers went 


through check-out stands loaded wit: groceries. 


In GRAND FORKS, North Dakota 


Police officers were called to maintain order at 
the Grand Opening of the O’Keefe & Bohlman 
Furniture Co., following a two-page opening 
advertisement in the Grand Forks Herald. 


In FORT SMITH, Arkansas 


Fort Smith dealer reports selling 22 late model 
autos from page ad; local real estate firm sold 
15 houses from half-page classified ad. Fort 
Smith Times Record and Southwest American 
ads pull business! 


In ELGIN, Illinois 


A full-page sale ad in the Elgin Daily Courier- 
News obtained such overwhelming results for 
a 79-year-old men’s clothing store that addition- 


al display was required to terminate the promo- 
tion ahead of schedule. 


In DETROIT, Michigan 


Exclusive Free Press advertisers, L. K. R., 
Chemical Products Corporation, offered to paint 
up Detroit homes for $200 each. After ad pulled 
660 orders (and $147-thousand volume) L.K.R., 


swamped, had to turn away more than 800 Free 
Press readers. 


_ 


In DALLAS, Texas | 


A full-color, page ad on Sara Lee “ffee Cakes 
in The Dallas Morning News brought so many 


calls from consumers that Childs G: ery Com- 
pany, operating stores in30céounties. .s obliged 


to stock the product as a permanent: ! 


WW 


/ ) Wes 


In CHICAGO, lilinois 


A State Street store advertised 67 hand-built 
bedroom suite samples in the Chicago Tribune. 
In three days, 58 suites were sold at $295.00 to 
$895.00—one more example of the selling power 
of the Tribune. 


In CHARLESTON, West Virginia 

One half-page color ad by the Diamond Depart- 
ment Store in The Gazette, first in West Vir- 
ginia’s first market (146,000), sold 660 dresses 
at $2.98 each. Ad cost $121.55, and estimated 
profit was over $800. 


In BECKLEY, West Virginia 


A “Cooking School” promotion in the Beckley 
Post-Herald and Raleigh Register packed the 
municipal auditorium three afternoons and 
three evenings. Goes to show how readers “go 
to town” in this responsive market. 


ios 
~~ a 
as the weather 


in BEAUMONT, Texas 


Zales Jewelers offered a salt, pepper and grease 
container “Range Set” at 75c in 224-line adver- 
tisement in Monday morning Enterprise. Store 
opened at 9 a.m. At 9:14 the entire stock of 144 
had been sold—144 sets in 14 minutes! 


In BATON ROUGE, Louisiana 


Leading Store “X” checked in large special 
order Victorian reproduction furniture Friday 
a.m. Placed half-page in Sunday-Monday Morn- 
ing Advocate-State Times. Result—entire spe- 
cial order sold out by Tuesday at 5 p.m. 


In BALTIMORE, Maryland 


A 1400-line advertisement for Montgomery 
Ward on women’s coats in the Baltimore News- 
Post sold over 600 units the next day, 95% of 
them by 11:00 a.m. That’s making the register 
ring in Baltimore! 


In AUSTIN, Texas 


American-Statesman readers put the sell back 
in sale! They bought $8,315 worth of furniture 
in 6 hours at Modernaire Furniture Company. 
One page ad brought this traffic—6 policemen 
were required to handle it. 


In APPLETON, Wisconsin 


After more than 20 years without advertising, 
a local paint manufacturer and retailer in- 
creased his business 10% in 1954, the first year 
of a concentrated campaign in the Fox Cities 
newspaper, The Appleton Post-Crescent. 
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f “823, 438 Elks ~ “ 
~are ee owners. aE 
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Elks are lal able to buy the latest 
appliances that make for better living. 


Ws 


76% own their own homes. 


$17,000 is the average market value of 
their homes. 


40% have a home workshop. 


As leaders in the business and social life 
of their community, Elks are proud of their 
homes. You can reach this rich market 

in The Elks Magazine. 


Get the whole picture about 1,065,630 
Elks (ABC). See the new Ross 
Federal Report packed with facts 
about Elks and their magazine. 


MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


THE 


YOU TELL 'EM WHAT TO BUV.. 


LET 11s. 


TELL ’EM 
WHERE! 


When your advertising arouses 
interest in your product, 

the prospect can locate his 
nearest dealer by calling 
Western Union and asking 

for Operator 25. 


See how quickly the service works. 
Call Western Union by number... 
ask for Operator 25. She'll send 
you a copy of our latest folder. 


Supermarkei; Sell 
More Hair (cre 


Items, Fawce i Says 


NEw York, Jul, 19—Women 
who read True Cc fessions and 
Motion Picture are shopping su- 
permarkets for their hair prepa- 
rations this year, ratier than the 
traditional outlets—-drug stores, 
variety and depariment stores, 
according to a survey by the pub- 
lisher. 


® For five popular hair prepara- 
tion items, food stores and super- 
markets showed a slight gain 
among purchasers in 1955, while 
drug, department and _ variety 
stores showed losses, according to 
the sample polled. 

From figures provided by the 5th 
Annual Beauty Reader Forum, a 
survey by the Fawcett Women’s 
Group, AA compiled the follow- 
ing chart to show percentage gains 
and losses in stores for seven ma- 
jor hair preparation categories. 

The percentages listed below 
show the change between the 
number of women buying in each 
type of outlet in 1954 and those 
in 1955. 


Product Food Drug Variety Depart- 
Store Store Store ment 
Super Store 
% % % % 
Soap, shampoo 2.5 —5.5 —6.2 —1.8 
Color rinse —3.5 72—-93 — 3 
Permanent 
hair color 5 64 Meo) * 
Wave-set 
lotion 60 86—10.8 —43 
Hair tonic 43 —1.4—3.8 —49 
Hair combing 
preparation 6.8 —3.1 —3.3 —2.3 
Home 
permanent 8.7 —9.0 —1.7 —1.5 


Drug stores showed a ’55 gain 
among users of color rinses, wave- 
set lotions and permanent hair 
colorings. The total number of 
women using all three of these 
items, however, declined consid- 
erably. 


® The number using permanent 
hair coloring declined from 28.4% 
in 1954 to 22.9% in 1955 (plati- 
num color lost 14.2% of users this 
year). The proportion of women 
using wave-set lotion sagged from 
66.2% to 61.4% this year, and 
those using a color rinse dropped 
from 39.2% to 26.7%. 

The survey indicates that al- 
most all hair preparations de- 
clined slightly this year. One of 
the two products showing a no- 
table increase of users this year is 
cream rinse, with Tame by Ton‘ 
showing an increase of almost 
10%. 

The other product showing an 
increase is liquid shampoo. About 
61.2% of the Fawcett readers tab- 
ulated are using this form of 
shampoo this year, compared with 
only 53.5% last year. Halo, Prell, 
Breck and Drene lead the way. 

There was a decline of almost 
10% in the number of women 
having permanent waves this year, 
with home _ permanents losing 
1.1%. 


FCC Okays Wisconsin Station 

The Federal Communications 
Commission has granted to Inde- 
| pendent Television Inc. a permit to 
loperate a v.h.f. station in White- 
fish Bay, Wis., a Milwaukee 
| suburb. Independent Television, 
which expects to be on the air by 
Jan. 1, is headed by Jack Kahn, 
a v.p. of Holeproof Hosiery Co., 
Milwaukee. 


‘Polymer Names Busch A.M. 

Conrad H. Busch has been 
named to the new post of adver- 
tising manager of Polymer Corp., 
Reading, Pa. For the past eight 
years he has been with Narrow 
Fabric Co., Reading, where he did 
public relations and personnel 
work. 
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Advertising Age, July 25, 1955 


Getting Personal 


It’s a girl for Ramona and Russell L. Sparks. Born June 11, her 
name is Judy Ann. Papa Sparks is a sales representative in Chicago 
for Family Weekly and at one time was promotion manager of Ad- 
vertising Publications Inc. 

. A girl, also, for Peg and 
Robert L. Hartford (he’s 
business manager of Machine 
Design, Cleveland). The 
baby, named Margaret, was 
born June 29 in Lakewood 
Hospital. . . 

Arriving appropriately on 
Father’s Day was a son— 
Thomas Scott—for Tom Cad- 
den, radio-tv director of 
Krupnick & Associates, St. 
Louis... 

Ernest C. Monigle, indus- 
trial advertising consultant, 
won the annual golf tourna- 
ment of the Eastern Industri- 
al Advertisers, Philadelphia 
chapter of the National In- 
dustrial Advertisers Assn., 
held at the Cedarbrook Coun- 
try Club. His gross was 80 
for the 72 par course... 

Joel Burghalter, partner in 
Byer & Bowman Advertising 
Agency, Columbus, O., scored 
his first hole-in-one at the 
outing of the Industrial Ad- 
vertisers Assn. of Columbus. 
He carded an 83. Others of 
the foursome were Gus K. 
Bowman; Reg. Testement, 
B&B account exec., and 
George McKay, Rock Prod- 
ucts representative from 
Cleveland... 

Erwin R. Hanauer, ad manager of Wisconsin Telephone Co., Mil- 
waukee, has been elected president of Junior Achievement of South- 
eastern Wisconsin Inc... And Harold A. Webber, v.p. of Foote, Cone 
& Belding, who was general chairman of Junior Achievement Week 
in Chicago last winter, has been named to the board of directors of 
Junior Achievement of Chicago... 

Hal Poth, art director of Roman Advertising Co., St. Louis, has 
been elected president of the Washington University Art School 


EUROPE BOUND—Roscoe Carver, art 
director, McCann-Erickson, Los 
Angeles, and Mrs. Carver, board 
a Scandinavian Airlines plane at 
the start of a five week European 
tour. The first leg was a flight on 
the polar route to Copenhagen, 
with visits scheduled in Denmark, 
Sweden, Switzerland and France. 


TO THE RACES—Guests of the Grocery Manufacturers Representatives 

Assn. at its June 29 outing by boat and bus to the horse races at 

Monmouth Park in Monmouth Beach, N. J., are, left to right, George 

Stevens, WRCA manager of sales; Martin Kane, manager time buyer 

at Ogilvy, Benson & Mather; Arthur Berla, head of spot radio and 

tv at Batten, Barton, Durstine & Osborn, and Jim Coy, WRCA disc 
jockey. Looks like the return trip. 


Ralph H. Major Jr., p.r. director, BBDO, New York, has been pro- 
moted to adjunct assistant professor in the Long Island U. depart- 
ment of journalism, Brooklyn. He joined the LIU faculty last year 
as an instructor in p.r... 

George Allen, McCall’s director of sales promotion and Better 
Living president, has been elected a national v.p. of the Harvard 
Business School Assn. He received his Masters in Business Admin- 
istration there... 

Phil Richman and his wife Julie are the proud parents of a bounc- 
ing baby girl, Pamela Lynn. Phil is with Martin E. Janis & Co., Chi- 
cago p.r. counselor. .. Herb Morrison, WPAC part owner and director 
of operations, Patchogue, N.Y., was married July 3 in Brooklyn to 
Lila Rosen, Ozone Park school teacher. . . 

Charles B. Burkhart, president of Cream City Outdoor Advertising 
Co., won the “Friend of the Boy” award from the Milwaukee Op- 
timists’ Club for his cooperation in the Optimists’ safety drive. Don 
Hacker, head of the club and president of the Dayton Johnson & 
Hacker Advertising Agency, presented a plaque bearing the Opti- 
mists’ creed, which has to do with safety for motorists and bike 
riders. .. 

A key to the city of Houston is now in the possession of Paul E. 
Watson, executive v.p. of Ruthrauff & Ryan. He was given it by the 
mayor when he visited the city in connection with the move of 
R&R’s local office to 5615 Fannin... 
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1 To sell and keep selling 
longest reach tein eee 


you must reach everybody . . . often. . >& “3 
— avors ie 2 } 
Outdoor Advertising covers all the people who you can bank on wt 
go outdoors .. . over and over again. ee 
| Take Life Savers. People of all kinds enjoy them : cist 
es and all kinds of people see them advertised on posters. 
Outdoor Advertising is the key to impulse buying. ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


i | outdoor advertising reaches the most 
people — most often — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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TODAYNESS is the daily 
pre-breakfast, room-to-room distribution 
of The OIL DAILY at more than 


25 important oil and gas production. 


transportation, refining 
and marketing meetings in the 


United States and Canada. 


Why ON 


TODAYNESS ¢% THE OIL DAILY 


Situation Worse, 
Say Bike Makers 
in New Tariff Bid 


WASHINGTON, July 19—One of 
the first tasks facing President 
Eisenhower upon his return from 
the “summit” talks in Geneva will 
be a decision on a new Tariff Com- 
mission report favoring higher du- 
ties on imported bicycles. 

In its latest report to the Presi- 
dent, the commission notes that in 
the first five months of 1955 a total 
of 375,194 bikes was imported—an 
increase of 74% over the same 
period last year. 

On the other hand, domestic 
bike production in the January- 
May period totaled approximately 
409,000. This was 24% lower than 
the average first-five-months out- 


In Cincinnati 


of 


MEN 
and 


ALIKE 


all workers, 


WOMEN 


REPORT FOR WORK BEFORE 8:30 A. M. 


WITH LITTLE OR NO TIME FOR DAYTIME RADIO, TELEVISION OR READING 


Evening Newspapers Provide the Only Effective Means For Sell- 


ing the Cincinnati Market! 


MEDIA RECORDS AND THE AUDIT BUREAU OF CIRCULATIONS SHOW... 


THE CINCINNATI TIMES-STAR DOMINATES THE EVENING FIELD... 


@ In General Advertising 
@ In Automotive Advertising 


the City Zone. 


Cincinnati’s ABC City Zone and Metropolitan Area are practically synonymous. 
98% of the Metro. Area population and 5 of every 6 Times-Star readers live in 


@ In Total Display Advertising 
@ IN CITY ZONE CIRCULATION Ind, Macomb, Ill, and Chicago, 


Source: ABC Publisher's Statements, March 31, 1955 
Media Records, 4 months, 1955 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 


FLORIDA REPRESENTATIVE: HAL HERMAN. MIAMI! BEACH 


Advertising Age, July 25, 1955 


put in the 1950-1954 period. it was, 
however, 37% higher than produc- 
tion in the same period last year, 
when domestic bike production 
reached a nadir. 

Projecting on the basis of past 
experience, the commission esti- 
mates that bike imports this year 
will amount to more than 1,500,000 
—a 56% increase over last year’s 
record import total. 


® Foreign bike sales in the U. S. 
have climbed uninterruptedly over 
the past five years (AA, April 4). 
Last year nearly 1,000,000 foreign 
bikes were sold here, taking 38% 
of the total market. In 1948, for- 
eign manufacturers had less than 
1% of the market. 

American companies claim their 
foreign competitors have an unfair 
price advantage which is driving 
the domestic industry to “inevi- 
table destruction.” Supporting this 
claim, the Tariff Commission last 
March urged the President to in- 
crease the duty rate from the cur- 
rent 74-15% to a straight 22%. 
In May the President returned the 
recommendation, asking the com- 
mission to re-examine the issue on 
the basis of production and sales 
figures in the first part of 1955. 
Complying with this request, the 
commission has reaffirmed its ear- 
lier recommendation for a tariff 
increase. The report now on the 
President’s desk states: 


® “It is quite evident that the in- 
jury to the domestic bicycle indus- 
try from imports as reported to the 
President by the commission on 
March 14, 1955, has been substan- 
tially increased and intensified in 
the first five months of 1955.” 

The commission reported out its 
latest recommendation with a three- 
to-one majority. The lone dissenter 
was Glenn W. Sutton, Democratic 
commissioner, who pointed to the 
increased domestic production this 
year, as compared with production 
in the same period last year. He 
believes the increased imports this 
year may be due in great part to 
the anticipation of a possible in- 
crease in import duties. 

Since the administration is com- 
mitted to liberalization of trade, 
the President has been reluctant to 
authorize any tariff boosts. He did, 
however, give the domestic watch 
industry relief last July. The New 
York Times reported last Friday, 
“The consensus among adminis- 
tration spokesmen tonight was that 
the President would reject the 
commission’s latest majority find- 
ing.” 


® John Auerbach, exec. secretary 
of the American Bicycle Institute, 
greeted the commission’s report 
with this statement: 

“Our case now rests with the 
President. Without tariff relief, the 
bike industry will soon be forced 
out of the American economy. We 
are confident that the President 
will not let us down. We are bank- 
ing heavily on his repeated assur- 
ances that no domestic industry 
will be jeopardized by this coun- 
try’s foreign trade program.” 


Globe American to Ross Roy 
Globe American Corp., Kokomo, 


has appointed Ross Roy Inc., Chi- 
cago, to handle advertising and 
merchandising for its new line of 
Globe ranges and ovens. The agen- 
cy also will handle advertising for 
the company’s water softeners, oil 
space heaters, farm equipment and 
other products. 


‘Look’ Appoinis Two 

Samuel Harkness, formerly in 
charge of food advertising sales for 
the Chicago Sun-Times, and John 
Flack, previously with the H. C. 
Anderson Mimeo Corp., New York, 
have joined the sales staff of 
Look. Mr. Harkness headquarters 
in the Chicago office, and Mr. 
Flack is working in the New Eng- 


land area. 
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Mars Men Are Part 
of Agency’s Plan for 
Car Agency Debut 


MiaMI, July 19—They looked 
just as visitors from Mars are 
supposed to look—bubble hel- 
mets with antennae, G-suits, 
anti-gravity socks—but their 
luncheon-club smiles gave them 
away. 

When they asked Floridians 
emerging from their cars if they 
realized what a whopping big 
trade-in allowance they could 
get, it became reasonably clear 
that they had only the same re- 
lationship to space men as de- 
partment store Santas have to 
the genuine North Pole-type 
Santa Claus. 

The walkie talkies with which 
they relayed offered and asking 
prices to the terrestrial car 
agency they represented were 
unearthly. But they fell short of 
the thought-wave transmitters 
kids have come to expect from 
genuine Martians. 

The infiltration of space-hel- 
meted car salesmen occurred in 
the course of the opening of a 
new Lincoln-Mercury agency 
here last month. The event was 
planned by Gamut Advertising, 
an agency located in faraway 
Garden City, L. I. 


® The grand opening promo- 
tion, which was the brain child 
of John Alogna, of Gamut, 
proved a highly effective way 
of merchandising automobiles. 

The opening of this new addi- 
tion to the Russell E. Lowell 
chain, under the name of Lo- 
well Barry, entailed weeks of 
preparation on the part of the 
ad agency. The process began 
about two weeks prior to the 
opening date, with page news- 
paper ads and radio and tv 
teaser announcements. 

The’ entire promotion was 
built around the space-man 
theme, with all copy and art 
pointing up the “out-of-this- 
world” trade-in deals to be of- 
fered on the new Lincolns and 
Mercurys. 


Turning on the radio, listen-|- 


ers heard, “No! No! Honey. 
Hold on to your money. Lucky 
Lowell is coming to town.” Tv 
viewers were stopped with ten 
second film clips of stampeding 
herds of elephants and cattle, 
with the audio declaring, “Hold 
on to your car money! It’ll soon 
multiply because Lucky Lowell 
is coming to town!” An airplane 
towing a huge streamer, “Lucky 
Lowell Invades Miami,” flew 
over the city. 

The Miami market was sat- 
urated, using all available media 
for a period of ten days leading 
up to the opening. 


® On opening day a motorcade 
of new Lincoln and Mercury 
convertibles moved through 
downtown Miami. In each car 
was a model in a bathing suit 
and a Martian escort. 

The visiting space men drop- 
ped in on various parts of 
Miami and made sidewalk deals 
on new Lincolns and Mercurys, 
offering the customers special 
bonus coupons that had to be 
presented at the showroom. 
Trade-in prices were quoted via 
walkie-talkies directly con- 
nected with the agency. 

Searchlights flooded the 
Miami sky each night to draw 
prospects to the Lowell Barry 
showroom. Visitors were treated 
to entertainment, refreshments, 
gifts and prizes. 

The man responsible for all 
this, Russ Lowell, operates a 
chain of showrooms whose loca- 
tions include New York, Phila- 
delphia, and West Palm Beach. 
The new Miami outlet is headed 
by John J. Barry. 


Rae een atneeatali 


SPACE ViISITORS—These Martian visitors omnia admiring attention 

from swimsuit-clad models when they appeared in Miami. Ac- 

tually both the space men and the models were engaged in promot- 

ing the gala opening of a new Lincoln-Mercury sales outlet in the 
Florida city. 


construction, the survey reports, 
six are community-type (owned 
and operated by a non-profit cor- 
poration in which many elements 
of the community are represented) ; 
three will be operated by educa- 
tional institutions and four will be 
parts of state networks. When these 
stations are built, the nation’s total 


It appeared to be all of a piece 
with the active car marketing situ- 
ation in Miami, which already has 
seen Fincher Motors offer a share 
of General Motors stock with each 
sale and Colonial Pontiac using a 
trip to Paris by chartered plane to 
lure buyers for its automobiles. 


will be 12 community type; seven | 
single educational institution out- 


Lehn & Fink, New York, is using lets and seven stations in state | 
a giveaway to perk up sales of networks. 
Hinds Honey & Almond cream. The | 
offer: a “drip-proof” dispenser | Sears Acquires Electroweld 
with every purchase of two bottles} Sears, Roebuck & Co., Chicago, 
(49¢ size) of Hinds. has acquired Electroweld Steel | 

The company will announce the |Corp., Azusa, Cal., through an ex- | 
offer Aug. 22 on “The Sunday |change of stock. The company for 
Lucy Show.” Lehn & Fink is spon-|several years has supplied Sears | 
soring re-runs of “I Love Lucy”| with tubular steel furniture under | 
under this title on 77 CBS-TV sta-|a merchandise contract. Sears | 
tions. said that in addition to taking the 
production of the plant, it will 
also sell on the open market. C. A. | 
Crowl, former president and major | 
stockholder of Electroweld, has not 
disclosed his plans. 


Grant Names Peck V. P. 

Grant Advertising, Detroit, has 
promoted Fred A. Peck to v.p. and 
art director. Mr. Peck has been 
with Grant since 1952, and be- 
fore that was art director of Mac- 
Manus, John & Adams. 


‘Drip-Proof’ Dispenser 
Introduced by ‘Lucy’ 


Educational TV Expanding, 
NCCET Survey Shows 

A field survey just completed by 
the National Citizens Committee 
for Educational Television, Wash- 
ington, shows that 13 educational 
tv stations, with a potential audi- 
ence of nearly 21,000,000, are un- 
der construction. These are in ad- 
dition to the 13 non-commercial 
outlets already on the air. 

Among the stations now under 


DOT 


DOT 


The best mechanical fafa 
must be supplemented Waa 
by the hand craftsmanship 
of the finisher 

who, at C M & H, 
does not compromise 
with quality. _ 


Bias. INC. 
exer DRIVE 


COLLINS, MILLER & HU 
333 WEST LAKE STREET, AT 
CHICAGO 6, ILLINOIS 


AMERICA’S FINEST PHOTOENGRAVingG plant 
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$10,000 incomes -'33% 


of the people (15 years or older) in households with 
$10,000-and-up incomes, in New York City & suburbs 


are News readers- 


and the high preference of high incomes for The 
News is one startling item in the most comprehensive 
market-media research study ever made in New York 


ile millions 
... based on 10,349 personal interviews, made by 
W. R. Simmons & Associates Research, Inc. last 
Fall. Now available only in visual presentation, 
by appointment. Call any New York News office. ra 
(Copyright 1955 by News Syndicate Co., Inc.) 


®eanaueeaueena cee” 


“esse emeeeunevuasas” 


of all the women living in New York City & 
suburbs, who bought a street dress last year 


are News readers- 


. The 2,290,000 women readers of the Daily News 
have most of the children, charge accounts . . . 
buy most of the food, toiletries, stockings, girdles, dresses, 
hats, children’s clothing . . . and buy the best—as you’ll 
see in the most significant New York study ever made 


Profile of the millions 


now being shown to advertisers and agencies in 
visual presentation. Call any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Scotch drinkers-38 7, 


of the adults in New Y ork City & suburbs 
who served Scotch whisky in the past month 


are News readers- 


. and News readers also happen to be majority 
customers for luxuries as well as necessities, in 
every classification. If you sell anything in 
New York, you should know the content of the 


Profile of the millions 


which shows the share of the New York market 
that each New York newspaper delivers. See it! 
(Copyright 1955 by News Syndicate Co., Inc.) 
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Louisville Baker 
Tests Foil-Wrapped, 
‘Always Fresh’ Bread 


LOUISVILLE, July 19—In coopera- 
tion with Reynolds Metals Co., 
which developed the wrap, Grocers’ 
Baking Co. here is test marketing 
a new foil-wrapped loaf of bread 
in the Lexington, Ky., market. 

The bread, a special enriched 
loaf, is packaged in colorfully 
printed aluminum foil and sells at 
a 2¢ premium over the company’s 
regular bread. Informal reports 
indicate that the Lexington test has 
resulted in sales of some 6,000 
loaves a day without any apprecia- 
ble reduction in sale of other bread. 


® The test is one cf the latest de- 
velopments in the “battle of the 
wraps” which has been going on 
in the bakery field for some time. 
One of the major marketing prob- 
lems of the bread business is the 
matter of staleness, and the foil 
wrap is said to eliminate this as a 
practical problem, since foil wrap- 
ping allegedly will keep loaves of 
bread fresh indefinitely. Foil is 
considerably more expensive than 
paper wraps, however, and no 
major use of foil has yet been de- 
veloped in the field. 


Variety Stores Use 
More Aggressive 


Promotion in 1955 


New YorK, July 19—More ag- 
gressive sales promotion than ever 
before and “good” sales perform- 
ance are predicted for variety 
stores in this year’s Variety Store 
Merchandiser “Directory of the 
Variety Market.” 

The report, both reviewing 1954 
and forecasting for 1955, points out 
that last year was intensely com- 
petitive for the variety stores. A 
hint at competitive sales promotion 
to come is indicated by Wool- 
worth’s new radio program, “The 
Woolworth Hour” over the CBS 
network, according to the maga- 
zine. 


® Variety sales in the early months 
of 1955 showed healthy increases 
over the same months of the year 
before, the analysis says. “This 
sales performance followed most 
predictions that 1955 was going to 
be a ‘good year.’” 

However, it goes on to say, some 
experts are not so cheerful about 
the 1955 sales picture. They show 
concern about the second half of 
the year, especially if automobile 
production slackens. 

According to Variety Store Mer- 
chandiser’s census of U.S. and 
Canadian variety stores, sales in 
1954 reached $3,299,472,472, up 
$40,413,981 over 1953. 


Long Beach and Los Angeles 
Now Get Equal Billing 

The U.S. Bureau of the Bud- 
get has changed its list of stand- 
ard metropolitan areas to give 
Long Beach equal billing with Los 
Angeles. The list, which now iden- 
tifies Long Beach as a separate 
market with a retail trading zone 
population of approximately 1,- 
500,000 and a city zone population 
of 374,000, will be amended to 
read Los Angeles-Long Beach 
Metropolitan Area. 

The Los Angeles-Long Beach 
Metropolitan Area, consisting of 
Los Angeles and Orange counties, 
is the nation’s third largest in pop- 
ulation, with 5,379.800 people. 


Goodwin Joins Coffee Bureau 


Robert D. Goodwin, formerly 
director of public relations of the 
Carpet Institute, has joined the 
public relations department of the 
Pan-American Coffee Bureau, 
New York, where he will handle 


WATER STOPPER—This ad is typical of those being used by the Reardon 

Co., St. Louis, in an outdoor campaign concentrated in major mar- 

kets. The 24-sheet posters advertise Bondex, a cement paint that has 

water-sealing properties. D’Arcy Advertising Co., St. Louis, is the 
, agency. 


Synthetic Rubber 
May Replace Natural 
Rubber 100% in U. S. 


AKRON, July 19—A possibility 
that the U. S. may become entirely 
independent of natural rubber is 
indicated in the announcement 
here this week by B. F. Goodrich 
Co. that large size truck tires made 
entirely of man-made _ rubber 
which synthetically duplicates tree 
rubber are now in service on 
American highways. 


s The synthetic tires, the com- 
pany says, are giving mileage and 
over-all service superior to other 
synthetic tires currently available, 
and compare favorably with large 
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truck tires made of crude natural 
rubber. 

Estimates made of the potential 
cost of the new rubber in large 
scale production by Goodrich-Gulf 
Chemicals Inc. indicate that it can 
be marketed at a price which will 
be competitive with prices that 
have been prevailing on crude rub- 
ber during 1955, the company says. 


McGraw-Hill Boosts Berg 


Russell M. H. Berg has been 
named advertising sales manager, 
a new post, for Control Engineer- 
ing, a McGraw-Hill publication. 
He will be succeeded as New Eng- 
land district manager by George 
S. Baird Jr., who has been selling 
classified advertising for the com- 
pany in the New England territory. 
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‘Wall Street Journal’ Boosts 
Macdonald; Adds Office 

Donald A. Macdonald, with the 
Wall Street Journal for three 
years, has been named New Eng- 
land advertising manager, with of- 
fices in Boston. He _ succeeds 
George Krakora, who has been 
moved up to industrial advertis- 
ing manager for all the eastern 
territory. David L. Wheeler, for- 
merly with Paramount Films, has 
joined the Journal’s Boston of- 
fice as an advertising representa- 
tive. 

The Wall Street Journal has 
opened a new office in Tampa, 
Fla., in the Tampa Theater Bldg. 
Arthur Bobrick, formerly with the 
Journal in Atlanta, is in charge 
of advertising. 


ee 


Goetze 


Vortman 

19TH HOLE—Three men from the Times-Herald, Port Huron, M-ch., 
Al Goetze, Jim Lewis and Nelse Armstrong, listen to Clyde Vortman, 
of Zimmer, Keller & Calvert, as he discusses his golfing prowess. 


Lewis Armstrong 


Brewery Directory Is Out 

| The completely revised 1955-56 
edition of the American Brewer’s 
“Directory of Breweries” is now 
being distributed. It contains the 
locations, key personnel, capaci- 
ties, number of canning and bot- 
tling lines, and the brands of the 
547 breweries in the U.S., Hawaii, 
'Canada, Mexico, West Indies, Cen- 
|tral America and South America. 
|The directory lists 278 breweries in 
the US. 


| 

Balanced Foods to Gore 

| Balanced Foods Inc., New York, 
has appointed Chester Gore Ad- 
_vertising, New York, to handle ad- 
'Vertising for its electric home 
juicer. Spot television and news- 
|papers will be used. 


untangle a tied-up market 


When a market becomes sluggish, how do you set it in motion again? First, move 
the men who direct its course. 


Every business, industry, and trade has its leaders. Their actions and buying 
habits influence others. Sell the market leaders . . . and the rest will move along. 


This is dynamic influence—the power of the leaders to move many . . . the way 
to untangle a tied-up market. 


Advertisers gain when they can display their sales messages where they will be 
seen and read by the market leaders. 


Chilton quality control of circulation provides advertisers with a carefully 
screened group of readers in each of the markets we serve. Whether by paid or 
controlled circulation, the most painstaking selection and rejection build the kind 
of influential audience that sets the market trends . . . that establishes a market’s 
purchasing policy. 


When you tell your sales story in a Chilton publication, you know you're talking to 


the men of dynamic influence 


on, 


/ THE IRON AGE 

HARDWARE WORLD 

"7 e@ —_ AUTOMOTIVE INDUSTRIES 

; MOTOR AGE 
HARDWARE AGE 

DEPARTMENT STORE ECONOMIST 


CHILTON 
COMPANY 


((NCORPORATED ) 


Chilton goes to the men who count 


>>> . CHESTNUT AND 56TH STREETS 
as PHILADELPHIA 39, PA. 


BOOT AND SHOE RECORDER 
THE SPECTATOR 
THE OPTICAL JOURNAL 
THE JEWELERS’ CIRCULAR-KEY STONE 
COMMERCIAL CAR JOURNAL 
DISTRIBUTION AGE 
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Goebel Brewing's 


Newspaper Drive 
Pushes Guinness 


Detroit, July 19—A new promo- 
tion of Guinness beer and ale in 
this country began last week in 
San Francisco newspapers. The 
campaign is backed by the Goebel 
Brewing Co., licensed to produce 
and distribute Guinness beer and 
ale in this country. 

Guinness a year ago abandoned 
a five year experiment of brewing 
its products for U. S. consumption 
in the U. S. and returned to the 
program of importing it from Dub- 
lin, which it had carried on prior to 
1949 (AA, Aug. 16, ’54). 

For several months Goebel has 
been producing and distributing 
the English product, but has re- 
stricted its promotion to ads in 
Gourmet, Holiday and The New 
Yorker. 

Edwin J. Anderson, president of 
Goebel, said the newspaper drive 
in San Francisco will consist of 
600- to 1,000-line b&w insertions. 
He said the campaign will gradual- 
ly be extended to other cities. 


® Also, the list of magazines will 
be lengthened to include Esquire 
and Sports Illustrated in October. 
Four-color ads will be used. 

Campbell-Ewald Co., Detroit, is 
the agency handling both Goebel 
and Guinness advertising. 

Mr. Anderson said the advertis- 
ing copy will bear down heavily 
on the theme “first time in Amer- 
ica,” presumably to offset effects 
of the ill-fated attempt to make 
Guinness Stout here. 

“We feel there is a market in 
this country for a real, honest-to- 
goodness ale and beer,”’said Mr. An- 
derson. “Most American beers, in- 
cluding our own Goebel, are way 
over on the bland or neutral side. 

“Our Guinness beer and ale are 


darker in color and heavier in 
body than ordinary American 
beers.” 


Paul Seibert Joins Baker 

Paul W. Seibert, formerly di- 
rector of the Seattle Safety Coun- 
cil, has joined Frederick E. Bak- 


er & Associates, Seattle agency. 


| 
| 


Large Advertising 
Agency Downstate 


Serves 50 clients in 7 states, does 


$44 million, employs 60 people 
.-. has amazed entire industry 


(and its owners) by growth. 


W. use to sort of apologize 
for not being up in the ivory 
towers on Michigan Avenue 
until one day we visited an 
agency friend in Chicago to 
| compare costs. We discov- 
ered our people are almost 
| two hours more efficient per 
day and consider it no hard- 
ship because they share 
profits. This means our cli- 
ents get extra service and 
/ advantageous prices. More 
| important perhaps: we are 
where the people are . . . no- 
body has to explain the coun- 
try or small towns to us... 
we’re part of them. 
Some of America’s best 
known advertisers are served 
by our experienced, down- 
to-earth people. Perhaps we 
can come up with an idea 
that you can see will increase 
your sales a great deal. 


BIDDL ADVERTISING 


AGENCY 
BLOOMINGTON, ILL. 


One of America’s Most Unusual 
Advertising Agencies 


Service Offices: Chicago + Kansas City 
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YOU NAME IT...WE MAKE IT! — 


/ 
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> 


SN 
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Doll buggies, transmissions, tractors, pies, cakes, work 
clothes. You name it—we make it in South Bend. It takes 
263 industries—and 119 of these employ 25 or more people. 
And then there are the countless “factories of the soil” in 
this rich agricultural area. No one industry dominates South 
Bend! That’s one reason it continues to be one of America’s 
richest markets—and Indiana’s 2nd market in population, 
income, and sales. Saturated by the South Bend Tribune. 
Write for free market data book, “Test Town, U.S.A.” 


Providence Journal Co. 
Establishes Foundation 


6 ASI cl ge, 
SETS RE ata Becne 


DiS iis A si oem eds Pe : 


The board of directors of the | . 


Providence Journal Co., Provi- 


dence, R. I., has established the | @ 


Sevellon Brown Foundation for 
the study of the social history of 
American journalism in commem- 
oration of the services of its re- 
tired editor and publisher. Mr. 
Brown retired as editor of the 
Providence Journal-Bulletin in 
February, 1953, and as publisher 
a year later, after 34 years with 
the Providence Journal Co. 
Purpose of the foundation, for 
which the Providence Journal Co. 


Cold Test 
nerrestsh* 
Joursell 


has created a fund, is the study of | 
the inter-relationship of the Amer- | 
ican free press and American life. | 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


Franklin D. Schurz — Editor and Publisher 


Results of the studies will be pub- 
lished from time to time. Dr. Lou- 
is M. Starr, a former newspaper 
man and author of “The Bohemian 
Brigade,” a recent study of re- 
porters and editors during the 
Civil War, has been named direc- 


COOL IT YOURSELF—Kling Displays, 
Chicago, designed and built this 
air conditioned booth—the “Com- 
fort Cottage”—for Mitchell Mfg. 
Co., Chicago air conditioning ap- 


, 
STORY, BROOKS & FINLEY, INC. » NATIONAL rePREsENTATives | tor of research under Mr. Brown’s 


immediate supervision. 
/ 
: 
f) 
/ 
/ 4 
/ 


ay 


paratus maker. 


Philadelphia Group 
Hits Congoleum for — 
Allowing Bait Ads 


PHILADELPHIA, July 19—The 
“Voice of the Floor Covering Re- 
tailer,” monthly publication of the 
Retail Floor Covering Assn. of 
Greater Philadelphia, has hit out 
editorially against bait advertising. 
Specifically, it criticizes Congole- ( 
um-Nairn for allowing its “Congo- 


Rain or shine . . . folks of the Rural Southwest keep wall” name to be used as a “sym- 
bol of cut price advertising.” 


informed on many things through the pages of the The association is currently 


j Farmer-Stockman. sponsoring a bill against bait ad- 
vertising in the Pennsylvania legis- c 
lature, and is trying to get the sup- 
port of other local business or- 
ganizations in backing the bill. This 
statute would impose a penalty on 
violators. The present “truth in 
advertising” law is aimed at “false 
and deceptive” advertising. 


LAr READERS ? 


yes, and “live” ones, too.” 


In a recent letter, Mr. T.R.H., Keller, Texas writes: 
] “We have been reading your weather forecasts each 

month . . . Would it be possible to secure these forecasts 
several months in advance?” 
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Scientific weather forecasts are just one of the many 
helpful services the Farmer-Stockman offers its eager 
readers. And these many “special” services, like advance 
weather forecasts, are possible only because the Farmer- 


= . Stockman is localized . . . edited separately for Okla- still, the respect of all potential re- 


homa.. . and edited separately for Texas. tail distributors of their products.” 
i | [ Speaking specifically of Congo- 
(WT) OF TTT, This localized treatment makes the Farmer-Stock- , |W@ll, the article notes the “great 

Y ie, fi : * respect due it for being the most 
man a unique “door-to-door” salesman for your product widely advertised and finest piece 


because it presents your sales message “personally” to - of enamel surface wall covering on 


the market.” Advertising on the 
over 420,000 eager readers in the rural Southwest. Dave Garroway show “Today” 
(NBC-TV) and in national maga- 
zines extols the virtues of the prod- 
uct and suggests a price in the 


vicinity of 13¢ a square foot. 


= The editorial in the association’s 
publication charges that manufac- 
turers permitting their branded 
products to be bait advertised have 
been losing the respect of the buy- 
ing public and “more important 


*“Live’ because they ore paid-in-advance subscribers 
... mone is carried in arrears. None sold with gadgets 
or premiums. 
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U y ® However, the article goes on, in 
/ Stockman ’ ’ 
q —. ff. ) i Se Former Soames Philadelphia, Congowall is adver- { 
1 / | tised every Sunday for 5’ for $1, or 
, 1] gil th 3 less than 5¢ a square foot. 
a e arm er- oc man “We know that ‘drops’ are being 
f Tape 


used as the bait. We also know that 
the listed price allows a small 
profit. But should ‘off price’ goods 
be permitted to be used in bait 
6 | . advertising week after week after 
ea } week? 

: “Should a nationally advertised 
name be permitted to become a 
j symbol of cut price advertising?... . 
Gently requesting a bait advertiser 
~ / to desist from such practices will 

l never put a stop to such action. 
It requires a firm hand by the 
Congoleum-Nairn people on the 
reins of their hungry distributors.” 


Harold Mitchell Adds Two 
Dennisons of Glens Falls, Glens 
Falls, N.Y., manufacturer of chil- 
dren’s underwear, has appointed 
Harold M. Mitchell Inc., New York, 
to handle its advertising. Sterling 
Advertising Agency, New York, 
formerly handled the account. 
Midcentury Instrumatic Corp., 
New York, also has appointed Mit- 
chell to handle its advertising and 
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Owned and Operated by The Okichoma Publishing Company: The Daily Oklahoman, 


Oklahoma City Times, WKY, WKY-TV, WSFA, WSFA.TV, Represented by The Katz Agency pos ng its subsidiary, Dian Labora- 
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NOTHING SELLS LIKE THE Porc 
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with the fashion-minded 


now popular fashion 
1 drink, skyrocketed gin | 
sales from 4,681,635 — 


oe 


the only 
fashion magazine 
for men 


Esquire leads all magazines 

(of equal or greater circulation) 

in % of audience who drink 

or serve liquor. (Source: 49th 
STARCH Consumer Magazine Report) 


2 
I 
I 
c 
BS 


oe Rei EA Siie. As A PRA Te NEON nl NOOB 2. 7 (I ; ‘ ne a ‘Be - 2 nse ; acs 
Ras ES ene Me PEs ee en: SOY nl 
See eee ee a ent Seana alee »<_Se nae me lag wee a ls SR Ee a aR it tay neve adc? Gest aS ey SA reg aay Ore ees Lier et ect? IRS Be eens ee rl BEET ey PS oe 
i 2 i ) og 1 4 ~ « J i t Ps 4 ™ 
; : Z } ‘ P A 
Te 
at 
a on 
ee i 
CF 
~} 
oo. 
j 
\ 
> > 
| this is the ; : 
orce h ayen @ 
€ jorce of fashion NO. ®@ 
} 7 , 7 at 
aa 
\ ” : ae oll ai Me) Ss 
Cee a ee ae 
By ee aaa aaa a + s 
" eaten ee . nn ae ax, P c 
\ eres —— : ; vay ae 
ig. er Peres pte i Speers a —— — “eo a any. foe 
Bae santas ee ec a 7 Be cae BES Pa re ee ee Rn ate, 
— ee or Ween OL aM a te alg we Seow! at ae sony 
= Bae “i ae Pe: “epee 7 ‘pa eae a nt 5 a ee ee ne eee T 
et Ret. ee ee eat ner / 0 Bob pe CR et ¥ ai 
rh Sa ane 5 : ee se ee oa —— Oo ae ae = ee aie pl i i Tae 
i zi eam t s s oe ee chat a Ge Rr hee ied Pc c 
i pene ss ———— a — eae eal 
: =,  .. aelelit —— ie a re - 
{ ee |! ee * eee - ers 0 : t 
' y a F ‘ ok — — : 
, -~ sii ee ‘— = ABR 7 2 ie 
- . * oo (= i “i eae ‘ 7 — ‘y } te 
; ; : < > aie RE ese SIs 5 
——— lt : is 
1 ed 3 a 
i es — Ps se ; 
Me . = be 3 a 
} 4 . 
: : hs bseurnenl. 
. | ve J ee 
: aia Bs Pe i y. 
a tgs eo aE Be oe — 
saa big Se ee ne tt ae 
eee (fy Se ee a 
ia, San be. See NS, ey ee Ee le “Z 
] sae 2 ? eae SS aa a PRN i Se ee 
age; ae 2 Oe ea. ee er ess = ce 
ae 2 Me ee Be kes nee (ae mee 
i ‘ ee fi ; : Pt a ith gs ces Ay pct teens A 
wy 4 ' rae a “es et Se ak pee a ae es Sank iy * 
“a eS oes ms a eee et. meme 
ae ee ee 
ve ae iad ; ee i x pee OR <e . SBI 2: 
a , = hose : \ ees eee Pi ie gee 
ia eee (3 ‘ny tal eso See 
1 gare Oa ia ent es. eee ai eee ON Se 
; : ey tie ys oc aoe ie a ie ree, 2 ~~ 
2s oe we — Se = [oo one Fee ae ere 
. ee PS este <— Bil ee, 
v = ca - ‘ea > rs Pe it x . Sc | eae 
% Pel ee ye s ae ee ee 
4 hoes -"" E . 4 - eh Sette yn a wy Pies. 
eee a Be ee ee Oe emo Ss Sandee ps), ar 
| i ae ‘Zz = eee ‘ a edo” RES | eee « Ae 
— - Gl rs : cep 2g en x Se ks Aes eh 
& I _ ae: ee ee oe : : ae 3 e ahs - ; 
ee ee s es er: ae, ee pe j 
AG yale ER arta Ree om, a 
ees oe SB) a ls 7 
: > f e.. a = : ae F :. 
Ak re tas" » Save  -! 
' y es / Ee ag ae 2m ae “o€ 
: ale Be * 
. = . Jag be ‘ 
; Boag aa c a 
, 4 : oa i a ms 
i | iil ee Sie eat 7 
| ra : ret pe Ne Perak = | 
Gat : et A eee 7 : a ae a ae 2 hate 
eal . aca es B ~ ae = = oe ey a ie 
i mils sha Satie 4 Sy va oy sy Bey eg ie iy. 
/ Ra ae me oa gee Kae f 2 Ties ie ot _* si Pet ee 
i ‘ Sey are, bo ae dst er ibs gy a aa cca Shee pei Ae 
AO ee oe < pn ian 3 wie oo 7 eon ns ane 
i ete) 7 Bn. y me oof cs he es ee em *.. Se 
= igs eo eS eee ee alae: <a 
+ gs Soe ee ae: a oar i e m ; 
z - Pe. a J Aenea seal fresX 4 
| > Ss = ‘fe ie ae pia hh ae : a 
‘ SMR aes <2 a ee eer sts Soap bk RS en 
( ? , Pt ee ee eee —— aa 
4] ; re 3 = tps, 7 ee = Seen Sal 
{ i ¥ i : Leg e ‘ah, Sa er sie 
' Fi ; ay ‘s Ks ci xia Tes 
, "are — ee oh ies maa Bias «gi ain Os ig a a Een ae 
the ni - SY ot ae ee . . gl aa * ‘j ond 
a) 2 ee * mn pr alll aa ee Ne ap as ic et. de WARM D6 i a 
’ el Ne ee ate me eS, aad = pas Sep aharer rh care et ei eae 
| NN Sai os arr fe a a i Sen. ee Se re Eas ra ne “ewe! 
u Wt pees Hag os, ee Bee Ce a eee ite ek a ane See aa a M4 
\ Re ie. : Sees Berge ey ee ees ies 4 BP i 
eas Fs 5 i ey Z Me iS cee! een a a 
t * / eine iri t =, ae ™ ae pets wr: ovale ae : 
’ ‘ 1 RR tte ae . STR 5G iter. Ee ux ips” i 
| os Bie ci hs Bt be 3 sh “er res aia <8 Ea 7 
eo ry Fs Pi oie ai see Samer 
{ s Fs gl, bs fe ae ee a Be 
Se Coe ct ee ae pant Stes a ee te —_ ee 
1 , ey te er aia ee ees Bsa roms me — ae 
§ , yo ae eee I Com ar Seo aur vt * i E sce 
Pe eter: gaa. * eS Mk Are, a 3 =e 
e “pee Sat ee sles Be er meee i a Spe 
, e ae -_ ae sg Baan Ba. i ee ee i a: Sy “a 
arcs ae ee RAS ere ot a = RU ee Neca ee oe ee We, ed cy ed 
} Seva - a Ai Reg yee peat Tage ae Se eating) ro Or om, ae 
: ea : ee rs +. ‘ le 
eee i a Dear = 
al : eA :  ReaSE ee 
1g eee or ae B 4 Pitan cas ae : 
a ae oa igs eee : ; ed t Bee ce 
' LE iets area alee fay $i oe ; te. sill Sig a Sa. od ee ee ont 
Pet eee oe rs aa ener ee | INS tome re 
(ae nok oe = de ¢ Se ; oy Sie a a ‘ 
Rape <a ae £5 ae eee ef aay 
¢ Taare : ~. Sik pial eae gee - #7 SS eee ee e "22 beat haere ae 
: SRT Ey i > ie & es : he a 
eo i we, 3 ? ie 7 pe Papal ee. : ea ay en ta * 
| eres se, o iad oe” ts an daaiaie et re rete 
+i oe ae ae es $ i «8a wii Perse Paar Nes Ss ‘i manera: ge . 
4 Gin Anita i ae gicrk jes ey enamel Sn Been i eae cae. Hae 
| ; Ne Sa) ieee - i , Le ee ae ees 4 oe a papas 
; rig oR, e, GMS tea nw one eS : ; Behrae 
| p>. i \ le oe ——— 
Eee ee ee et wl ~ ial Se a 
a one te ong eee el Beas) om 
i ie ee DE “ae : ‘ Risa ; 
pee pee ae ig ean) 2 . ‘i sees Se Gh ea o 
' Pe mo il dah ae ails 
Rhos , i eee Z "es aeeert ye al ey oo ‘a #5 y oe Se ee bio 
SE) eee SR eh ey te Ree yt ae ren: “en ee es ca 
j Seer ese ete aes oy ya dttc Sage Sea ad oe i ee ee 
| re ee park Bars : I Ya ae gh Rie OMe ASE soc he RRs 1 gu gaa 
Se a -ce n e DEES a Re a a eos er § a Saye Oe 
; avon ae 2 eee ‘ Gig he vee oy eee 
‘ , _ EA eee ero ead 2: ‘ my ei ses 
a ; hig oS oe Nae es coer pa a pe! Fetter “ates 
ei ae , 2 a ie aeaestaes - Sam 5 WN ARR cate ek es > F 
beget | ail a a ‘eet : PEmwmaisen oe te 
ee finer Seige e.g. os, het ee 
mr ii es = ene Bat Ts ine i; 7 ee ee 4 
| Sine Fe a! ie 1 Sat a pane ee igre LN 
ee cee eee cepteae OS ae , De ray ec eS ee 
\ S Te ee ee i “ST i te rr . , Ses tie, a ae mA 
| le MR a ee une ; Sa ee tae 
= tis ea ae me cea area a Pt Figo 4 ahh e iz ne be TM Ft 
' " Be ith Bee ot a ~~ _ gt , 7 mass ene 4 § $r : 
ee oy i eee | - aes ey in 
i Povemere te [ene : 350 ce ae eS ee ee i 
SE eee ee . 5 a Te eee eee Te 3 ‘ wb oe 
} becelehse ra inet pee gs . Sie ee 
P Sat ee he og ie an ae eae 
! is . Case in point: Gin’N Tonic. —— i 
ij eae Rae ‘ e Cee - 3 () Awe 
: sia F ie ee ; is Rete A eh 
cs he hoy ee 4 ere A x a ae Aare | ie 
, 4 rae es 92: a . be ek (ican 
a > an : ee " ; me ads i aia gS te cy: 
ea eal ; | . , See 
i Redes ak RN in SS ke . pe 
f oe Seren, a (eee oe r 
ae Sab dc gs A i whee 2 oy. 
‘ e ; oy as Rte (i a are ae 
ed = ae ‘ * as eet We Ha! 2 
Re en oon ; peat. eS ae , 
{ a oS Be cds mr “ ae tare pa rae 
ee . a a A, ae $ pee fats 3 
1 a ae tes = 
4 ‘ cafe: ea ee oi eres 
om ae x iz of af 
t ees S'-—i ae ; ———— meron iti 
ae, ~  ——— galions to 8,284,286 
Pere. Sats E see fine eh Ft  an e area Ness 
H is RAF oe eG tes Cae’ ‘ 4. "55s es ’ , ey aioe 
4 a i 1 een ae eee . a 
7 t : 5 wi dite ine ca i al es j Laer 
| | gallons in two _ 
sabe cs ei a | Fr 
a 5 P Lim - 
} atone ea 4 r 
; 
b i om 4 i E rm 
: aa 7 c is 3 
| NG = ait 2 we RVers Ae ik ie i ‘ ir ee ye er ad oe Sime. a 
’ Saris 2b Se ee. See, 2 os 20 hetgg eaten ey se > pik eg eee es : inecne SiatE, \ a 
3 H chs itn asia. o pears ae 33 reas om Re eee ar tk ae Erte a et a ge > 
H ee ane anial S ss a a i a See ee ie Re es A ae ee ee are . 
, eae ni reat : eae? 3 0 gt) eae gis Se es 
, EES Eee ag pales ae oe - 3 eam 
ts : ees, an 
Ml , are peen = m k 
| a % a ‘ a ts 
} o "tA { ‘s 4 f PT ; , 
| 4 . 
oa 
r ¢ 
| nn Cm OF FZ . hion like LACQUUTE” 
* | ? $ aa é "I 7 a 
| Cm oO) ’ and nothing sells fashion like O°, AU" 
ec 
} 
| ee 
’ 
2) nn 
Ai, ees — + " — 
es ioe a ‘ . q ° 
Saeki ae - : tH ‘ «3? a : : os de Pe ww See . * +h. he * i i oe pie Tt NE 7 4 5 ES Bion aie ace J. be eee ss , cari en ° 
= PN gts a Goa he a, <7 Loin te Ree TA en ae peahgh ee ae) he On a ee bet Sn OS a LN eo v PSPs Caner ate gM re Feit? Big A LF ae ae i se me co a EL aad Se te tered aoe te ee Sy. eee KP es ae ges es Dig eaee, - POS tos $ Se ee 
sf SY eet gts RS. Ls NEE RS ot ear elas UR i fae ate 2 & @ igh iy EM ESS hy oe he SR ee RE A ak “ae a Aen, / tee ORO UROPOGN he GR ReMtIn an E  E Re eRe R Abeer re Ne SB oS 
oi, ANON wae tae ef ee ee Patatiy Ss Mee fe TS MAE MO PA Me 1 ede UIT OP AS oe ERO RIG Gt He Oe, Si Eee RIO Tre a a agrig PaMBNS SS ERS Chae? ey ee A De ee ty 3 PD een F Ataf en i peek. ae ate 6 ete Re 
ee Seo eae ye 4 Tow, Pee aa ET a OL Sei aS de Zea x aero rt Eh 7 ari Lane ult . 25 *¢ Seite = Ae Fy se : Sa At eile wien er Retna a pe gree oe 2 7 aa 7 fe *. AS oe, p arity Sel BIS oe Hep oc ; > Sirs Son eS Se 
igo citeettece oe oaciak ee wean ae yy yrs oe Te F Metre bs eS . MAGE BEN eeu RLS. LE RRP nag yl opt Oe Sls ro Teint sc ae, ae ea ema, St bo)! tate eee iy CaN weenie b Mis (hae Aa Pas EE OR TR ae ieee! 
Pps Sea bial Oa fg hg PRA EO PT EE Re bag SH lh Sickie Gc fs Pe hgh 1 eetepiaatoni wabeaabiny, bese Vue" bem! Ripieeia ts CATs. ap mee BN RBS lpn eo ewes a Bie eee, ae ae op ORR Berit ee gh nm Oh at Ca iin in Va Meare Ape Po ee 2 Te ES ge of ety aa rae 
“ thal Les 5 ee Re al vind Weve Pe eee ge ee eee - " wt pee Ly 4 nee fates ro ‘ihn Sot oe wis Sees = ee Te a PA Ree rk CFE her pad ae Eee ~ eur fe ee rete. if ait e LF uid ek eae 
Si Ee line a WS She ae PORT Ce Pe Oe CELE OEE. gl Val UAIRIEET tos ye TAA aie fay “bia Game be mae 4 Syed eS NE ees Sd aang, ot Aran wale 5 iar ce Peo] btw alge mL LO ND eg | Sot ad lee Cinepak, A, Sige eran Matha oth ied PSY ats Shae, Coe Pes Spgs 6 4! oa fog jh 


22 
| “We are prone to think of shoes 
Boost Ad Budgets, as a ‘big time’ industry and our 
; s sales and advertising as ‘big time’ 
Publication Urges efforts,” the magazine said. “And 
the $6,260,000 we spend in national 
Shoe Industry magazine advertising looks ‘big 
PHILADELPHIA, July 19—Boot and | time’ on the surface. But, in real- 
Shoe Recorder in its July 15 issue /ity, is it big enough to keep our 
charged that the shoe industry isn’t | estimated production of 540,000,000 
spending enough for advertising.| pairs of shoes, with their esti- 
The magazine suggested that criti-| mated value of $3% billion at re- 
cism of the quality of shoe adver-| tail moving in competition in our 
tising should be put aside for the | over-all national economy of some 
moment, and more concentration | $360 billion?” 
toward the quantity of advertising 
is in order. 


@ The magazine estimates that 


it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, engravings and printing... 
all under one roof to save you time and money. 
You make just one contact—why triple your work? 


One call does it all... phone Whitehall 4-2300 


a t h 0 al CORPORATION 


: N 
N. Dearborn St., Chicago 10, Illinois ls SING 


ENGRAVING 
PRINTING 


|some $90 billion is sp.‘ for mar- 
keting, with a direct «.<t of adver- 
tising of $834 billion in ‘hat figure. 

“When you lay this 58% billion 
budget down against ‘he shoe in- 
dustry’s $6,250,000 buczet for na- 
tional magazine advertising (which 
is the most substantia! part of our 
advertising effort) it is not too dif- 
ficult to understand why con-| 
sumers should be more conscious 
of automobiles, apparel, liquor, 
cigarets and food than they are of 
shoes. We in shoes should seek 
ways and means to finance a sub- 
stantially greater advertising ef- 
fort, one that is proportioned real- 
istically to the size of the market 
we are presently enjoying and to 
the potential which we one day 
‘hope to sell,” the magazine con- 
cluded. 


FAMILY SHOE STORE 
SALES, PROFITS DIP 

New York, July 19—Net prof- 
it, sales volume and gross profit 
in family shoe stores throughout 
the U.S. decreased in 1954, it was 
disclosed in the third annual sur- 
vey of operations of family shoe 
stores released last week by Foot- 
wear News. 
| The average net profit for all 
stores was 3.9%, which is 5.3% 
lower than in 1953. The major 
factor in this decline was the drop 
in gross profits—from 37.1% of 
net sales in 1953 to 35.9% last 
year. Stores located in cities of 
less than 10,000, with 5%, had the 
highest net profit. 

Footwear sales were 1.3% lower 
last year than in 1953. Declines 
were general but in cities of 10,- 
000 to 49,999 population, stores 
showed less of a sales decline than 
in cities of more than 50,000. 

The survey was conducted by 
the department of retailing, school 
of business and public administra- 
tion, Washington University, St. 
Louis. 


‘Apartment Management’ Bows 

James V. Calibraro, former edi- 
tor of Realty & Building, Chicago, 
has launched a new monthly trade 
publication, Apartment Manage- 
ment, with offices at 626 S. Fed- 
eral St., Chicago. The publication 
reports a controlled circulation of 
more than 14,000, the bulk of 
which is in the Chicago area. Rate 
for an 8x11” b&w page, one time, 
is $225. 


Phillips to ‘Popular Mechanics’ 

Peyton Phillips, formerly dis- 
trict manager of W. R. McIntyre 
& Associates at Pasadena, has been 
named district manager for Popu- 
lar Mechanics in San Francisco 
and will supervise a new adver- 
tising sales office just opened at 


235 Montgomery St. 


Lewis Bailey 


Carroll 
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Advertising Age, July 25, 1955 


Callen Malone 


BIG MOMENT—Taking their annual respite from the every day chores 

of the broadcasting business, members of the staff of KBIG, Cata- 

lina, conduct their summer beauty contest on the island. Don Callen, 

local manager, crowned Jean Carroll Miss Catalina. Broadcasting 

the proceedings is Carl Bailey, as two other finalists, Shirle Lewis 
and Mary Malone, look on. 


Congress Shelves 
Bill to End New 
Car ‘Bootlegging’ 


WASHINGTON, July 19—Hopes of 
automobile dealers for legislative 
relief from bootlegging and other 
alleged evils were dashed by Con- 
gress when a House subcommittee 
shelved three pending bills. 

The commerce and finance sub- 
committee of the House interstate 
commerce committee decided to 
postpone action on all three bills, 
thus putting them in cold storage 
at least until 1956. 

The group, headed by Rep. Ar- 
thur G. Klein (D., N. Y.), decided 
that further hearings are necessary. 
They will be scheduled at some in- 
definite time after adjournment of 
the present Congress, possibly not 
until next year. 


® Thus the legislative program 
adopted by the National Automo- 
bile Dealers Assn. last January was 
knocked into a cocked hat. Not un- 
til adjournment was only a few 
weeks away did NADA succeed in 
even getting a hearing on its pro- 
posals. Then it was a one-day ses- 
sion with three controversial bills 


under discussion. 

At this hearing, a parade of 
NADA witnesses pleaded for pass- 
age of all three bills, only to en- 
counter opposition in the form of 
adverse reports from government 
agencies and departments. 

The subcommittee decided to 
hear the bureaucrats in person, 
and also the car manufacturers. 
Witnesses will be called from the 
Commerce and Justice depart- 
ments, plus the Federal Trade 
Commission. 

The bills concern bootlegging, 
“phantom freight” and exclusive 
territorial rights for dealers. The 
bootlegging bill was passed by the 
House last year, but died in the 
Senate. All three bills are opposed 
by Justice and FTC. 


Celanese Opening Five Offices 

Expanding its merchandising 
and promotional activities with 
retail stores throughout the coun- 
try, Celanese Corp. of America, 
New York, will establish five 
regional offices Aug. 1 in Boston, 
Charlotte, Chicago, Dallas and 
Los Angeles. Opening of the offi- 
ces is planned to “permit the com- 
pany to maintain a closer and 
more frequent association with 
stores in all national markets.” 
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Backed by the prestige of PARENTS’ 
MAGAZINE... BABY CARE MANUAL 
is recognized as a valuable aid and refer- 
ence book for years after new mothers 
receive it in hospitals. This is proven by 
the great number of reader-inquiries that 
come in two and even three years after 
date of issue. 


What is more, for a single recent quarterly 
issue, more than 25,000 new mothers wrote 
and requested an average of 10 booklets or 
samples each—a quarter million individual 
booklet or sample requests! 


BABY CARE MANVAL, 
500,000 quarterly... reaches 
one out of every two brand 
new mothers in the U.S. 


This is an amazing record! 


BABY CARE MANUAL is currently dis- 
tributed in 3,282 American Medical 
Association registered hospitals (exclusive 
distribution in 2,782). It is waste-free circu- 
lation, with copies personally handed to the 
“captive audience” of big-buying brand new 
mothers at the precise time when their inter- 
est in buying products for their babies and 
themselves is at its peak — within the first 
few days following the births of their babies. 


This means business —for you! 


YOUR NEW BABY, 
a monthly magazine, 
reaches 400,000 new 
and expectant 
mothers every month! 


More than 800 leading retail stores, as well as 164 diaper services use 
YOUR NEW BABY magazine as the leading factor in their own sales 
promotion programs. Featuring authoritative articles of interest to both 
new and expectant mothers, copies are given to both customers and 
prospects by diaper services, and are available in the infants’ depart- 
ments of stores. 


Stores have the option (on back covers) to tie in with YOUR NEW 
BABY national advertisers. This can be a valuable merchandising 
feature that will give you free back covers. Circulation is audited. And 
many thousands of reader requests for booklets and samples help make 
this an invaluable advertising medium. YOUR NEW BABY, too, 
means business —for you! 


THE PARENTS’ BABY BOOKS, 52 VANDERBILT AVENUE, NEW YORK 17, ATLANTA, BOSTO" CHICAGO, LOS ANGELES, SAN FRANCISCO, TORONTO, VANCOUVER, B. C. 
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A /eth page 
like this 
gives you: 


* low-cost campaign continuity 


* quick package identification in 
color 


* surrounding editorial material 
to hold your audience 


* proved exceptionally high 
readership 


* circulation of 10,391,630 in 
America’s major markets 


* alternating middle and bottom 
position assure your product 
maximum exposure 


Get the facts now 
on the greatest 
new buy in 
print media! 
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THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly 


63 Vesey St., N. Y.; Hearst Bldg., Chicago; 
Hearst Bldg., San Francisco 
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Cavorting Dolphins 
Threaten Hollywood 
Free-Load Standards 


Hot_ywoop, July 19—If it’s true 
that one success makes a trend, 
then the lamp-lit, martini-laden 
denizens of the typical Hollywood 
press party face an unseemly fate: 
They may be turned out of doors. 

That, at any rate, is what hap- 
pened just recently when more 
than 200 bleary-eyed reporters 
and radio-tv trade executives en- 
tered fresh air in the early morn- 
ing to—of all things—watch a 
herd of cavorting porpoises. Worst 
of all for the old order—they 


liked it. 

The occasion was a press party) 
by Station KNXT in honor of its| 
early morning telecast, “Pano-| 
rama Pacific.” Dubbed “picnic 
lunch clambake” by the spon-| 
sors, the affair was held at Ma- 
rineland, amusement park near 
Palos Verde where porpoises are 
the star attractions. 


® Part of the response was no 
doubt due to an ardent tradition- 
al-style pre-party buildup, includ- 
ing teaser letters, promotion kits, 
folders, maps, various picnic help- 
ers such as sunburn lotion and) 
ant paste, and even a box of turtle | 
food (which came in handy just 
before the clambake when live 
baby turtles were sent through the 
mails as a reminder). 

Even so, it was a bad day for 
tradition and a surprise to most 
people present, when they all as- 
sembled. Dean Linger, KNXT 
sales promotion and publicity di- 
rector, called it an 80% turn-out. 

Among several taboos which 
went on the rocks at Marineland 
were these: 


® That press members won’t get 
up early for a _ social affair: 
KNXT’s clambake began at 9:30, 
which meant that those attending 
had to leave Hollywood by 8 a.m. 

That nothing wilts a repcrter 80 | 
quickly as sunshine: Most fami-| 
lies sat in the sun to eat their box) 
lunches. 


That nothing discourages at-| 


tendance so much as a long trip: 
Some 200 people drove their own 
cars (using their own gas) on a 
round trip of 60 miles to get to 
Marineland. 

That nobody wants to drag 
children to a party: Bringing the 
kids turned out to be a big draw- 
ing card. It was a family outing, 
with the station providing kiddie- 
show stars as entertainment “ba- 
by sitters.” 

The affair ended at 2:30—al- 
lowing the sun-struck picnickers 
to get back in time for the usual 
round of formal press blowouts. 
But all agreed they had witnessed 
a grave threat to the old ways of 
the buttoned-down collar. 


‘Sun-Times’ Appoints Kilbourn 
Editor of ‘Midwest’ 


The Chicago Sun-Times has ap- 
pointed Jonathan Kilbourn editor 
and Sidney C. Bulla assistant edi- 
tor of its forthcoming Sunday 
colorgravure magazine, Midwest, 
which will make its first appear- 
ance with the Sept. 11 issue of the 
Sunday Sun-Times (AA, May 9). 

Mr. Kilbourn, recently manag- 
ing editor of Quick, and subse- 
quently of TV Program Week, also 
has been associate editor of Look 
and editor of one of the New York 
Times Sunday sections. Mr. Bulla 
has been assistant city editor of 
the Nashville Banner, state editor 
of the Knoxville Journal and 
makeup, telegraph and magazine 
editor of the Houston Chronicle. 


Sands to Normun Waters 
Sheridan Sands, formerly with 
Cecil & Presbrey, has joined Nor- 
man D. Waters & Associates, New 
York, as assistant to the president. 


Kraft Names Green S. M. 1 

Kraft Foods Co., Chicago, has'| 
appointed Chester R. Green sales| 
manager. Mr. Green, formerly na-| 
tional cheese products sales man-| 
ager, now heads sales and mer-) 
chandising of all Kraft brand’ 


products. 


Crawford Joins S.F. Store 
James W. Crawford, who re- 

signed recently as advertising 

manager of W & J Sloane, San 


ant advertising manic: of The 
White House, San Fr ncisco de- 
partment store. He will assist 
William P. Hart, Whi House ad- 
vertising manager. 


WOR Realigns Sales Staff 
William P. Dix Jr. formerly 
radio sales manage: has been 
named sales manage: °{ WOR and 
WOR-TV, New York. Perry 
Bascom, who has bee: 'n the sales 


| Francisco, has been n.ned assist- , department of the tv station since 


| August, 1954, will move up to 
‘assistant sales manager of WOR- 
TV; William McCormick contin- 
ues as assistant sales manager of 


WOR. 


CED Reelects Larmon, Young 
Sigurd S. Larmon, president of 
| Young & Rubicam, and James W. 
‘Young, a director of J. Walter 
Thompson Co., have been reelected 


to the board of trustees of the 


Advertising Age, July 25, 1955 


Committee for Economic Develop- 
ment, to serve until May, 1958. 
They are the only representatives 
of advertising agencies on the CED 
board. 


Phillips-Jones Names Harris 
William J. Harris has been ap- 
pointed a merchandising executive 
in the sports shirt department of 
Phillips-Jones Corp., New York. 
He has been Florida representa- 
tive of the company since 1951. 
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Advertising Age, July 25, 1955 


Cigar Institute 
Intensifies Appeal to 
Sports Page Readers 


NEw York, July 20—Cigar Insti- 
tute of America will launch its new 
$250,000 institutional advertising 


sections of 101 newspapers in 97 
markets. 


Theme of the campaign, which 


will run bi-monthly until 
World Series, when insertions will 
be switched to daily newspapers, 
will be, “A cigar is more than a 
smoke ...it’s a pleasure.” 

Benton & Bowles is the agency. 

Eugene L. Raymond, exec. direc- 
tor of the institute, said it was 
/ ) after careful study that sports 
campaign July 31 in Sunday sports| sections were selected again this 
year for the fourth time. “With 
sports section readership at a max- 
imum as the pennant race gets 


the | hotter,” he said, “we (nk it wise! about 6 billion units since 1949, the 
to concentrate our mess: ge to men) year the institute started advertis- 
during this period. ing. There has been a 2% % increase 
Instead of testimonials by lead-| in cigar sales during the first quar- 
ing sports figures, Whic! <eynoted | ter of 1955, he said. He predicted 
CIA’s campaign in (i> past two that 1955 sales will approximate 
years, the new ads ii! have a 6.25 billion units. 
baseball flavor. The «i: will be| Since the institute started testi- 
supported by 10,000 retail window monial advertising, Mr. Raymond 
displays during the pc: od, and by) said, brand advertising by individ- 
a public relations campaign. ual cigar manufacturers has in- 
_ creased. He estimated it has in- 
® Cigar consumption has averaged creased in the past year by about 
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Year after year WOMAN’S Day covers and illustra- 
tions win awards for editorial art. This year the 
magazine walked away with the Gold Medal of the 
New York Art Director’s Club. That’s because 
America’s finest artists and photographers make 
WomMaANn’s Day as good to look at as it is to read. 

Exciting articles, excitingly illustrated, make a 
woman want to go out to buy WOMAN’s Day. She 


\ 


Shy-Guy McFane 


A story by OWEN CAMERON 


cg See he pent 55 peas (ie 


et tnewe Oe EheTy Rete te omy 


toes » 1955. WOMAN'S DAY, INC. 


best...1n prize-winning art! 


buys it for a hot-weather Cook-less Cookbook... 
for the discovery of a new unspoiled vacationland 
...for a road-tested car travel wardrobe...for an 
ingenious plan to enlarge a crowde: kitchen. 
Altogether she gets 62% editorial — nore than 
she gets from any other women’s ser. ce maga- 
zine. That’s how WomMan’s Day goes ail out to 
bring her the best. 


“she’s got to go out to get Woman’s Day « average circulation 3,750,000—all sinzic-copy sales 


27 


'3344% for an over-all total of ap- 


proximately $8,000,000. 

The bulk of media advertising by 
individual cigar manufacturers, he 
said, is in newspapers, but tv has 
been getting an increasing share of 
manufacturers’ ad budgets in the 
past two years. 


Remington Rand, Sperry 
Form Sperry Rand Corp. 


Remington Rand Ine. and 
Sperry Corp. have consolidated to 
form Sperry Rand Corp., with 
Gen. Douglas MacArthur as chair- 
man of the board. Other officers 
include James H. Rand, v.p. and 
vice-chairman of the board; Harry 
F. Vickers, president and chief 
executive; John Sanderson, v.p. 
and secretary, and Bernard O. 
Reuther, v.p. and treasurer. 

The new corporation will main- 
tain two divisions—the Reming- 
ton Rand division and the Sperry 
division—with existing subsidi- 
aries and operations as in the past. 
Headquarters will be at 30 Rocke- 
feller Plaza, New York. 


More than 


7,000 
Weekly 


Newspapers 


offer a 


1-Order 
1-Bill 
1-Check 


service to 
advertising 
agencies 


through 


Weekly 
Newspaper 
REPRESENTATIVES 
INC. 


NEW YORK 10 
920 Broadway 
GRamercy 5-5700 


CHICAGO 3 
122 S. Michigan 
WEbster 9-3753 


DETROIT 26 
2026 Guardian Bivd. 
WOodward 1-7265 
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News for Mr. Phelan 
from a Woolf Supporter 

To the Editor: Regarding Law- 
rence Phelan’s letter in your July 
11 issue. Mr. Phelan takes issue 
with James D. Woolf’s column 
titled “Good Sales Are No Proof 
that Nonsensical Advertising 
Pays.” 

Everybody certainly has the 
right to a personal opinion. But 
Mr. Phelan’s last paragraph is the 
tip-off on how seriously your 
readers ought to take his views. 
He writes, “I am not now, and 
never have been a member of the 
advertising profession.” One 


might be tempted to complete this 
little confession with “and never 
will be.” As a matter of conjec- 


The PHOTOMATIC Co. 


53-59 E. Illinois St. * 11, i, 
Phone WHitehall 4-2930 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ing self-confessed Public Relations 
Man Phelan? Something must 
have gotten under his skin to pro- 
voke such a personal outburst 
against fair, moderate James D. 
Woolf. 

Mr. Phelan accuses Mr. Woolf 
of wanting ads that look like a 
page from the telephone directory. 
He accuses Mr. Woolf of being 
humorless. He twists Mr. Woolf's 
column title in an effort to make 
it mean something entirely differ- 
ent. If Mr. Phelan had been read- 
ing James Woolf’s column for any 
reasonable length of time, he’d 
realize how ridiculous these as- 
sumptions are .. . that they’re not 
worthy of rebuttal. 

Incidentally, some day I’d like 
to discover why some public rela- 
tions men feel, as Mr. Phelan ob- 
viously does, that they automati- 
cally qualify as advertising ex- 
|perts (despite no or little experi- 
ence in the field). For Mr. 
Phelan’s information, one needs 
| more than a glib tongue, an ex- 
|pemse account and a _ well-oiled 
'mimeograph machine to write 
| advertising copy that sells. How- 
‘ever, if he’s really interested in 
learning how to write good copy, 
I highly recommend that he read 
all Mr. Woolf’s columns over the 
past five years. Then start writing 
under a good copy chief. With a 
generous helping of humility, he 
might even make the grade! (For 
Mr. Phelan’s information, I am 
now, I have been for 10 years, and 
I hope I always will be a member 
|of the advertising profession.) 
JEROME M. COWLE, 

Detroit. 
. . +. 


Follows Up Comment 
‘on Magnesium Plates 
| To the Editor: We read Kenneth 


Butler’s recent article in the May 
30 issue of ADVERTISING AGE en- 


culation of the 
publications you 
advertise in the 
same way your sales- We 
men qualify the men WH 
they'll call on- by their 
ability to buy. 


National Petroleum News’ “@ 


all-paid circulation beats all = 
others in that all-important qualifi- 


cation test for selling oil marketing equipment and TBA. 

NPN’s subscribers are the nation’s biggest buyers of oil marketing 
equipment and TBA: the oil marketing management men (in both 
major and independent companies) who build, maintain and operate 
all oil marketing facilities; huy trucks, pumps, tanks, compressors, 
lubrication equipment, service tools, cash registers, accounting ma- 
chines and systems, lifts, hose, lighting, meters, any and all types of 
equipment used to build, maintain and operate bulk storage plants 
and service stations; own the pumps, storage tanks, compressors, 
etc., used by most gasoline retailers; direct the marketing of tires, 
batteries, accessories and other consumer items sold through oil 


marketing channels. 
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NPN Factbook published as a 13th issue in May 
330 West 42nd Street, New York 36, N. Y. LOngacre 4-3000 
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ture, could that be what’s bother- titled 


“Magnesium | ‘cs Pose a 
Problem” with grea: vterest. We 
are interested in wh: experience 
he has had which .<ociates the 
Dow etch process \‘)) undercut 
magnesium plates. 

We at Dow believe ‘ne greatest 
attribute of the proccss to be a 
high quality, shoulderless etch 
which will function equally well 
for matting or dircct printing. 
However, we readily admit that 
the Dow etch process is no better 
than the individual who operates 
the unit, just as the quality of a 
conventionally etched plate de- 
pends on the etcher. Consequently, 
plates etched by any method can 
readily be undercut and this result 
is not in any way a function of 
the metal or etching process in- 
volved, but is simply a matter of 
craftsmanship. 

The letters and/or cards sent 
out by Outdoor Life and Popular 
Science Monthly have been fol- 
lowed up by a letter from McCall 
Corp. which qualifies the para- 
graph cited in your article. We are 
enclosing a copy of this letter for 
your study. 

It is believed that the Dow etch 
process has progressed beyond the 
development and field testing 
stage. There are 86 units through- 
out the U.S. and Canada which are 
producing top quality magnesium 
engravings... 

Recently the McCall Corp. as 
well as many other firms have suc- 
cessfully matted magnesium en- 
gravings produced by users of the 
Dow etch process. 


A. B. Fry, 
Technical Service & Develop- 
ment, Magnesium Department, 
Dow Chemical Co., Midland, 
Mich. 
* 


Re: Use of magnesium plates by 
McCall Corp., Dayton, O., for press 
plate reproduction purposes. 

We recently made some com- 
ments in a letter regarding the use 
of magnesium plates in our Dayton 
printing operations. It was defi- 
nitely not the intent of the McCall 
Corp. to discourage the use of 
magnesium plates for all adver- 
tising purposes. We recognize that 
it has a number of merits that 
make it entirely satisfactory for 
many types of advertising plates. 
We believe it is possible to render 
properly etched magnesium plates 
which are satisfactory for pattern 


and printing plates. 

We believe it is the prerogative 
of the advertiser to furnish what- 
ever metal plates for reproduction 
purposes he wishes, provided they 
meet our mechanical specifications. 

McCall Corp. has a highly inte- 
grated and efficient printing plant 
that requires standardization wher- 
ever possible. Magnesium has pre- 
sented some production and quali- 
ty problems in our electrotyping 
department but it is expected that 
these will be overcome by experi- 
ence and we will be able to accept 
quality magnesium engravings. 
However, until these problems are 
overcome and users are notified by 
letter we are requesting that all 
original engravings be on zinc or 
copper. 

We are following with consider- 
able interest the new development 
in the etching of magnesium plates 
and as the quality of these plates 
meet our standards we will cer- 
tainly adopt their use. 

Georce E. SHEER, 
McCall Corp., Dayton. 


Courtesy of Makeup Man 
To the Editor: Here’s a perfect 
example of cooperation in Chicago 


YORE HOURS. 1.80 18.98. WONOH Hebe 


«For the Best 


FUR STORAG 
Cleaning ond Remodel: 


+ bpecies coid-vevth, tomperotwre- 
controled G07 ond mgmt 
adel cheetell 
And charge ore wanderd. 

+ Renowned he work-com vente: one 

me oper me ow emoeeingy 

Re Kemer wee 


CLUMS-VOGUE, 690 South Michiges 


and the “Love thy neighbor” policy 
among advertisers. 
ARTHUR WEINMAN, 
Weinman Brothers Inc., Chi- 
cago. 
- e a 
Wants Wider Coverage 
of Retail Field 


To the Editor: Congratulations 
on producing, week after week, an 
increasingly fine magazine. I really 
look forward to Mondays and my 
issue of AA. 


Advertising Age, July 25, 1955 


\for several months about Mr. Weiss’ 


series on hard goods merchandising 
as it exists today. They were ex- 
tremely good, and my reprints 
have been circulated throughout 
our three-store organization. 

As a retail adman, however, it 
seems there’s a dearth of good re- 
tail advertising information and 
news, and I certainly miss it, as 
I’m sure many other retail ad peo- 
ple do. Even Clyde Bedell, whose 
feature I look forward to every 
week, too often strays from the re- 
tail field into something else. Is 
there any chance that he might 
stay closer to the retail field, or 
that you might include more on re- 
tail advertising? As you know, it’s 
a field all of its own, and a pretty 
important one which deserves more 
attention. 

KENNETH R. KINNEY, 
Advertising Manager, Gab- 
berts, Minneapolis. 

7 © e 


Another Consumer Wants 
Clothes That Fit 


To the Editor: J. B. Milgram in 
ADVERTISING AGE, June 20, suggests 
that clothing makers study men’s 
tastes. Like Mr. Milgram, I like 
to wear double breasted suits, 
preferably plain blue gabardine. 
I stopped looking for them long 
ago. I found a tailor who makes 
them at a reasOnable price with 


'|extra pants, of course, so they cost 


little more, if any, than a good 
suit with one pair of pants. 

I have a bigger problem... shoes. 
I can’t afford to have shoes made 
to order and I can’t buy shoes to 
fit. I wear size 74D. This is not 
an unusual size but I can’t buy 
a shoe designed to fit a normal 
human foot. They just don’t make 
them. Take off your shoes, men, 


‘}and put your feet beside them. See 
| what I mean? The last time I was 


able to get a shoe to fit the shape 
of my foot was when I was 10 
years old. Sure, I can buy a pair 
of heavy work shoes to fit, but 
not dress shoes and not at any 
price. Matter of fact, the cheaper 
the shoes the more likely they are 

to be shaped to fit a human foot. 
But I guess, like Mr. Milgram, 
I’m just one of those consumer 
freaks, who want clothes and shoes 

to fit, and not just to look at. 
Mark TABER, 
Chicago. 
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I have been meaning to write 
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CIRCULATION 


91,527 


ABC Publisher's Statement, 6 mos. ending March 31, 1955 


CORPUS CHRISTI, TEXAS 
Represented Nationally by Texas Harte-Hanks Newspapers 


Chicago Atlanta 


Headquarters: National City Byilding, Dallas 


New York 


The nation's motorists 
pay about $500,000.00 
every day for the 

two million gallons of 
gasoline produced by 
Corpus Christi's six 

big refineries, Just 
another reason why 
business is always good 
in this big market we 
cover so completely. 


Write for data folder. 
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Beaudoin 
Heim 


Nelson 


Connolly Roth 
York 


ARTISTIC BBDOERS—Ten out of 36 awards at the annual exhibit of the 
Minneapolis Society of Artists and Art Directors were won by six 
members of the art department of Batten, Barton, Durstine and Os- 
born. Two sets of awards are given at the show, by the SAAD and 
the Minneapolis Advertising Club. BBDO men, with their winning 


entries, include Ty Nelson, Harry 


Heim, Norman York, Marc Beau- 


doin, Robert Connolly and Charles J. Roth. 


Radio Stations Miss Boat by Catering to 
Teen-agers in Daytime Music, Survey Shows 


CoLuMBus, O., July 19—Radio 
stations are catering to the wrong 
audience in their daytime music 
programming, according to a sur- 
vey conducted by Ohio State Uni- 
versity. 

While the largest potential day- 
time audience is the housewife 
between 31 and 45, stations base 
their music selections on the tastes 
of teen-agers. 

And, according to the survey, 
housewives want to hear a variety 
of music instead of the continuous 
whirl of pop tunes that appeal to 
teen-agers. 

Programming is based on juke 
box selections and sheet music 
and phonograph record sales. The 
study found that this measure of 
music popularity is based on only 
2% of the daytime audience—the 
teen-agers. 

Actually, women between 31 and 
45 comprise 35% of the 8 a.m. to 
4 p.m. audience with the 19-30 
group making up 24% and the 
46-60 group making up 23%. 


® Investigators also compiled a 
chart showing tastes characteristic 
of different economic groups. This 


table indicates that women with a 
high standard of living like a much 
wider variety of music than do the 
women in the other two groups. 

Only five of the 18 categories 
of music were preferred by 35% 
or more of the lower and lower 
middle class women. In the oth- 
er two groups, 35% or more liked 
at least ten of the 18 kinds. 

Those in the lower middle and 
lower class liked popular music, 
sweet music (waltzes), hymns and 
spirituals, western music, and old- 
time or country music respectively. 

The study was made by Pat- 
rick E. Welch, a graduate student 
in radio-television programming in 
the department of speech, as one of 
a continuing series of studies of the 
habits and characteristics of radio 
and tv audiences. The work is car- 
ried on by graduate students under 
the general supervision of Harri- 
son B. Summers, in charge of radio 
and television instruction at Ohio 
State. 


® The chart below was compiled 
by the university to indicate what 
kinds of music are preferred by 
women in each age group. 


Women in Group Aged 


14-18 19-30 31-45 46-60 Over-61 
Total number interviewed 218 660 611 431 248 
Percentage expressing liking for 
Popular music 86% 76% 64% 48% 29% 
‘Sweet’ music, waltzes 38 45 59 66 54 
Familiar hymns, spirituals 21 30 43 55 75 
Recent Broadway show tunes 44 52 45 36 21 
Big orchestras, special arrangements 32 51 4) 36 31 
Music popular 10 to 20 years ago 20 37 42 37 27 
Large choral groups 23 rt 35 38 37 
Marching band music 24 33 33 40 46 
Musical comedy or operetta 25 40 39 36 31 
Symphony orchestras 16 34 33 34 39 
Barbershop quartet music 18 25 29 41 40 
Western music 20 23 30 35 39 
Music popular before 1930 14 22 34 34 37 
Old-time or country music 14 20 27 38 45 
Latin-American music 33 35 27 17 9 
Dixieland music 32 29 22 9 14 
Modern or progressive jazz 50 36 17 10 4 
Jump or jive music 64 31 20 10 2 


Schramm to Doug Johnson 
Henry W. Schramm has joined 
Doug Johnson Associates, Syra- 
cuse, as an account executive spe- 
cializing in industrial accounts. He 
was formerly publications editor 
for the State University of the 
New York college of forestry. 


Kerr Joins Guild, Bascom 
Guild, Bascom & Bonfigli, San 
Francisco, has added Milt Kerr to 
the staff of its art department. Mr. 
Kerr, who has specialized in food 
accounts, formerly operated his 
own art service, Kerr’s Inc., both 


at Santa Barbara and Los Angeles. 


29 

|Morse Appoints 7. » l 

Francis Ww. Cashm formerly 
with the foreign division of Ster-| 
ling Drug = has ed Morse | . 
International Inc., “> w York, as| 
a senior copywriter D. A. Brown, What NEW kind of publication 
previously with Ken) & Eck-| 
hardt and McCann-Frickson, also| 


has been named | 
copy department. 


Pr», reaches Builders and 
Architects responsible 
for the bulk of all 


agency’s | 


Peter Storer Rejoin: Storer 
Peter Storer, an 1° 


ount execu-| . . 

tive with CBS Radio Spot Sales light construction 2 
since October, 1954, as rejoined 

Storer Broadcasting Co. as New 

York national sales :manager for 

two of the company’s stations— 

WAGA-TY, Atlants, and WBRC- 


TV, Birmingham. 


Building 
Products 


First Issue + September 
Write for Sample Issue and Rate Card 
HUDSON PUBLISHING CO. « HUDSON, O. 
James W. Zuber, Publisher 


Edgewater Beach Appoints 

The Edgewater Beach Hotel, 
Chicago, has appointed Griswold- 
Eshleman Co., Cleveland, to han- 
dle its advertising, effective July 
31. Critchfield & Co., Chicago, cur- 
rent agency, has resigned the ac- 
count, effective that date. 


Bivin. - 
Tiny 
Hamook | 
~~ , 
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James A. Henderson, 
NORTHWEST SPECIALTY SALES CO., INC. 
Food and Merchandise Brokers, Seattle 


“| HAD TO TEACH THEM THE 
“FACTS OF LIFE’ ABOUT THE 
SEATTLE-TACOMA AREA” 


. . . says Mr. Henderson. 


“At one time, many of the products we represent were 
advertised in Western Washington only in Seattle news- 
papers,” says Mr. Henderson, “but I pointed out a few 
‘facts of life’ to the manufacturers. I explained that ad- 
vertising in Seattle newspapers does not sell merchandise 
in the important Tacoma area. Now, I’m happy to say, 
the Tacoma News Tribune is carrying advertising sched- 
ules for most of our products.” 


56.3% 


a of Washington State's 


in these two 
important markets 
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Gerbic Greene 


Johnson, and J. Ward Maurer, ad 


O'Farrell 
ADMEN ABROAD—Edward G. Gerbic, advertising v.p. of Johnson & 


Maurer 


director of Wildroot Co., visit the 


“Adventures of Robin Hood” lot while touring England. With them. 
are Richard Greene and Bernadette O’Farrell, stars of the film series 
to be sponsored by the two companies over CBS-TV this fall. 


5,000,000 Readers 
Are Guaranteed by 
New Motel Annual 


PHILADELPHIA, July 19—Travel | 


vertising manager. 

A company spokesman told AA 
that Travel Age is definitely not a 
motel trade book. Ad rates for the 
East Coast edition have been fixed 
basically at $10,000 a b&w page, or 
$2 per 1,000 circulation. The Penn- 


‘Dorothy & Dick’ Packaged _| scribed syndication package by| ‘Mill & Factory’ Namés Burns 


Doroth i 1) ; : 
(Kollmar) o's Mr. and shows a week will be available,|Cleveland district manager for 


Mrs. teams re ; 
vel al te og :. York, for | commercials and starting and clos- | sales manager of the Conover-Mast 


years, will be offered ° 


Advertising Age, July 25, 1955 


and Dick |Frederic W. Ziv Co. Five half-hour; Richard C. Burns, formerly 


been fea-| With openings for six one-minute) Mill & Factory, has been named 


sa tran- | ing sponsor credits on each. publication. 


Age, a yearly consumer magazine sylvania edition rate will be $2,500 
for the person who stops at motels,!a page, or $2.50 per 1,000; Wash- 
will make its appearance on the| ington, D. C., and Maryland sec- 


East Coast about Nov. 1 with an 
annual circulation guarantee of 
5,000,000. 

Gradually, the magazine will be 
published in 75 sectional editions 
across the nation, and will guaran- 
tee a circulation of between 40,- 
000,000 and 50,000,000 for the 
advertiser who appears in all edi- 
tions. 

Travel Age, which has already 
printed a “Valley Forge” edition as 
a dummy for its advertising staff, 
is being published by the newly 
formed Circle Publishing Co., 536 
W. Carpenters Lane, Philadelphia. 
Chilton Co. will print it. 


® President of the company and 


'tional edition rate will be $1,500 a 
page, also $2.50 per 1,000. 

Every edition will be localized 
editorially, AA was told. Each will 
| have its own editorial and art staff, 
and in many instances its own sales 
staff. The company plans to have 
advertising offices in several major 
cities. Its New York office is now 
located at 40 E. 40th St. 


Distribution of the magazine will 
_be free for each room in each mo- 
‘tel which agrees to take it. Page 
‘size is 7%x10”. Promotion plans 
/have not been set as yet. 


Ronson Buys News Sessions 
Ronson Corp., Newark, will spon- 


national editor-in-chief is James T.|S0r the Wednesday and Friday ses- 
Meehan, who is comparatively new sions of “Douglas Edwards & the 
in the publishing field. Wesley H. News” (CBS-TV), starting Aug. 24. 
Caldwell Jr., a community editor | Time for the Ronson electric shav- 
in Pennsylvania, is managing edi-|€f was bought through Norman, 
tor. Eugene L. Pollock, formerly a Craig & Kummel. The time periods 
Curtis Publishing Co. ad represent-|are being vacated by Bendix and 


ative, has been named national ad- 


Geritol. 


announcement 


The Meridian Star 


Evening and Sunday 
Meridian, Mississippi 


July 1, 1955 


announces the appointment 


of 
SHANNON & ASSOCIATES, INC. 


National Advertising Representative 


in retail sales 


sales of $195,015,000 


Meridian Star. 


Meridian-Mississippi’s Second market 


Meridian, a city of 45,200*, truly merits a “must” on your 
national list. Removed by distance and geographical loca- 
tion from the circulation influences of other media, The 
Meridian Star reaches over 96% of the homes in Meridian 
where retail sales in 1954 reached an all time high of 
$47,329,000*—that is over a 100% increase in nine years. 
The ABC area serviced by The Star, represents retail 


Ask any Shannon representative for a copy of a 


new brochure, describing Meridian Mississippi— 


THE HEART OF THE NEW SOUTH or write The 


*Sales Management Survey of Buying Power—1955 


* 
. 


LOCATED 
AND. 


EMERY M. LEWIS 
President 

Brown & Williamson 
Tobacco Corp. 


The world’s largest manufacturer of filter tip cigarettes, Brown & Williamson recently 
expanded its Louisville plant to accommodate additional machinery for the produc- 
tion of Kool and Viceroy cigarettes. The firm has 3,200 office and factory employees 
in Louisville and operates other plants in Winston-Salem, N. C., Petersburg, Va., and 
Lexington, Ky. Other cigarette manufacturing companies in Louisville include 


American Tobacco, P. Lorillard and Philip Morris, which constructed a large plant 
in Louisville in 1953. 


— 
°° © ans 
—_ 


o 


% _- -*“ General Location of New Subdivisions 1944-1953 Incl. 
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LOUISVILLE’S MUSHROOMING SUBDIVISIONS 
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‘Albertan’ Increases Rates 


The Albertan Publishing Co., 


Calgary, Alta., 


fppnerg-rsae from 14¢ to 16¢ a line. 
|Last May the newspaper installed 


publisher of the| wire photo service, added new type 
Albertan, will increase rates of the| faces, changed its format, 


and 


daily newspaper, effective Sept. 1, |jadded a number of sports, women’s, 
1955. National open rates will be| financial and news features. 


CBS Boosts Guillotic 

Horace R. Guillotic 
named v.p. in charge of operations 
for CBS Radio, Hollywood. He has 
been with the network for the past 
22 years. Mr. Guillotte was named 


has been| 


|manager of network operations in| 
1942; was appointed director of 
network operations in 1951, and 
shifted his headquarters from New 
York to the West Coast in October, 
1954. 


| & WILLIAMSON TOBACCO CORP. 


| ITs LARGEST CIGARETTE PLANT 
EXECUTIVE OFFICES IN LOUISVILLE 


“We selected Louisville for our largest factory, and later for our executive offices, because it had all the 
promise and potential of becoming a vigorous midwestern industrial center. It was situated in the heart 

of the largest Burley tobacco markets, and offered excellent rail and water transportation and an 
abundant labor supply. Today, Louisville is one of the largest cigarette manufacturing cities in the 
world, and four out of the six largest cigarette companies in America operate plants here. 


“Brown & Williamson has continuously expanded its manufacturing capacity in Louisville, especially 
during the past few years to supply the increasing demand for filter tip cigarettes. I would say that 
Brown & Williamson is a good example of Louisville’s remarkable industrial growth and progress 

| in the past three decades.” 


RT Rr RO RR BREET repre ere e aay, 


ad z Creare rerrrr ree 
Bs 


One of the largest manufacturers of prefabricated 
houses, United States Steel Homes, Inc., is putting the 
finishing touches on an expansion program that will 
double the production capacity of its New Albany 
plant in Metropolitan Louisville. The company, form- 
erly Gunnison Homes, Inc., is the housing subsidiary 
of United States Steel Corp. The plant expansion in- 
cludes additional shipping facilities and new machin- 
ery and improvements in its current mass-production 


lines. 


Cell LOuIsvVILLeE 


A Major American Market Where One Daily Newspaper Combination Reaclies 


Forty-six million magazines 


and newspaper supple- 


ments a month roll off the presses of Fawcett-Dearing 
(pictured above) and Standard Gravure Corporation 
— two of the nation’s busiest rotogravure printing 
firms. Fawcett-Dearing’s 260,000 sq. ft. plant employs 
1,600 people, paying them over $8 million a year in 
wages. Standard Gravure, besides printing Locally- 
Edited Supplements for thirteen metropolitan news- 
papers, prints about 4 million catalogs a month in its 


recently expanded plant. 


for all iti. worth! 


99% of the People 


The Conrier-Zournal - THE LovisviLLe TIMES 


382,689 Daily Combination * 313,261 Sunday * Represented Nationally oy The Branham Company 
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Report Tells Why 
Palm Beach Uses 
Newspapers Most 


New York, July 19—A new bro- 
chure issued by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn., tells why Palm 
Beach Co. concentrates the bulk of 
its advertising in newspapers. 

Palm Beach, maker of men’s 
summer suits and sportswear, re- 
ports that up to 1941 it used a few 
“carefully chosen” magazines for 
almost all of its advertising, leav- 
ing “the all-important job at the 
local level entirely to its retailers.” 

It found, however, that this pro- 
gram was not an effective sales 
producer, because men buy light- 
weight clothes when the tempera- 
ture goes over 75° and this varies 
from city to city. 

Palm Beach therefore switched 
to newspapers to get more flexibil- 
ity, making available co-op funds 
to dealers. And it has stayed with 
newspapers for the past 14 years. 


®™ The company reported that in 
1954 it ran a total of 511,000 lines 
of national advertising in news- 
papers. This was supplemented by 
1,000,000 lines of cooperative ad- 
vertising scheduled by stores. 

Palm Beach advertising appeared 
in 92 markets. Plans for 1955 are 
for a continuation of this program, 
but “stepped up where potentials 
and advance orders warrant.” 


New Booklet Gives 
Rate, Postal Info 


WASHINGTON, July 19—The Post 
Office Department began distribu- 
tion last week of a small pamphlet 
entitled “Domestic Postage Rates, 
Special Services, and Postal Infor- 
mation.” 

Available free at any post office, 
the pamphlet is designed to answer 
questions on rates and services 
most frequently asked by the pub- 
lic. The information is excerpted 
from the postal manual. 

It contains rate schedules for all 
classes of mail, weight and size 
limits on parcels, fees for special 
handling, special delivery, and the 
new certified mail service. 


Student Marketing Institute 
Launches Continuing Index 

Student Marketing Institute, 
New York public relations cem- 
pany specializing in student re- 
search and promotions, will offer 
advertisers a new service this fall 
—a continuing index of teen-age 
buying practices. The Student 
Market Index will enable compan- 
ies to keep track of how their prod- 
ucts are selling among college and 
high school students. 

The index will be based on 
interviews with students at 100 
high schools and 37 colleges. Sub- 
scribers will also get a monthly 
news-letter, “Campus, U.S.A.,” and 
information obained from calls on 
various types of campus retail out- 
lets. They also will be entitled to 
one day’s consultation with a stu- 
dent market expert from the insti- 
tute. 


Houston Promotes Keegan; 
Appoints Desmond O'Neill 

Richard J. Keegan, with Bryan 
Houston Inc., New York, since 
1952, as an account executive, has 
been appointed v.p. and account 
supervisor of the agency. 

Desmond C. O'Neill, with Young 
& Rubicam for the past eight years, 
has joined Houston as a media 
buyer. 


Crowell to Lewin, Williams 
Thomas Y. Crowell Co., New 
York publisher, has appointed 
Lewin, Williams & Saylor, New 
York, to handle its advertising. 
Franklin Spier Inc. is the previous 
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percentage of their customers account for a 


\): What do you mean by “class” in America’s 
Class News Magazine? 


A: We mean “class” American Style—a class of 
readers marked not by ancestry but by business 
attributes and career accomplishments today. 
They are brought together in a single audience 
by their common interest in the way we alone 
report the news which affects their business 

and personal plans and decisions. 


Q: Well, I agree that you give us the quality 
coverage we need. But we need volume, too. 


A: Most businesses find that a relatively small 


major share of their volume. That’s true of nearly 


Americus Class News 


NOW MORE THAN 725,000 NET PAID CIRCULATION ...A MARKET NOT DUPLICATED BY ANY OT @ 
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iT all buying. For example, Federal Reserve figures 

show that three-fourths of new car sales to 

| individuals are made to the upper-income third of 

| the nation’s families. And our new market study 
of known new car buyers* shows that our 

| magazine, which goes to about one in every 

| hundred U.S. families, goes to one in seven 
3 families buying new cars—one in three buying 
high-price cars! 

This buying power stems from the high salaries 
commanded by their important jobs in business, 
industry, government and the professions. 

That’s why “U.S.News & World Report’s” 
quality coverage means volume sales—whether 


what you sell is for business use, or for personal 
and family needs. sk 
“The People Buying 


New Automobiles Today,” the report 
of a study of 18,000 known buyers 
of new cars sold to individuals— 
1,000 of each principal make. 

For your copy, write our advertising 
offices at 30 Rockefeller Plaza, 

New York 20, N. Y. Other offices in 
Boston, Philadelphia, Cleveland, 
Detroit, Chicago, St. Louis, 

San Francisco, Los Angeles, 

and Washington. 


UGaZzINe 


BRIER MAGAZINE IN THE FIELD 
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Post Offers Baseball Book 


The Post Cereals division of 
General Foods Corp. will break a 
promotion next month for Post 
Sugar Crisp, offering a 52-page 
“Baseball Facts & Fun Book” for 
15¢ and two Sugar Crisp box tops. 
Advertising will include two net- 
work tv shows, display material 
and plugs on the box panels of 
both Sugar Crisp sizes. Benton & 
Bowles, New York, is the agency. 


KC 


~ 


Marie does it 
FASTER... 


complete mailings, multl- 
graphing, mimeograph- 


Moore Succeeds Chandler 
as KTTV President 

Richard A. Moore, v.p. and gen- 
eral manager of KTTV, Los Ange- 
les, has been elected president of 
KTTV Inc., Times Mirror Co. sub- 
sidiary. He succeeds Norman 
Chandler, who becomes chairman 
of the board. Mr. Moore has been 
with the tv station since July, 
1951, when he resigned as director 
of television of the western divi- 
sion of ABC and manager of 
KECA-TV, Los Angeles. 

Also elected v.p.s were John 
Vrba, who has been in charge of 
sales since February, 1953, and 
Robert Breckner, who has been 
program director since 1952. 


Advertising Age, July 25, 1955 


General Foods, 
Hazel Bishop Buy 
CBS-Radio Segments 


New York, July 19—Last week’s 
leading candidate for the favorite 
advertiser at CBS Radio is General 
Foods. 

The food manufacturer signed to 
sponsor 18 broadcasts a week, 
starting July 25. Seven soap operas 
will be sponsored. This contract, 
which will run for eight weeks, 
amounts to about $250,000 worth 
of business. 

Shows included in the buy are 
“Backstage Wife” (three segments 


per week), “Romance of Helen 
Trent” (two segments), “Our Gal 
Sunday” (two segments), “Young 
a Dr. Malone” (three segments) 

GUEST P = h 4 
AC ANNIVERSARY—Drug advertising people gathered recently “Second Mrs. Burton” (three seg- 
ments), “Perry Mason” (two seg- 


ing, addressing, fill-in on ]| sevqe 

multigraphed letters, SI’ Promotes Hughes 

planographing. Robert E. Hughes has been 

___, Marie keeps your Mail- }/ named to direct sales development 
ing List up-to-date, frees you J] in the promotion department of : 

Saen eaed week. Foe sualh Sivas Sporte Illustrated, & new post. Mr. to help celebrate the fifth anniversary of Guest Pac Corp., national 


ALL WAbash 2-8655. Hughes, with Time Inc. since 1950, distributor of drug and cosmetic samples. Shown here are James J. | ments) and “Brighter Day” (three 

“ Liter Shup 4 formerly was responsible for the| Harris, president of Guest Pac; Robert Breckenridge, brand adver- | segments). “Young Dr. Malone” 
merchandising department’s serv-| tising manager, Lever Bros. Co.; Jack McClure, v.p., McCann-Erick- |and “Brighter Day” recently were 

431 S. Dearborn Street, Chicago 5, Ui,) ice-to-advertisers. son, and Jack Grimm, v.p., Lever Bros. dropped from the Procter & Gamble 


Harris Breckenridge McClure Grimm 


This woman tells us 
every time she buys your product! 


|_| She tells us when she started buying it [_] What price she paid 
|_| Who in her family uses it [_] From what competitor she switched 
|_| What similar product she buys if she is not your customer 

|_] What income group the family is in 


5,500 American families—the J. 
Walter Thompson Consumer Panel 
—actually write down each day’s 
purchases as they make them in your 
product field. 


Then, at the end of each month, 
they send this day-by-day purchase 
record to us. 


These Consumer Panel families 


are an accurately proportioned sam- 
ple of the entire population. 

Hence, the picture you get of 
their buying habits is truly repre- 
sentative of the buying habits of the 
whole country. 

The Consumer Panel is not a one- 
time survey. It provides you with a 
continuing, up-to-date picture of your 


5,500 American families keep 
this daily purchase record for 
us on products ranging from 


toothpaste to automobiles 


market. Month after month, it gives 
you intimate knowledge of who buys 
or fails to buy your products. 

The whole year’s cost of this serv- 
ice to Panel subscribers is often less 
than the cost of a onetime survey 
of comparable national coverage. 


If you want to know more about 
this instrument for sales planning — 
how it has been used to find and win 
new markets—spot trends at their 
beginnings—analyze the effective- 
ness of special sales and offers— 
write today to Dept. A-P-8. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 
Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port Elizabeth, 
Cape Town, Nairobi, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 


schedule. The other serials are 
partly sponsored by other adver- 
tisers. 

Also in the upbeat department 
at CBS: Hazel Bishop Inc. (Ray- 
mond Spector Co.) bought two 
five-minute across-the-board seg- 
ments starting Aug. 1. The cos- 
metics company will air five min- 
utes of “Wendy Warren & the 
News” and five minutes of the new 
“Fred Robbins Show.” 


TAFON BUYS ‘HUNTER’ 
IN 250 MARKETS 


Los ANGELES, July 19—Tafon 
Products has bought “The Hunter” 
from Official Films for fall spon- 
sorship. 

This company, which sells re- 
ducing aids, among other products, 
will sponsor the adventure series, 
starring Barry Nelson, in approxi- 
mately 250 markets. This will mean 
repeats of the show, which already 
had a network run under the spon- 
sorship of R. J. Reynolds Tobacco 
Co. 

The spot scheduling of “The 
Hunter,” which Official Films es- 
timates involves more than $1,000,- 
000 in time and talent, will start 
in August. 

Tafon has been sponsoring wres- 
tling from Hollywood—on film— 
for some time in about 200 mar- 
kets. The sports program will con- 
tinue, for the time being at least. 
Frank Miller Advertising services 
this account. 


‘GILDERSLEEVE’ GETS 
TWO NEW SPONSORS 


New YorK, July 19—The NBC 
film division has sold “The Great 
Gildersleeve” series to two region- 
al advertisers for sponsorship in 
48 markets. 

Lucky Lager Brewing Co. will 
present the situation comedy, 
which is invading tv after a long 
radio run, in California, Oregon, 
Washington, Montana, Utah, Ne- 
vada, Idaho, Arizona, New Mexico, 
Alaska and Hawaii. McCann- 
Erickson handles this account. 

Hekman Biscuit Co. will sponsor 
the giggling “Gildersleeve” in 10 
markets in Michigan and Northern 
Ohio. George H. Hartman Co. is 
the agency. 

Other new business on the books 
of the NBC film division includes 
the sale of “Inner Sanctum” and 
“Hopalong Cassidy” to Associated- 
Rediffusion, London, for airing on 
British commercial television. 


Trailmobile Names Snyder 


Kent S. Snyder, formerly an ac- 
count executive with Fuller & 
Smith & Ross, Cleveland, has been 
named advertising manager of 
Trailmobile Inc., Cincinnati. He 
succeeds Robert Edwards, who has 
joined D. P. Brother & Co., Detroit 


agency. 
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wm YOUR CHANCE OF A LIFETIME 
=) TO DISCOVER A FORTUNE! 


Sorel FOR URANIUM 


‘Bherever Yoo Ge - haplime - With o Sage: -Soanities 


EL-TRONICS 
ee 


GEIGER OR SCINTRLATION COUNTER 


consumer relations department. | 

=-= |Mr. Branta, formerly motor truck Powell & Schoenbrod Moves 
. sg sales promotion supervisor, suc-| Powell & Schoen): Advertis- 
‘|ceeds Samuel E. Houston, who has | ing Agency, Chicago has moved to 


URANIUM! This full-page ad in the 
July 16 issue of The Saturday 
Evening Post launched El-Tronic’s 
campaign for its Geiger and scin- 
tillation counters. 


El-Tronics Launches 
Own Brand Geiger 
Counter in ‘SEP’ 


PHILADELPHIA, July 19—El-Tron- 
ics Inc., which has been making 
Geiger counters for Sears, Roebuck 
& Co. and its Canadian subsidiary, 
is now beginning to sell its own 
brand name Geiger and scintilla- 
tion counters to the consumer. 

El-Tronics, which recently opened 
a new production plant in Scran- 
ton, Pa., to expand its production 
of counters, started with a full- 
page “loud” ad in the July 16 
issue of The Saturday Evening 
Post. This will be followed up with 
more conservative b&w ads in Na- 
tional Geographic Magazine, Sun- 
set Magazine and several other 
consumer magazines during the 
next six months. 


® In the meantime, El-Tronics has 
started selling its counters, which 
retail from $21.95 to $999.95, di- 
rectly through department stores. 
The May Co. in Los Angeles will 
break with half pages on July 24 
in that area on a cooperative basis 
with the manufacturer. Similar co- 
operative campaigns in newspa- 
pers, radio and television with fran- 
chise distributors also are now be- 
ing arranged, Joseph Lopes, ad- 
vertising manager of El-Tronics, 
told ADVERTISING AGE. 

As new outlets are opened in 
the East and in Canada, the com- 
pany is planning to support them 
with institutional space in regional 
newspapers, he said. 


® Reason for breaking the cam- 
paign in SEP, he explained, was to 
get the greatest number of con- 
sumers on a one-shot basis and 
also to help line up distributors. 

In order to interest consumers, 
El-Tronics offered a uranium pros- 
pectors’ handbook for $1. The re- 
sponse, Mr. Lopes, told AA, was 
immediate. 

The headline in the SEP ad 
screamed “Prospect for Uranium.” 
A reverse plate of the headline 
reads: “It’s Exciting, It’s Adven- 
turous—Your Chance of a Lifetime 
to Discover a Fortune.” 

In the fall, when prospecting 
drops off in the northern and 
eastern sections of the country, El- 
Tronics plans to accelerate its ad- 
vertising program in the South- 
west, where prospecting continues 
year around. 

The SEP ad was placed directly 
by the company. Eldridge Co., 
Philadelphia, is the agency on the 
account. 


Mitchell Joins Cone Mills 
Robert A. Mitchell, formerly ad- 
vertising and promotion manager 


_|retired. Mr. Adler previously was larger quarters at 430 N. Michigan | 
*|sales promotion supervisor on the Ave. | 


company’s industria) ver prod-| 
ucts. Fred J. Gred itinues as 
_general supervisor of International 
| truck advertising and .eS promo- 
tion in the consumer relations de- 
partment. 


Harvester Promotes Two 
International Harvester Co., Chi-| 
cago, has appointed John W. | 
Branta supervisor of motor truck 
advertising and William A. Adler | 
sales promotion supervisor in its 


of Chicopee Mills Inc., has been 
appointed assistant advertising | 
and promotion manager of Cone. 
Mills Inc., New York. | 
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The NATIONAL TOY JOBBER—Quick, sure re? to get toy distribution. 
Circulation includes 6,500 toy wholesalers, 2,000 toy manufacturers, ° 
600 sales reps. The only trade paper oo oe 
wholesale toy field, manufacturers and | 
Service Card. 


SOUTHERN TOY JOURN 

state Southern toy market covering all retail, chain, dept. store 
een Sod oe ere Southern toy p 

P.O. Box 4411 rate 2 : 

Pine & Luckie Sts. — 
Atlanta, Ga. 


- folder Murray Hill 7-6865 


The female matrix which will be made from this pattern 
plate has the crucial role of faithfully retaining, and 


passing on to each male plastic plate, every infinitesimal 
detail of the pattern. The hand-tooling of the pattern 


can a 


plate, and our routing of open areas to a depth of .055 
of an inch—these exacting preparations would be much 


less meaningful if it weren’t for the almost fantastic 
fidelity of our patented Duramatrix. That’s one of the 


be? 


key reasons why every Reilly Plastictype (shaved to .105) 
retains the full routing depth of .055 in open areas. 


Now you know why we dare stand up and say in a 
clear and confident voice: Reilly Plastictypes will give more faith ful 
newspaper reproduction than any other plastic plate money can buy. 


REILLY ELECTROTYPE—NEW YORK 


Other Divisions of Electrographic Corporation: American 
Electrotype, San Francisco © Advance-Independent Electrotype, 
Indianapolis ¢ Lake Shore Electrotype, Chicago * Michigan 
Electrotype, Detroit © New Haven Electrotype, New Haven ® 
Reilly Plastictype, Los Angeles ¢ The Wrigley Company, Atlanta 


You can really rely on 


REILLY 
PLASTICTYPES 


ee bie ihe siti Sia Mla: ede ice Siatibtceawai eee 


PSRs SPR Pear EE! 2s ae apes = i : . . : ; 
" a tet Pee. ie Bey ge Pe Be ali, = 13% ee : oe yh oe Re oa me * ane ey ane 13 tgs bhi, Se rie ie e ae ¥ 7 ars eo : gas ore ra tnt the a Ae ae ep ah me 
' ; r ea P * : z mid, rt " a ms 4 - - ~™} fer aed 
; h 
; 
i ; . . : : 
i " y 2 
‘ | 
} | 
| m - ea ; e. - a (% ; 
pee: a 
: La) 2. 4 wee : 4 aaa 
, } am ~ ee 
4 % : aol 
' “ ee. ; e 
‘4 
Ss we 4 . 
a “é ; : 
ee erie, . os ee canane ants ee . 
ee OT TS ie < ——— — . ————E__aaann 
% iz a? ~~ : 
Om Aa 
{ } ; OF 
hi F a. 
ATE y 
eS i Fg 
4 
et a ae oe | om * 
| =a - es 
' ‘ ar Pa 9 
; seamen rere roms eamanoon —eepeeeecaeeneeee 
- : Permeect me ne oor 
ees sf § ete me tomers 1.08 ) 
wollos ee ee LP CONG Saeeaataaemnennie: 
} STRUT ORS! ; nc 58 eee! : a re oom mn 
, = noe eer oen {= 
a | 
t apa ; ' 
- : baat ame Be his. 
| , ¥ * a Fer Ri ee a eS ey << Da ii 
' : iene. hohe: a eI cy ge i i, me BS 
Ss ba ‘ 4 aan KS. : ue eye ce. Subees $y 2 hic iggnh lero ; 
if ee ae a as <2 6 aes Po ; Spey 5 pai 
i - - site ian a Rn Boe ee eS po oe oe ae ate 
ee ae R.Br ae get yee 2 ie eT ike ee 8 
= a ee SS ee ee : ee" ee he aoe 
. ae yh a ‘ i cr. a oo eee Vo ee 
Meat - ae ‘ : an ee > oe ee ae Baa aa 
Be: : | . nae i, a ae es pra yt ate TS Oe eee 
: bee —— i. em lei Be Bee. ae re ie Fi ts 
sm P ais 7 sc eg a es pe a ee ee gs ee 
ik ee Be: A sinus i ” ie ss es lade “jos ee ~ teers eS Scie aiee eae 
-_ as. = i me eee ing Pt an ES Sea 5 ad ee 
uel ae ™ oe eS eee wegen. ee 
oe g s ‘ isi ea es. ee wes , vc, te 
ae - « s Babe aie. oe i te, _ i a ny » e Ayah 
i. F 5s ae a es .. i a — “ae ef Bis ie ace Pi ey £P) 
ie é oe re ., — Poe ie ieee Ne. it oe ee 
ee AO” Ea Be... I ii a RN Seon. eee Bae 
: = ae a Si. a c SC Seng Roe | ING il ees ie eae Beri 
| — . - wm lel a a I See cic taett geek 2 an 
i | —— ne : Me ess i ee al ee -~ . ss a a a: rae ee = : aaa ed: 
| = RS een aa a ee Ber tee - ee ie aaa! pic nat. 5. Sees A ae ea 
_ teal ee: aan ai So j ee aida ca Soy yo ee ta Peete Se aoe a 
i a ef Pitas : ™ one: 1 eee te iceman ge aes < 
ee Po el ? X wo x. es eee e F eg ee eke .~ 
ee oo nek? : orowt co ia Ba ae gs . 
a sit asia i ™ % se re ., i wet et > ie ‘3 ie 4 i ae ey 
é ‘ meee pe Pig | = (ane “ i ad 1c —_ ae ee eA eK: 2 
3 i yn the os  - ‘? * oe | : pt eee 
e é Sa 3 le 40 = ea: , 
_ ee Mee 8g a es ee nn | — a et 
| way ANA age 0. ear Ee Bei 8d 18. “ae oa es 
| “aCe - oe re | mM | 
ee sii i 2 ae ; ~ ‘ey % a id x * ; 
* Be ete aS -_ , . 
* is oie ons ANA lena ea ates > oe dite dy te? — f iii . ye 
ee: ; ae Se — tae if _ i ; £ a ‘ 
j By eee RO aes ee ge ‘4 Pe) . ne "sh , ae vi ~ wy Ne te Pie 
te ' | # AES OB aie : ae & ia %. He ee men 2 a a ; igs he Foon ie J 7 > ." ey iy 
@ ‘ 3 Rae of a > i a wees _ ieee Bio eee —* x 4 en 
. | eg alli. a — of. sg Ps = ee ean sae 
| : —— even: ie TE Fe Ree . 7 = « ee ‘d ee cactat % 5 of . ois OF Fa er ee te ae prt «it ey 
| fj ae | eRe. > ae pais eat "Se ae ‘S ; ¢ ~~. oe ae gam = % ss : : =e a rae” agp : i ae 
eae Sp nes Daa Sy ieee en mer Dare y # P A ae ae ae : P — z ae 
ae 2 nhs gi ee eee oe sie ree Se. nS ‘ - one ate lip gn eee ee LS Sa ae oe ® “* ~~ “ si 
4 ee eis - a ose ret * 
| ti ga aa a ese nae a peidinss diam. . sid > Weise A an Cy ts Se oct , cat Sap Re 
| ppt a, ilk se eal 3 hs , Beer fez, Ne ae |S a : ial . wed, 
Po Oe Somme a gre ES aan ge. wears 
} ee eal * — - tae nies ‘ete Pe il . iis, 25 , # ’ “ ‘ 
onilncs —— oC ae ec ead eet i. be EE Pe JO— 
el ane i a a a 2 oo —" Sg: ? . = ae 7 Tay "\: < cm Se 
if ik re eR me a ne OR a4 We Se ye 1 yt 
Ein nel oer Oe i meen ce is eh Ware des Yoo cps Ett Wine. 7 Pes, Wt ws * > ae, 
\ some ome "95 Tae ai oer ta eae a peta Cg ae - i. ipa gee 7~ es, 5 a 
Sree rm. ce ane See ee en ey ; yt ere ad ese tks 20% nue’ 2 Ga a . fake 
gant on. ty a Cae = | See , " i" er y ney oa ee snk * 7 ee: Me 
\¢ ak aa ps anertdl * ae a phe cE a Pere gk ike : dake — : ee a = : 3 ~~ a > 4 4 
a pis dine * cca ait i> 4 eer «5 ee : aa < a. he é ‘Ks ie Ps, % -_ te ae 
ee” lates o <3 ‘ees <a eke ee a 4 — ee a: isd sc ee we" no ® 7 
ed as pee eae ee pai aa. oe. aa : ; ; oo cay nn is ee 
: (hide OB seer oc) ee TE tales tees eee hate” : a Pi) i Teialel 
i, ai ayy . a oe eae ales 5 cele hae icv. 9 4s eee di, 7 . * aie an GREET it oy RSS 
| | :* pa ae ene ieee ee <3 ne ee hie 2 ee ae nee ao. ae <¢ + ttt Cf aS ¥ - 
| 7 Se peg sacar a <> cae | alae eae < sdk eos se ee ; eS err. 7 San a ms 
| | ee PI ee ee te panne i ll ll x eater Laos 
we a Sa Wigtee - a ge, Roe co ee : : : an ‘ P ad « ae i we “< : .> —_. sete a 
| oe * sence 00 a » TT ded z i © ae a < " ' 
ae stee _. eo een eee a ate ne I ow lb 
} 
; 
: 
1) 
a 
yy ! 
j : 
t a ee 
pF 
» wi | 
: : ee 
: i 
' 
ul 
;Y P| 
i} 
i} 
} 
J H 
M, , ) 
f 
’ |, 
q i 
t | 
U | 3 
| ee 
py 
| 
u 
U f 
~~ 
iM tz 
| ; 
it | ee 
. n BE 4 
\y ' 
I 
“Ne | ' 
| ? 
| | 
F y ; 
| ee 
eo ha . : 
See rs oe ‘ * . ae 3 i ay * mr EN eon. ee beg . 7 eo: : 4 ¥ aoe bs a ie: eo. ae od aah a. =v , ae | f Ee il lA %, hs ss ea Pete ad ; v . ye 
ra ee OER pr ke, Ce eA Le ay Poe Ke a SS as gO he nr OTA ne OT 3 NS Bie ney oF ee” Benne RI: 5 ES: emia apie A Ce ie ae EE Sin Ae ariel Set Ait PS alin, Teas By hot i ests eS . G2 oe abe ot a sage ata ee ia a ed re 
PE es en ty ke Sp aE eR ee ot re pase Carn eA. oben SOMES Tey Tk A ed i tke in ean eee re, SMe Re Oe Vee Aaah eben Ate ys. 5 Ot Oe WF RODS Ja eae i at af ee ott ee Mee Sree cae he re CORRS Fe IE ate 
eg A aa A ee age Behe se ee Gis Pale Soe ea’ de eer eee me ea De Ha cege amy 70 RED he Oe i ee at A pe! eee Re Se ok. Ale be ie eR eg ee Saleen nanrei ae ea Reema! MA si adh Viger ayo ae a - ae Lalome eke eee, Bo ghee thy slut ko ee 
si ee IES RIA. NAAT ee bliin ore aS Gai SU ey prs og Tig ek Pe wey Epa nee tas ee whos of Foamy Fay SR EON of ui egg Sos Gene Bue SaRh © ERE EY Otten oh Bee Ln et ee ee | Pov ppt SPR is Saree eae oo ie tere eee ae ee 
Pe TET INE Bes it Gate tie’ fe Coli pl es at WES eae Aad ENO aN ae cg Ae ts bee ee ON RAAT BS ke es oe ee <a aN, Pe kh Fae on Ve ee Pats ae ee as OS ede Ge VOR: A aes Wott ee ph -) fhm aS. TRE Oy EO Phe eas. © 
Bip TE Pk Lae a 2 ea aR a EA cn tee eto ere a C0 ee AMR eY Como g ON BE at Or eters, See g Beg or as eR an Me LB 8 id ince AH a ete gga ep” Yep! ett mee! kg Pena 
; ai fe Spe. as Gil) ie ge Teepe eg ot nl RR i Bole EIN Ly Ores ae pats ¢: ese oe rota. WE eke eee ie oS ata Paes ¢ a ee Ch 4 re he Se Sto ke Bae of . ~ tae © 5 eh SAT es aad age PP at. pee MY. ak Pe ae Ae Fag it 
bathing Alaesl Bs GMa eM, TER. Cae es eee GY La, Cee ane ee ag Se SMe A EE | 4k <n Map ma FM : Pil Oe gd a Re rea Oe te chee eG ee ad Oe ene 8 eet a ey, or eee Bom. Gites Dey Clie Hk We cre a See hero es Y EMR ed eis oe 
CE rae Fey SE nee Og NOC AB Ee ee 28 le als Hr 2 gx oat bt Anes SE ele T RW oe ee fee ll gt a od | aS am ie gla od be Adis on ele NT te eS ah So BO Be ens» Sor se i gigas cea ee ee AMES 6! Piaget. SS em Pie. dale Pu Soe Sa geal UO eden ae Sa tw men SG a eh Pi eee fe a cee” AIG mT cary 


parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade para 


= parade parade parade parade parade parade parame 


How to 
reach more 
families in 


FORT WORTH 


i re | 
.. , Se 
COLLIER’S.........9.1% 
LOOK........................8.2% 
PARADE ................100% 


This is the picture of Parade coverage* with the 


FORT WORTH STAR-TELEGRAM 


It is much the same in all Parade cities of origin. 
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The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


*Metropolitan County Area—Tarrant 
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SMOKABLE FRINGE—Built around one of its ad series is this Parliament 

cigaret display, which was unveiled in the Liggett Grand Central 

store by a model sporting a duplicate of the gold stemmed parasol 

in the ad, complete with golden rain drops and a fringe of cigarets. 

Shown admiring the display are (Il. to r.) David Mixter, Benton & 

Bowles; Charles Sanders, Parliament sales director, and Robert Lar- 
kin, sales promotion director of Philip Morris. 


‘Wisdom’ Will Matke | ™ss-cless” magazine is “the 


first national magazine for general 


F al ] De but on Coast readership to originate on the West 


Coast.” 

Los ANGELES, July 19—Wisdom, 
a new national picture magazine, | Paillard P roducts P lans 
will make its bow this fall. Hermes Typewriter Drive _ 

Admen now are getting a look The Hermes typewriter division 
at a dummy copy sent out by Leon |0f Paillard Products Inc., New 
Gutterman, editor and publisher.| York, will launch the largest ad- 

Called “The Picture Magazine of | vertising and promotion campaign 
Knowledge and Culture,” Wisdom|in its history in September. The 
will be published monthly by Wis- | drive will be spearheaded by mul- 
dom Magazine Inc., Beverly Hills. tiple insertions in The Saturday 


Page size is 104%”"x13%4”". The mag- 
azine will be printed by Pacific 
Press, Los Angeles, printer of the 


‘Evening Post and backed by a 


schedule in the Christian Science 
Monitor, the New York Times 


West Coast editions of Life, News- Magazine and the Saturday Re- 
week and Time. ‘view. In addition, all Hermes 

It will be available by subscrip- agents will receive promotion kits 
tion only, for $7.50 a year. Charter containing banners, streamers, ad 
subscribers get a special rate of reprints, posters, mats and direct 
$6. mail aids. 

In a publisher’s statement in the! The company has_ scheduled 
dummy copy, Mr. Gutterman de-|spreads in the Post, with the right 
clares: “Modern living leaves little | hand page featuring Hermes type- 


time for making or renewing ac- 
quaintance with age-old wisdom. 
Wisdom makes it easy to do both. 
It offers intimate contact with the 
world’s most interesting, most 
brilliant men and women whose 
timeless wisdom has lasting im- 
pact.” 


® The advance copy now making 
the rounds has the Karsh photo- 
graph of the late Albert Einstein 
on the cover. The editorial matter 
consists almost entirely of extracts 
from books and speeches. Among 
the notable bylines: Dwight D. 
Eisenhower, David Sarnoff, Henry 
Ford II, Leo C. Rosten, Carl Sand- 
burg, Bertrand Russell, John Ma- 
son Brown and Lin Yutang. 

Mr. Gutterman points out that 


writers and the left hand page 
| featuring Bolex cameras, both 


under a slogan, “a Swiss Paillard 
product.” Fuller & Smith & Ross 
is the agency. 
Ziv Names Paul Scheiner 

Paul T. Scheiner, a former gen- 
eral manager of KGO and an ac- 
‘count executive with KGO-TV, 
San Francisco, has been named 
San Francisco representative for 
Ziv Television Programs Inc. 


Quigley Promotes Levy 

| Martin Quigley, president of 
Quigley Publishing Co., New York, 
‘has appointed Raymond Levy ex- 
ecutive publisher. Mr. Levy joined 
the company in 1950 and was 
elected v.p. in 1951. 


America’s leading 
advertisers 

look to LANDAU 
for outstanding 


painted displays 


OUTDOOR ADVERTISING COMPANY 
3627 N. Smedley St., BA 9-5500, Phila. 40, Pa. 
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Advertising Age, July 25, 1955 


‘In the Flesh’ Disneyland Pulls 
Rating as Impressive as Air Version 


(Continued from Page 1) 


and so on down the list. The ex- 
ception is the cola companies, with 
Pepsi-Cola and Coca-Cola selling 
soft drinks. 


# The Disney contracts call, in 
most cases, for a five-year lease, 
with two years’ rent in advance, a 
fee described as covering the ad- 
vertising and publicity resulting 
from the tie-in. In addition, Dis- 
ney reserves the right to approve 
all advertising and publicity. 

The park, or “Magic Kingdom” 
as Disney describes it, covers 160 


t 


PROMOTION VISITS PROMOTION—At- 

tired in their familiar fur caps, 

young Davy Crocketts, products of 

one Disneyland promotion, were 

eager visitors at the Disneyland 
park promotion. 


acres of land in Anaheim, 22 miles 
southwest of Los Angeles. 

The extravaganza is owned 
jointly by three companies: Walt 
Disney Productions has 34% of the 
stock, Disney himself and West- 
ern Lithographing Co. (subsidiary 
of Atlas Corp.) have another 34%, 
and ABC-Paramount has 32%. 

Each of the three co-owners is 
reported to have put up $1,150,000 
initially. The total sum spent by 
the opening date is estimated at 
$17,000,000, with exhibitors spend- 
ing more than $6,000,000, plus 
their two years’ rent in advance. 

Forty-nine major companies—at 
last count—have helped Disney 
build his magic kingdom. A quick 
tour through the park will give 
some idea of the scope of the tie- 
ins: 


e At the gate of the park is a %& 


. |actual size replica of an old-time 
one railroad, one baking company 


Santa Fe Railroad station. A pas- 
senger and a freight train, replicas 
of early Santa Fe steam engines, 
run around the park. 


e The first section of Disneyland 
is Main Street, USA, which is a 
replica of an American town at 
the turn of the century. Three city 
blocks are lined with Victorian- 
style stores built by Upjohn Co., 
Ready-to-Bake-Foods, Wurlitzer 
Co., Bank of America, Eastman 
Kodak, Gallenkamp Co. and Em- 
porium of Orange County, to name 
just a few. 


e In the next section—Tomorrow- 
land—American Motors Corp. has 
its $700,000 Circarama, a futuristic 
exhibit of a circular motion pic- 
ture screen. 


e The symbol of Tomorrowland is 
a huge pylon-like space rocket 
built by Trans World Airlines and 
Kaiser Aluminum & Chemical 
Corp. 


e Fantasyland has a huge castle 
decorated with gold-colored alum- 
inum, courtesy of Kaiser, and a 
Pirate Ship Seafood Restaurant by 
Van Camp Sea Food Co. 


e A golden horseshoe, the “long- 
est little bar with the tallest glass 
of pop,” has been built by Pepsi- 
Cola in Frontierland. Frito Co. has 
a Mexican restaurant in this sec- 
tion. 


# The Disneyland publicity and 
advertising story has only begun. 
The story out here goes that offi- 
cials were kept busy for weeks 
supplying stories to newsmen from 
every conceivable publication. 

The park ran ads in local papers 
announcing the opening, and two 
papers, the Los Angeles Times 
and the Los Angeles Examiner, 
ran full 20-page special supple- 
ments in which participating com- 
panies advertised. 


There is the ABC “Disneyland” |® 


weekly tv show on the air now, 
and in October, Disney’s new 
“Mickey Mouse Club” will go on 
the air, also on ABC-TV. 

The Disneyland show will, on 
alternate weeks, use the park as 
the focal point of the program. 

As for the exhibitors’ ad plans, 
some are “waiting to see.” Others 
are planning tie-in national cam- 
paigns for the fall, and others have 
already started. 


Wurlitzer, for instance, will use |* 


the official Disneyland piano in all 
its ads. It has altered its slogan, 
“Wurlitzer—the name that means 
music in Disneyland.” 


s Here’s a brief rundown on the 
tie-in activities of a few of the ex- 


ONWARD AND INWARD—As they did everywhere, preview day crowds 
at Disneyland queued up to enter the Monsanto Chemical Co. exhibit 
in Tomorrowland. 


JUVENILE SODA JERKS— 


hibitors: 

Ready-to-Bake-Foods, Los An- 
geles, has an exclusive on all the 
baked foods in the park, plus the 
Puffin Bake Shop, @ retail store 
on Main St. The company will tie 
Disneyland into its national ad- 
vertising in consumer magazines, 
trade publications and newspapers. 
Radio and tv will be used this fall 
on a market to market basis. 

Point of purchase materials and 
truck banners are also being pre- 
pared. The special TWA flight to 
Disneyland Saturday morning will 
serve baked goods from the Puffin 
shops. Henri, Hurst & McDonald, 
Chicago, is the agency. 

American Dairy Assn., Chicago 
has a dairy in Tomorrowland de- 
picting the story of milk. The as- 
sociation is considering using the 
park as a focal point for its June 
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BANK OF AMERICA—T his is one of the 
Bank of America ads running in the 
July 22 issues of Time and News- 
week. The ad portrays the bank 
building and miniature railroad in 
Disneyland. Charles R. Stuart Ad- 
vertising, San Francisco, is the 
agency. 


dairy month promotion next year. 
Campbell-Mithun, Chicago, is the 
agency. 

American Motors Corp., Detroit, 
has developed point of purchase 
materials featuring its Circarama, 
which it will distribute ‘o dealers. 
It will also run an ad in the July 
20 issue of Automotive News and 
States that it has plans for a more) 
extensive tie-in for ‘re future. 


Geyer Advertising, De'roit, is the 
agency. 

Bank of America, 5... francisco, 
has a special branc’) on Main 
Street where it wi) <ive away) 
Disneyland maps souvenir | 
money orders. It rtised in) 
the July 22 issue Time and! 
Newsweek, and in |! papers for | 
the opening. Charles |. Stuart, San 
Francisco, is the ag 

Frito Co., Dallas, «© point of 


‘ Disney and E. Hadley Stuart Jr., grandson 
of the founder of Carnation Co., 


among boys and yirls from Los Angeles and Orange County. 


umpire a soda jerking contest 


purchase materials, with bumper 
streamers for company cars and 
trucks. It is advertising this month 
in local newspapers, tv, outdoor 
and food journals. Frito also says 
it is considering plans for national 
advertising. Ruthrauff & Ryan, 
San Francisco, is the agency. 
Trans World Airlines, New 
York, is including in all its na- 
tional and local advertising a plug 
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pers, tv and radio, are being used 
in 34 major markets. Color ads are 
‘running in Family Circle, Good 
Housekeeping, Woman’s Day and 
Sunset. A total of 5,900,000 promo- 
tion pieces is going out to deal- 
ers with a 16-page color brochure 
telling the story of the campaign. 
Brisacher, Wheeler & Staff, San 
Francisco, is the agency. 

Quaker Oats Co., Chicago, has a 
southern plantation with a New 
Orleans style restaurant with 
Aunt Jemima making pancakes in 
the bay window. The total cost of 
the exhibit is estimated at about 
$250,000 by Ray Schockley, as- 
sistant sales promotion manager. 
Quaker Oats advertised last week 
in local papers for the opening 
and will do some tie-in advertising 
later on, Mr. Schockley said. 


@ The complete list of Disneyland exhibi- 
tors at the last count is as follows: Coca- 
Cola Co., New York; Quaker Oats Co., Chi- 
cago; U.S. Time Corp., New York; Welch 
Grape Juice Co., Westfield, N. Y.; Crane 
Co., Chicago; Carnation Co., Los Ange- 
les; Eastman Kodak Co., Rochester, N.Y.; 
Cole of California, Los Angeles; Ready- 
to-Bake-Foods, Los Angeles; Van Camp 
Sea Food Co., Terminal Island, Cal.; 
Pepsi-Cola Co., New York; Maxwell 
House division of General Foods Corp., 
Hoboken, N. J.; American Dairy Assn., 
Chicago; Bekins Van & Storage, Los An- 
geles; Brooks Corp., Los Angeles; Hol- 
lywood Maxwell Co., Hollywood; Pen- 
dleton Woolen Mills, Portland, Oregon; 
Santa Fe Railroad, Chicago; Upjohn Co., 


for Disneyland. It will run in-| poy 


centive contests and tie in with 
other companies for travel award 


contests. Batten, Barton, Durstine|= 
& Osborn, New York, is the agen- || 


cy. 


»|™ Kaiser Aluminum & Chemical). 
Corp., Oakland, assigned an engi- || 


neer to work with Disney last Jan- 
uary to work out ways in which 
aluminum could be used most often 
and most effectively throughout 
the park. 


Kaiser shares an exhibit with|/ 


Monsanto Chemical Co., St. Louis. 


The aluminum company ran ads, || 


two-color when possible, in 75 


| newspapers in 61 cities on the day|” 
of the opening. It also took a four-| | 
‘color page in the weekend supple- || 
iments of the Los Angeles Times|| 


‘and Los Angeles Examiner. 


A. H. De Grasse, advertising|” 


manager, said that the company is 


“waiting to see” how things devel- 


op before finalizing any plans for 
national advertising. Young & 
Rubicam, San Francisco, is the 
agency. 


® Monsanto started its advertis- 


ing with a color page in the Dis- 


neyland supplement of the Los 
= | angeles Times. Reprints of this ad 


will be sent to customers and pros- 
pects. 


plastics division will run a toy 
contest with trips to the park as 
prizes. Needham, Louis & Brorby, 
New York, is the agency. 

Van Camp Sea Food Co., Ter- 
minal Island, Cal., is building its 


most extensive campaign to date 
around its Pirate Ship sea food 
restaurant in Fantasyland. 

Sunday comic sections, newspa- 


deen) emnnded 


pr aie bers 


All regular consumer and 
trade advertising will contain a 
mention of the exhibit and the 
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TWA-KAISER—T his is the space rocket 

in Tomorrowland built by Trans 

World Air Lines and Kaiser Alum- 
inum & Chemical Corp. 


Kalamazoo, Mich.; Wurlitzer Co., Chi- 
cago; American Motors Corp., Detroit; 
Bank of America, San Francisco. 

Others are Frito Co., Dallas; Gallen- 
kamp Co., Columbus; Gibson Art Co., 
Cincinnati; Kaiser Aluminum & Chem- 
ical Corp., Oakland; Monsanto Chemical 
Co., St. Louis; Richfield Oil Corp., Los 
Angeles; Swift & Co., Chicago; Ameri- 
can Souvenirs, Los Angeles; Emporium 
of Orange County Co.; Don Frank En- 
terprises, Los Angeles; Grand Central 
Concessionaires, Los Angeles; James A. 
Hume, Los Angeles; Insko Jewelry, Los 
| Angeles; Jemrocks Inc., Los Angeles; Law- 
son Engineering, Yale ‘be Towne Mfg. Co., 
Los Angeles; National Lead Co., San 
Francisco. 

Orange County News Service, Orange 
County, Cal.; Random Parts Inc.; Sunny- 
View Farms; UPT Concessions; Western 
Lithographing, Los Angeles; Wynegar En- 
terprises; Ruggles China & Gift Shop; 
BoneKraft Inc.; Canale & Gilbert. 


whem + 


rertastom where cards tun 
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VAN CAMP—Playing on its Pirate Ship Sea Food Restaurant in Fan- 
tasyland, Van Camp Sea Food Co. is offering a Pirate Party kit in 
this ad. 
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Today th-':'s a bigger difference than ever on Mutual — 


both in how much you get and how little you pay. 


Nowhere ©/se will you get such powerful local impact — 


through @ network fabric with all the strength of 


“hometown" radio... or such coverage-from-within | 


of markets both with and without television... or 


such a big-audience “extra” in out-of-home listening. 


And nowhere will you find more for your money than 
in Mutual's new rate card. You can now (for example) buy 


/5 minutes on 557 stations for $2,970. Or a quarter-hour 


air-time cost for each station of only | $5.34 | Or only 


$/.78 per commercial minute. Day or night. It’s good value 
for Watertown or Waterbury...a bargain for Memphis or 


St. Jo...almost unbelievable for New York or Los Angeles. 


And it doesn't take a slide-rule to see how /ittle 20 or 30 


seconds would cost! 


These low, low rates make Mutual the network of best buys 
in all radio today— for a sectional or national program, 


for maximum saturation, for large and smal! advertisers. 


And for you, too. Ask for a “reading” on Mutual's new rate 
card, See how it gives your budget far more local sell — 


on the “plus” network... 


MUTUAL Broadcasting System 
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One gain doesn’t make a trend... but when month after month both newsstand position 
and advertising revenue keep climbing, there’s strong evidence that readers are endorsing 
our ‘‘product’”’, and that, more and more, advertisers are recognizing our lucrative market. 


READER ACCEPTANCE LIFTS TRUE STORY TO 
4th PLACE IN NEWSSTAND SALES* 


2nd 6 MONTHS AVERAGES FIRST QUARTER 
1950 1951 1952 1953 er >. 1955 
Ist TV Guide 
, Ladies’ 
2nd Home Journal - 
Saturday 
3rd Evening Post 
4th 


Better Homes 


5th & Gardens 


6th McCall's 


7th True Confessions 


8th Home Companion 


9th Life 


10th True 


*VOLUNTARY SALES ARE THE TRUEST MEASURE OF A MAGAZINE’S VITALITY AND READER LOYALTY! 
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Source: Publicher’s Statement to ASC, and Interim Statements for period ending March /!. 1955 
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ADVERTISER ACCEPTANCE oF TRUE STORY 


RESULTS IN 13 CONSECUTIVE MONTHS OF REVENUE GAIN 


GAINS 
1954 vs. 1953 


GAINS 
1955 vs. 1954 


THE SERVICE MAGAZINE WAG: EARNER FAMILIES READ 
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The NEWS of the ROCKIES 


Total linage in May (1,993,240) sur- 
passed even December 1954, which 
was the biggest month in our history, 
in our biggest year. 


(Media Records) 


A Seripas*Howard Heuspapet DENVER 


Shoe Corp. Buys Mid-States 
Shoe Corp. of America, Colum- 
bus, O., has purchased Mid-States 
Shoe Co., Milwaukee, maker of 
Crosby Square shoes. Charles Ort- 
giesen, Mid-States president, said 
the Milwaukee company’s manage- 


ment will be retained and its prod- 
ucts will continue to be sold 
through independent dealers. 


Hunt Foods Buys Glass Plants 


Hunt Foods Inc., Fullerton, Cal., 
has purchased two glass plants of 


a4 payee 
[ v H 
0 
= STEAL PROMOTION 
—This ad is typ- 
td lial ical of a series to 


be run by U. S. 
Steel in a nation- 
wide consumer 
promotion to help 
focus attention on 
sleeping equip- 


Glass Containers Inc.—in Antioch 
and Vernon, Cal.—and the facil- 
ities‘of Nevada Silica Sands Inc., 
Overton, Nev. Hunt will operate 
the companies as subsidiaries un- 
der the names Glass Containers 
Corp. and Nevada Silica Sands 


ment and sleep 
stealing, inade- 
quate versions of 
it. Entitled “Op- 
eration Under- 
cover Agent,” the 


Corp. 


WDBJ-TV Joins Columbia 

WDBJ-TV, Roanoke, will join 
CBS Television as a member of 
the basic opticnal group, effective 
Oct. 1. 


ads are designed 
to aid retailers, 
manufacturers 
and suppliers of 
bedding equip- 
ment. 


Mr. Vincent Sillitta, Traffic Manager of Clarostat Mfg. Co., Inc., discloses 


“How this guided missile 
gets there on time!”’ 


",.. 5,4, 3, 2,1, fire... and a Clarostat product helps head 
the missile for an ‘enemy’ bomber! 

“But before its deadly rendezvous, that tiny part of the 
missile’s ‘brain,’ a Clarostat resistor, had to keep another vital 
appointment — with the Guided Missile production schedule. 

“That date was kept by Air Express! 

“We ship up to 15,000 pounds of Clarostat Resistors per 
month by Air Express. Their sizes range from the one men- 


tioned above—finer than a human hair—to shipments weigh- 
ing one hundred pounds and more. 

“With Air Express help, we can meet extremely exacting 
delivery specifications. Yet most shipments cost /ess than by 
any other air service. A 25 lb. shipment from Boston to 
Toledo, for instance, costs $6.45. That's 5¢ Jess than the 
next lowest air carrier—and the service can’t be compared!” 

It pays to express yourself clearly. Say Air Express! 


& Air Express one 


GEaTs THERE FIRST via US. Scheduled Airlines 


CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 


U.S. Steel Opens Ad 
Program to Promote 
Sleeping Equipment 


PITTSBURGH, July 20—The USS. 
Steel Corp. has unveiled “Opera- 
tion Undercover Agent,” a nation- 
wide consumer promotion to help 
retailers, manufacturers and sup- 
pliers of bedding equipment focus 
attention on sleeping equipment. 

The operation is designed to 
awaken the American family to 
realization that their bedding 
“must be kept just as up to date 
as their cars and clothing,” U.S. 
Steel says. 

Mapped for smooth tie-ins by 
manufacturers and retailers, the 
promotion will push the theme, 
“Modern mattresses and bedding 
equipment are necessary for 
healthful, relaxing and refreshing 
sleep.” 


® Trade ads will appear in Bed- 
ding Merchandiser and Bedding 
Manufacturer in August and Sep- 
tember, Furniture South and Fur- 
niture World in August and Re- 
tailing Daily Aug. 9 and 17 and 
Sept. 7. 

In addition, four-color page ads 
will appear in the October issue of 
McCall’s and the Oct. 15 issue of 
The Saturday Evening Post. 

Mary Kay and Johnny, US. 
Steel Hour personalities, will en- 
courage a network television audi- 
ence to be “undercover agents” on 
Oct. 5, 12 and 19 (U.S. Steel Hour 
is seen live on 117 CBS TV sta- 
tions). 


® To encourage participation, the 
company will contact 550 manu- 
facturers, 100 suppliers, and 24,500 
retailers. 

Those who join the promotion 
will be furnished six different 
newspaper ad mats featuring the 
Undercover Agent theme, symbol 
and detective characters from the 
national ad; tv spots with open 
ends; three one-minute open end 
radio commercials; and a retailer 
promotion kit which includes a 
counter display easel, proofs of the 
available ad mats, and a mer- 
chandising idea book with sugges- 
tions for displays, publicity and 
other tie-in material. 

The promotion is one in a series 
of similar national drives sparked 
by the company. Others were 
“Snowflake,” “Wife Saver,” and 
“Shower the Bride.” 


Dresser Division to McCarty 


The Roots-Connersville blower 
division of Dresser Industries, Con- 
nersville, Ind., manufacturer of 
equipment for industrial handling 
of gas and air, has appointed Mc- 
Carty Co., New York, to handle its 
advertising. The former agency of 
record was Fuller & Smith & Ross, 
Cleveland. 
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Advertising Age, July 25, 1955 


Problems Peculiar to Liquor Advertising 
Demand Highest Creative Skill, Author Says 


New York, July 19—Creative 
talent of the highest order is re- 
quired to produce powerful and ef- 
fective copy for most brands of 
liquor, says Henry Bretzfield in his 
new book, “Liquor Marketing and 
Liquor Advertising.” 

This need is the result of federal 
and local legal restrictions and of 
the fact that few brands have a 
clear-cut product advantage over 
similarly priced competitive brands, 
Mr. Bretzfield says. The book is 
published by Abelard-Schuman 
and is priced at $7.50. 

The author has been associated 
with liquor marketing and adver- 
tising since his graduation from 
Cornell University in 1934, and 
now is senior account executive of 
Lawrence Fertig & Co. 

Intended as a reference volume 
and refresher course for liquor ex- 
ecutives and their staffs, the book 
is also an instruction manual for 
marketing students. It covers vir- 
tually every phase of the distilled 
spirits industry and presents de- 
tailed information on markets, 
packaging, pricing, marketing and 
advertising law, sales and profits. 
It outlines the history of the indus- 
try and gives descriptions of the 
production of most important types 
of alcoholic beverages. 


= The text is supplemented by 
photographs, maps, charts, tables, 
transcripts of liquor laws, a glos- 
sary of terms, bibliography and in- 
dex. 

“As an advertiser,” Mr. Bretz- 
field says in his chapter on market- 
ing and advertising procedure, “the 
liquor industry today ranks among 
the nation’s leaders. In the four 
major consumer media open to the 
industry—newspapers, magazines, 
outdoor and _ transportation—ex- 
penditures by producers and im- 
porters have approximated $75,- 
000,000 annually. Expenditures for 
trade paper advertising, point of 
sale material, direct mail and ad- 
vertising by wholesalers and retail- 
ers account for many more millions 
of dollars. 

“With respect to the four prin- 
cipal media, more than 50% of 
liquor expenditures are in newspa- 
pers; magazine advertising ac- 
counts for about 30%; outdoor ad- 
vertising for about 15%; transpor- 
tation advertising for about 2%. 


= “The ultimate function of most 
liquor advertising and promotion 
campaigns,” Mr. Bretzfield points 
out, “is to increase sales by build- 
ing a distinctive personality, at- 
mosphere or feeling about a brand. 

“If this is accomplished, an 
equity is created which is one of 
the brand’s most valuable proper- 
ties. Thus, as for products of other 
industries, establishment of a 
strong brand name becomes the un- 
derlying principle for long-term 
success in liquor marketing and 
advertising. 

“Copy must be varied,” Mr. 
Bretzfield says, “as in the case of 
non-liquor products, for each type 
of media used. Magazine advertis- 
ing will generally be considered 
most important for brand-building 
purposes. Newspaper advertising 
will also be considered as contribu- 
ting to brand-building, but copy 
will attempt to prompt more 
immediate action. 

“Outdoor advertising, traveling 
displays and station posters will 
keep the copy message to a mini- 
mum and will try to convey only 
one salient point in connection with 
the brand. 

“Interior bus and car cards will 
go into less detail than magazine or 
newspaper advertising, but will 
present lengthier copy, if feasible 


sales and accounts for about 82% 
of the total, Mr. Bretzfield notes 
that among straight whiskies, ap- 
proximately 90% is bourbon, and 
among bonded whiskies about 98% 
is bourbon. 

“Hence, it may be observed,” he 
says, “that the largest selling 
whiskies on the market today are 
spirit blends, straight bourbons, 
bonded bourbons, Scotch and Ca- 
nadian.” Placing other types in the 
“other whiskies” column, he arrives 
at the following: 


% Sales % Sales 

All Whiskies All Spirits 
Spirit blends 55.9 46.0 
Straight bourbons 19.3 15.9 
Bonded bourbons 8.2 6.8 
Scotch whiskies 7.2 59 
Canadian whiskies 5.6 4.6 
Other whiskies 3.8 3.1 
100.0 100.0 


Discussing Major producers, Mr. | 
Bretzfield confirms that “the ‘Big| 
Four’ in the liquor industry today, 
as at the time of repeal, are Sea-| 
gram, National, Schenley and 
Walker, each of which operates as 
a distiller, rectifier and importer. 
In terms of annua! dollar sales vol-| 
ume, Seagram, the leader, has 
averaged between $7(00,000,000 and 
$800,000,000. National and Schenley | 
have averaged between $400,000,-. 
000 and $500,000,000. Hiram Walker 
has averaged between $300,000,000 
and $400,000,000. 


= “Advertising expenditures per 
company by major distillers are 
estimated as ranging from upwards 
of $5,000,000 to approximately $25,-. 
000,000 annually,” he said. 

Mr. Bretzfield’s book blueprints | 
comprehensively and clearly the | 
complexities and unusual market- | 
ing and advertising patterns which 
exist only in the liquor industry 
and presents a wealth of related 
information. 


director of the Times, Geneva, N. 
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Gannett Boosts Heselden 
John E. Heselden, advertising 


| Christopher Adds Account 

Clarin Mfg. Co., Chicago maker 
of folding chairs, has appointed 
Y., has been named assistant to Robert Christopher Agency, Chi- 
Lynn N. Bitner, general manager | cago, to handle its advertising. 
of the Gannett Group of Newspa- | Goodkind, Joice & Morgan former- 
pers, effective Aug. 1. ‘ly handled the account. 


COMING SOON 
New Golden Zone Market Book 


A wealth of material on this rich 13-county area will be yours 
in the 1955 Golden Zone Market Book. Contains valuable 
information for all sales and advertising managers planning 
national or regional campaigns—latest population figures, 
buying power, retail sales, market characteristics, etc. 


RESERVE YOUR COPY NOW 
Write P. H. Knapp, General Advertising Mgr. 
FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE 


Che News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


Golden Rule 
Prize Package 
N. Y. Specialists 


Pin-Curl Exclusive 


* 
Try these delicious 
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or so desired, than outdoor adver-| 
tising and other forms of transpor-| 
tation advertising.” 


® Pointing out that whisky ranks 
first in national distilled spirits 
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@ Help others and you help yourself was the phi- 


losophy behind the Ac’cent promotion for June 1955. Be- 
cause Ac’cent — flavor-building monosodium glutamate — 
makes chicken so tasty, advertising promoted chicken dishes 
and told how Ac’cent brings out all their flavor. The poultry 
industry and retailers across the country responded with 
requests for more than 400,000 colorful point-of-sale pieces. 


© There’s a world of opportunity in New York State, 
as businessmen can see in these unusual color maps for 
The Marine Midland banks. Each pinpoints an outstand- 
ing business advantage of the Empire State, and proves 
“Marine Midland banks know New York.” Color ads appear 
in Business Week, U.S. News & World Report. Black-and- 
white versions in The Wall Street Journal. BBDO Buffalo. 


@ When pilot contests gave canned soft drink sales 
a real boost, Continental Can Company decided to go all 
out in 1955. Promotion high light is a $25,000 consumer 
contest .. . 25 words on “Why I like soft drinks in cans.” 
Contests with $15,000 in prizes encourage dealer-salesman 
support. Contests run May 22-July 16 in 40 markets, backed 
by heavy advertising and point-of-purchase material. 


1 ST 5 EXTRA SECONDS YOU CAN 


Set pin-curls that last twice as long! 


Onty Keeton hes it! Here's freedom, at lest, from nightly ple-aps! 


~ Koln iS 
‘SATIN-SET’ i = 


Wd the one ent ony Pin-Gurt Berns See tor Geet Lode a 


Q The pin-curl crowd, those 8 out of 10 women who 
set their hair in pin-curls, are getting well-deserved beauty 
attention. Now, Revlon offers the first and only pin-curl 
spray-set —‘Satin-Set.’ It sprays on quickly, sets pin-curls 
that last twice as long. Campaign breaks in Life, continues 
in magazines, newspapers and on network TV with The 
Johnny Carson Show and The $64,000 Question quiz show. 


BATTEN, BARTON, DURSTINE & OSBORN, INC, 


Advertising 


NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND + PIT1:2URGH * MINNEAPOLIS * SAN FRANCISCO * SEATTLE * HOLLYWOOD * LOS ANGELES + DETROIT * DALLAS * ATLANTA 
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2nd EVENING PAPER 330,992 LINES GAIN 


Ist MORNING PAPER 607,830 LINES GAIN 


2nd MORNING PAPER 111,882 LINES GAIN 


NOTE: Gains and losses based on total retail adver- 
tising linage, daily and Sunday. 2nd and 


3rd evening papers publish six days weekly 
Source: Media Records 
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HE JOURNAL-AMERICAN gained over 700,000 lines of retail 


| advertising in the first six months of '55-far more than any 
iI other New York newspaper and continuing the Journal-American's 
million-line retail increase in ‘54. 


I The Journal-American also gained 15.6°% in total advertising linage, 
ff in the first six months of '55- by far the largest percentage increase 
of all seven New York newspapers and double the pickup of the field. 
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NATIONALLY REPRESENT&D BY HEARST ADVERTISING SERVICE 
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Eastern Metal to Dunay lhandle its advertising. Initial 

Eastern Metal Products Corp., | advertising will be in business 

Tuckahoe, N.Y., manufacturer of | papers, followed by national con- 

electrical housewares, has ap- ey advertising in the spring 
IN THE SURGING SOUTHEAST 


pointed Dunay Co., New York, to |of 1956. 
Home Modernizing 


Retains The Dawson Company 


Publishers’ Advertising Representatives 
905 Chamber of Commerce Bidg., Miami 32, Florida 


go FOR RELIABLE REPRESENTATIO 
ed 


|Avco Names William Brittain 


Aveo Mfg. Corp. has appointed 
William J. Brittain advertising 
manager of its American Kitchens 
division. Mr. Brittain formerly 
handled publicity and dealer in- 
formation for Wohl Shoe Co., St. 
Louis. 


Norris Labs to Gelula 

Norris Laboratories, Norristown, 
Pa., maker of ethical veterinary 
products, has appointed Abner J. 
Gelula & Associates, Philadelphia, 


| to handle advertising for a new 
\dog shampoo, Shampooch. A seven- 
|week test campaign will be 
‘launched in Syracuse about Aug. 1 
through newspapers and television, 
to be followed by heavy regional 
promotion. 


Hartman Named Exec. V.P. 


John W. Hartman, sales manager 
of Sales Management for the past 
three years, has been appointed 
exec. v.p. of Sales Management 
Inc., New York. 


AMERICAN. 


VIL 


wipins rere 
st 8 ans 


tee wort 


_.. helps bring bigger business to advertisers 


Editorial appeals of the 1955 Ameri- 
can Builder are balanced between big 
and small builders, East and West, 
North and South, big town and small 
town, light commercial and residential 
construction. And they have this in 
common: the appeals are today’s ap- 


peals—ideas that the builder can use 
right now! 


“ Balanced Coverage 


HERE’S ONE SURE WAY to avoid neglecting any part of the big 
ger booming 1955 light construction market: put your adver- 
tising in the 1955 American Buitper. The better-rounded business 
it can bring you is a bigger business. 

Have you compared light construction papers lately? Only the 
1955 AMERICAN BUILDER now offers you the extra aim and impact 
of (1) three regional editions, or (2) a free corollary aid like our 
Light Construction Merchandiser to wrap up your “merchandising 
package,” or (3) “Starched” issues to help you keep your new 
advertising targeted on today’s new market. S1IMMONS-BOARDMAN 
Pusiisuine Co., 30 Church St., New York 7, N. Y. 


Bigger Business ” 


Advertising Age, July 25, 1955 


Top Sales Year Is 
Ahead for Home 


Laundry: Reeve 


Hot SpRINGs, Va., July 19—A 
record year in sales of home laun- 
dry appliances during 1955 was 
forecast yesterday by W. Homer 
Reeve, president of the American 
Home Laundry Manufacturers’ 
Assn, and head of Easy Washing 
Machine Corp. 

At the same time, “false” adver- 
tising can undermine this great 
sales potential, Mr. Reeve warned 
at the summer meeting of the as- 
sociation. 

He said that in the light of sales 
so far, market researchers have 
had to revise their estimates for the 
year upward to a sale of 5,580,000 
home laundry appliances for the 
industry. 

Earlier, they had predicted a sale 
of between 4,500,000 and 4,800,000. 
However, factory sales of washers, 
ironers and dryers at the present 
time are running 34% ahead of a 
year ago, calling for the new es- 
timates, he said. 


- 


® Mr. Reeve said 3,000,000 auto- 
matic washers, 1,100,000 conven- 
tional washers, 1,250,000 dryers 
and 80,000 ironers will be sold in 


» | 1955. 


He said these new record sales 
are made possible by the rate of 


» |population growth and by high 
" |employment and higher average 


incomes. 

However, he warned that all 
would not be “a bed of roses.” 

‘We have problems and growing 
pains, like any other industry,” he 
said. “We must watch carefully 
lest we be lulled into a false sense 
of security over our gains from 
last year.” 

Among the obstacles he told the 
manufacturers to watch out for in 
the coming months was the rising 
cost of steel. 

“We will be faced with the 
dilemma of maintaining prices and 
volume while we are squeezed 
from the cost side by higher prices 
which we must pay,” he said. 


® He also attacked “misleading” 
advertising as a problem confront- 
ing manufacturers. 

“The industry is affected ad- 
versely by advertising and promo- 
tion based on misleading claims— 
such as picturing an elaborate ma- 
chine and stating a price for the 
economy model—or deriding fea- 
tures thought by many responsible 


||industry members to be sound. 


These things cause the customer to 
lose faith and do precious little 
to sell products,” he said. 

In referring to the present work 
of the association, he said the mar- 
ket research committee is now in 
the process of working out a plan 
for analyzing sales by counties. 

“We will all compete more effec- 
tively, not only against each other, 
but also ail of us against other ap- 
pliances and other demands upon 
the consumers’ dollar,” he said. 


Japanese Crabmeat Canner 
Runs Summer Campaign 


A summer drive for canned Jap- 
anese crabmeat has been launched 
by Japan Canned Crabmeat Sales 
Co., Tokyo. Television kitchen 
shows are being used in Baltimore, 
Boston, Chicago, New York and 
Philadelphia, plus newspapers in 
these cities and in San Francisco 
and Hartford, Conn. The national 
edition of The New Yorker is also 
being used. A free recipe booklet 
will be offered next month. Goth- 
am-Vladimir Advertising is the 
agency. 


Johns Joins Ruppert 

Albert B. Johns, formerly gener- 
al sales manager of Iroquois Bever- 
age Corp., Buffalo, has joined 
Jacob Ruppert Brewery, New 
York, as distributor sales manager. 
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A reminder to advertisers that .. . 


IDEAS beget IDEAS 


We at Advertising Requirements had occasion recently to tally 
the number of reader requests-for-further-information that we have 
serviced since our monthly publication began in 1953. The total— 
340,000 in 30 months—not only establishes, we believe, a record 
for business publications, but dramatizes again the gnawing hunger 
of Advertising Management for ideas. It demonstrates, too, the 
power of an advertising publication—and advertised products— 


to suggest ideas to buyers of advertising. 


It seems well to remind ourselves and our advertisers at times that 
the men (and women) who took the time and trouble to send 
340,000 inquiries for additional information were not basically 
interested in papers and signs and printing services as such—but 
rather in improved appearance for their mailing pieces and packag- 
ing, new audience-appeal brought to their trade shows and exhibits, 
lower costs or better quality in all of their advertising and sales 


activities. 


Periodic analyses of these AR inquiries prove again and again 
that idea-suggestors are not necessarily limited to new products or 
new services. The old adage about there being nothing new under 
the sun—that new ideas are usually matters of re-arrangement and 
different applications of known data—is borne out month after 
month by inquiries for both new and long-established products dis- 
played in AR advertisements, or mentioned in AR’s editorial col- 
ums. Some have been on the market pretty much in their present 


forms for ten, twenty or fifty years. 


Probably in no other field does the power of advertising to 
dramatize, to announce, to remind, to educate—in short, to stim- 
ulate buying action—prove itself as well as in the advertising busi- 


ness itself. By nature, Advertising Management is creative, active 


Advertising 
Requirements 


and progressive. Ideas about advertising materials and services are 
as vital to daily production in this field as materials and equipment 


are to any manufacturing plant. 


If your company has products or services to sell to the Advertis- 
ing Management field, the moral in “Ideas Beget Ideas” has a direct 
bearing on your sales volume. By advertising regularly—by an- 
nouncing new products, by reminding readers of time-tested mate- 
rials and services, by suggesting new applications and methods— 


you constantly create markets and sales through the power of ideas. 


Following the moral ourselves, we would like to remind you that 
no other publication compares with Advertising Requirements when 
it comes to capturing the interest of Advertising Management. As our 
340,000 requests in 30 months prove, this particular market turns 
to AR when looking for ideas on advertising promotion, production 
and merchandising. Every month their inquiries cover the full 13 


sections published in every issue of AR: 


Radio and TV Production 
Printing and Binding 


Signs and Identification Materials 
Photoengraving and Platemaking 
Window and Store Displays Art and Photography 
Shows and Exhibits 


Direct Advertising 


Typography and Layout 
Audio and Visual Aids 
Premiums, Prizes and Specialties Paper 


Labeling and Packaging 


If you would like to test the sales power that comes from the idea 
power of some 13,000 advertising-management men, 5,300 advertis- 
ing agency men, 2000 production and promotion men for leading 


media, arrange your space sched- 


ule in Advertising Requirements 


today. 
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Department Store Sales... 


10% Gain Registered for July 16 Week 


WASHINGTON, July 22—Despite 
high temperatures, thunder show- 
ers and other inclement weather, 
consumers continued to keep de-| 
partment store sales at a high level | 
in the week ending July 16. 

According to the Federal Reserve 
Board, sales were 10% higher in| 
the week ending July 16 than in) 
the same week of 1954. Sales for 
the four-week period ending then 
were 8% ahead of 1954, and year- 
to-date sales were 6% ahead. | 

All 12 FRB districts showed 
gains. These were: Boston, 5%; 
New York, 7%; Philadelphia, 11%; 
Cleveland, 18%; Richmond, 12%; 
Atlanta, 13%; Chicago, 13%; St.| 


Louis, 12%; Minneapolis, 9%; Kan-| 


Department Store 
Sales Barometer 


Change From 1954 


Week Ended | me 
July 16, 1955 


Jan. 1 to 
July 16, 1955 


B i6% 


sas City, 7%; Dallas, 3%, and San 
Francisco, 4%. 


Westside Los Angeles .... + 4 


+6 


' Y se FE = \ * 

Sacramento ................ 2 +3 
San Diego ............. + 4 om Ad 
San Francisce-Oaklan( +3 + 6 
San Francisco City +5 +8) 
Oakland City ....... -i +% 
ae —2 + 9| 
ee ae +5 + 3| 
Salt Lake City ... +14 +14) 
| TEs aa +9 * 
Spokane 0.00.00... +13 +5 

Tacoma +18 " 

r—Revised. 


*—Data not available. 


‘Alabama News’ Changes 
Name to ‘South’ in Expansion 

Alabama News, Birmingham, 
will change its name to South, 
The News Magazine of Dixie, July 
30 and broaden its coverage to in- 
clude six additional states—Flor- 
ida, Georgia, South Carolina, 
Louisiana, Mississippi and Tennes- 
see. 

Hubert Baughn, publisher, said 
there will be no change in the 
weekly publication’s format or edi- 
torial policy. 


FRED H. HANCOCK 

Cuicaco, July 19—Fred H. Han- 
‘cock, 58, v.p. and secretary of 
Edwards & Deutsch Lithographing 
'Co., died July 2 of heart disease, 
at St. Luke’s Hospital here. Born 
in Milwaukee in 1897, Mr. Hancock 
joined Edwards & Deutsch as a 
clerk in 1917 but soon transferred 
to the sales end of the company. 
In 1933 he acquired a financial 
interest, and in 1951 he became a 
director and was elected secretary 
of E&D. He continued, however, to 
serve as sales manager of the east- 
ern division. 


JOHN C. MANSFIELD 


New York, July 19—Col. John 
C. Mansfield, 76, circulation rep- 
resentative of the New York Morn- 
ing Newspaper Assn., died July 16 
at St. Luke’s Hospital. He acted 
for the publishers in their deal- 
ings with the owners of news- 
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stands and home delivery route- 
men. He had held the position 
since 1932. Before that he had 
been circulation manager of the 
New York Journal and had worked 
for the old New York World. A 
veteran of the Spanish-American 
War and World War I, Col. Mans- 
field retired from the army reserve 
in 1941. 


CLAUDE G. PUTNAM SR. 


Los ANGELES, July 20—Claude G. 
Putnam Sr., 70, commercial artist, 
cartographer and a founder and 
first president of the Advertising 
Art Assn. of Southern California, 
died July 17 at Hoag Memorial 
Hospital, Newport Beach. He was 
prominent as an advertising artist 
and illustrator shortly before and 
after World War I. Later he be- 
came famous for his illustrated his- 
torical maps of California and the 
Far East. 


% Change from "54 
Week ending 


| 


Federal Reserve July July 
District, Area and City 2 9 
UNITED STATES  .......000:ccc00 r+ 5 +13 
Boston District ...................06 —4 +8 
Metropolitan Areas 
SIN © dinttastttorecnasipsstttnsreccesse — 8 +19 
Downtown Boston .......... —14 +4 
Suburban Boston ............. +4 +18 
ROI ncccitesncecensscienenss — 2 +11 
ITIL: sdosuichainatencdtpapiesoidosiche — 4 +19 
Lowell-Lawrence _ ............ +11 +12 
Cities 
SP RNNIEIIIIIN i. ihtnidnenatesscniahaieorts +5 +7 
ORI, Mittctinntetesrececicnservss +1 +10 
New York District ................ +2 +6) 
Metropolitan Areas 
SEMEN gusedilissttnesonenscnnevesessests r— 4 14 
New York-N.E. New 
- IEE sosccrnaittaitainiinansbanteatpeies + 3 +9 
SIL. sitdllicimipastutadevensvesnen + 3 +7 
STEMI: ensiguntdbeesecucecescoie +1 4 6) 
IONE. | sdcentdpcnicisccorsccccscee r— 2 +1 
BE IEIIIED sestnsidunsecsttncsscheninhensoes r+ 5 +1 
Philadelphia District ............ + 3 +19 
Metropolitan Areas 
RIP TEIEITIID . Gitanssssarteisionicsoaiece r+ 3 +30 
INE Gs cuititicnetentinttncictingnecie r— 3 +14 
IEE sessibscrsceenscsenconsernit +1 +17 
Philadelphia . ..............0.0...00 r+ 2 +17 
ES eee ee +18 +33 
IED. bithtiebiditiestchsosesssseseus 0 +19 
Wilkes-Barre—Hazleton .. +12 +26 
Cleveland District .................. r+ 8 +21 
Metropolitan Areas 
IID Wickisiternedsntesyesosseneees —13 +18 
IE Wild birtietenlaciesinrrsionosscinate +10 +13 
RINE ponsascncndevtecrscccsccoree +1 +17 
PO UIIINGD « pecditnsecdescivesiecereesecses +4 +22 
SRUPUEE  Sabmidtictsenterresseeee +21 +11 
WN | sniacrcsecientpshaingtiiliesdints + 7 +26 
TEE cnscmitrentsestisiephebibinsiedpiceese — 4 +4 
Wheeling-Steubenville ... + 6 +24 
City 
INEIIIL.. ” Studisianisdslainpeapevonent +10 +29 
Richmond District ................ + 3 +12 | 
Metropolitan Areas 
WP IIOID* scsiccienisiadiosaioniones r 0 +10 | 
Downtown Washington .r— 7 — 7) 
TORIES ciscrcscsscsccssossctonsansene r+ 3 +13 
UIE sebdicvcoutcocssosevsresconsns +11 + 9) 
Atlanta Distriet 000000000... r+ 5 +18) 
Metropolitan Areas | 
PRN EEIINTTE  cincicinecsisenrecgsente +4 +4 
Tacksonville oo... —-15 +5) 
PEIN Wihcnnenscincdibithiiiiaciminenseests +30 be | 
(RMS. ee RRS +15 °| 
PIN. Sictciitin chestisighcndchadinicen —25 °| 
New Orleans. ..........0...:cccc0000: e: <8 +18 | 
0 ES r+23 +38 | 
a +1 +19) 
City 
ee — i . 
Chicago District ..0...000.0......... +7 +15) 
Metropolitan Areas 
SIN. atetnassirnrctiigeoedinapenicosion + 5 +13 
Indiamapolis ............ccccceeseeees + 5 +11 
5 Ee +9 +13 
MULWAUKEC!  .0..0...0..0.cecccereeeeesee +1 +11) 
St. Louis District .................... +2 +18! 
Metropolitan Areas 
TEED © Sensedncanctevesenesesse —16 +4 
II: | sii ncncccnintnscenipisapined — 2 +21 | 
LS RL +9 +22 
IIL. “iibisseivadioseiinininnsslonscet — 6 + 6 
Minneapolis District .............. r— 1 + 7) 
Metropolitan Areas | 
Minneapolis-St. Paul ........ — i + 7| 
Minneapolis City ............ +2 +7 
kf . a — 9 4- 9] 
Cities 
Duluth-Superior ................ — 2 +4 
Kansas City District .............. + 6 +14 
Metropolitan Areas 
BRITE . wiaresccsncvsntiaigetiaiilabiins + 23 +23 
ED Haitetvevidtieaitiiiainstceetless r— 1 +13 
Pee Say RE r+20 +419 
FE +7 +15 
Albuquerque 20.0.0... +19 +13) 
Oklahoma City .................... r+14 + 8 
SII: ciahnstiihdiialaMiaasencsstnchentneseess’s r— 3 +8 
City 
i gre — 6 +11 | 
Dallas District ........................ r+ 9 +15 
Metropolitan Areas 
ES ee +10 +10 
8 +1 +15 | 
a r— 3 +9) 
TRO sectteciigittnerminnien r+10 + 8) 
Sam Amtomie o.cccciccoe-ceeceoceee +19 +35 | 
San Francisce District ....... +4 +4 
Metropolitan Areas 
Los Angeles ...... a #3 +1 
Downtown Los Angeles —il —12 
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Independent Grocer Group Plans $250,000 | 


Two-Week Drive tor Own Shurfine Brand 


(Continued from Page 2) 
the association is still largely de- 
pendent on national advertisers, 


who, it says, discriminate against | 


independent grocers. 


Mr. Martineau’s statement at the’ 


annual meeting added more fuel 
to the fire the group is fanning to 
get better treatment from the na- 
tional manufacturers. 

The organization is drawing up 
a code of ethics demanding of na- 
tional advertisers a fairer deal in 
prices, distribution and promotion- 
al allowances. 

If the large chains continue to 
develop and merchandise their own 
brands, Harold Garbers, general 
manager of the association, said, 
the only possible outlet for nation- 
al brands will be the small inde- 
pendents. 


“It’s about time they realize who| 
their real friends are,” he added. 
Manufacturers have been slow to 
recognize the situation and have 
been gearing their promotion and) 
merchandising in favor of the) 
chains, he asserted. 

The new code of ethics will be 
released at a meeting of Coopera- 


tive Food Distributors of America| <* 


within about two weeks, Mr. Gar- 
bers said. 

The agency for Central Retailer- 
Owned Grocers is Norman-Naven 
Advertising, Grand Rapids, Mich. 


Roscher Joins ‘N. Y. Times’ 
Norman E. Roscher, formerly 
with the national advertising de- 
partment of the St. Louis Post Dis- 
patch, has joined the Chicago sales 


staff of the New York Times. 


Pillsbury Mills Boosts 

Morin, Peterson, Kocour 
Pillsbury Mills Inc., \innea polis, 

has appointed Charles \{orin, War- 

ren P. Peterson and Max G. Kocour 


G) 


Z 


Morin 


Peterson Kocour 


brand supervisors of the marketing 


department. 


Mr. Morin, who joined Pillsbury 
in 1937, formerly was marketing | Sheehan Named CéW V.P. 
manager for all-purpose flour; Mr. 
Peterson has been with Pillsbury dio and tv of Cunningham & Walsh, 
since 1947 and Mr. Kocour, with’ New York, has been named a v.p. 
Pillsbury since 1948, formerly was He has been with the agency since 


a product sales manager. 


PR Handbock Published 
Universal Books Inc., 401 N.E. 
Second Ave., Miami, has published 
“Public Relations—Handbook of | 
Answers,” written by Carroll Lake. 


Mr. Lake, now a Miami public re-| 


lations counsel, formerly was with 
the Christian Science Monitor, the | 
St. Louis Globe-Democrat and E. | 
I. du Pont de Nemours & Co. and) 
‘also has been a Washington and 
New York p.r. counsel and teacher | 
of public relations, advertising 
and publicity at the University of 
_Miami and Lindsey Hopkins Voca- 
‘tional School. The 157-page book-| 
let defines and discusses public. 
relations, publicity, advertising, di-. 
|rect mail and sales promotion. 


| John R. Sheehan, director of ra-| 


1950. 


Only ONE magazine gives you full coverage of 


4 LINKS 


in the national Appliance-TV Distribution Chain! 


It takes from 2,000 to 13,000 selected Dealers (with 4,000 to 30,000 salespeople) 
—and 50 to 90 Distributors (with 250 to 600 salesman)—to do a solid sales 
job nationally in the huge-and-getting-huger Appliance-TV market. 


@ ELECTRICAL DEALER alone provides comprehensive, selective coverage 
of all] these 4 links in the distribution chain. For example, ELECTRICAL 
DEALER reaches over 50% more Distributors and Distributor Salesmen than 
any competitive magazine—and publishes an extensive special editorial sec- 
tion devoted to Distributor interests. 

@ ELECTRICAL DEALER maintains the finest over-all circulation in its field. 
Total controlled (BPA) is 41,716. Specific Dealers qualified to receive the 
magazine in each area are selected, verified, checked and rechecked with the 
cooperation of more than 2,000 local marketing authorities. And numerical 
coverage of every distributing territory—every state—every region—is pegged 
directly to the actual buying power index of that area! Total retail Dealer 
circulation is 28,085. 

@ ELECTRICAL DEALER'S intelligent, alert editorial treatment presents the 
market information and selling ideas Dealers and Distributors want. There’s 
the reader responsiveness which shows up in such examples as the more than 
15,000 inquiries about new products ELECTRICAL DEALER passes on to 
manufacturers every year. And there’s the long list of advertisers to the 
Appliance-TV field (including virtually all the “big-name’’ manufacturers) 
who use ELECTRICAL DEALER space regularly and profitably. 

Call or write for the full details. Then, when you plan your sales strategy for this 
fall and the full year of 1956, consider how much ELECTRICAL DEALER alone 
can do to give you the ‘4-Link Coverage” you must have for effective sales prog- 
ress—and set up a solid schedule to assure you those positive sales dividends. 


CHICAGO 11, 


(McDonald-Thompson) SAN FRANCISCO « LOS ANGELES 


Do you know about ELECTRICAL DEALER’S “PINPOINT MERCHANDIS- 
ING PLAN”? Write or call your Haywood man for details on how 


this plan gives you perfect 


local-sectional-regional control 


of your direct-mail sales campaigning. 


TV * SALESMAGAZINE 


ILLINOIS 


oe 


RETAIL SALESMEN 
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Try ours—six unified services; 
art, typography, photography, 
photoengraving, color 
process and electrotyping 

all at once and every day! 
You can get assistance 
in anyone of the six by 
themselves or use them all 


simultaneously; in either 


case you'll be pleased with 
the cooperation, service and 


help you get from Pontiac. 


Write or call and let 


us tell you more. 


P RO 
HO TOENGR A VINGs Ces 


ART WORK 
PHOTOGRAPHY 


ewe UNIFIED 
nor” SERVICES 


wrroo® 


get 


Pontiac 


Engraving & 
Llectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicage 7, illinois 
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‘Parents’" Raises Rates 


Parents’ will increase its adver- % 1b) hy Kn 
tising rates and its circulation OW Uf 1 fo WOW . oW. A. Lawrence 


guarantee with the March, 1956, 
issue. Rates will be based on $6,-| Youthful Walter Lawrence is 
940 for b&w pages and $9,200 for/Kenyon & Eckhardt’s choice to 
four-color pages. Currently, rates|lead a campaign aimed at bringing | 
are $6,590 and $8,700. The circula-| some of the important Chicago and 
tion guarantee will advance from| midwest advertising accounts into, 
1,625,000 to 1,675,000. the K&E fold and making the agen- | 
cy a major factor in the Chicago 
advertising picture. 

Mr. Lawrence, who will not 
celebrate his 40th birthday for sev- 
eral months, joined K&E only last 
May. He had barely started to work 
in the agency’s New York office 


BERNARD P. 
GALLAGHER 


Negotiator when the agency asked him to 
come to Chicago and take charge 

Purchases Consumer Magazines of the new branch office. 
Sales Business Publications K&E plans to install complete 
Mergers Advertising Agencies || 28ency facilities in the Chicago of- 
fice, with the exception of a tele- 
147 W. 42nd St., New York 36 [| vision department, Mr. Lawrence | 


told AA. K&E will solicit local and; 
regional business, as long as the) 
products do not conflict with na- 


LAckawanna 4-1631 


ADVERTISERS ¢ AGENCIES @ CLIENTS 

Every day—somewhere—a claim is made 

for Libel, Slander, Invasion of Privacy, 

Copyright Violation. 

INSURE THIS HAZARD! 

7 Our adequate and amazingly inexpen- 
sive policy is a smart safeguard — experi- 

ience has proved it. 


WRITE FOR DETAILS 
— AND RATES — 


EMPLOYERS - 
REINSURANCE 


> 


CORPORATION 


Insurance Exchange 
Kansas City, Mo. 


tional accounts serviced by the 
agency. 


® Advertising for Whirlpool and}. 


the five midwest regions of Lin- 
coln-Mercury will be handled in 
Chicago. These accounts bill be- 
tween $3,000,000 and $4,000,000 
yearly. Mr. Lawrence told AA that 
the agency currently is pitching for 
“two or three accounts” to be han- 
dled from Chicago, but declined to 
elaborate. 

Among the 11 persons now work- 
ing in the new K&E branch office 
are Harry Sager, media director, 
three account executives, an assist- 
ant account executive, a production 
man, an office manager and four 


|secretaries. Mr. Lawrence said he 


is looking for an artist and a copy- 
writer, and still other persons will 
be hired as business increases. He 
predicted that the staff will double 
in the next six months. 

When Mr. Lawrence entered the 


University of California he had 
ambitions to become an electrical 
engineer. It was not until his senior 


year, when he took a job with Ra- 
dio Corp. of America demonstrating 
television and radio sets at the San 
Francisco World’s Fair, that he 


MEMO 


TO: ADVERTISERS 


1955 is a year of changes within the Bridal Field. 


For example -- 


1) Last year there were three national 
bridal magazines. Now there are four. 


2) Last year all three sold regularly at 
50¢ a copy. Now there are two at 50¢, 


two at $1.00. 


Nobody knows for sure how these changes will help 
or hurt individual circulations, but these facts 


are already on the record: 


1) For 1955, BRIDE'S Magazine guarantees 


550,000 net paid A.B.C. 


2) For 1955, there is no guarantee of any 
kind on the circulations of MODERN BRIDE or 
GUIDE FOR THE BRIDE or BRIDE-TO-=-BE. 


53) BRIDE'S Magazine is currently outselling 
all other bridal publications on the news- 


RIDES 
cS 


Stands, and has done so 
Since October 1954. 


BRIDE 


magazine 


The first complete Bridal Publication 


and the leader for twenty-one years y | 


(4-issue total). 


3 
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te 
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Advertising Age, July 25, 1955 


Lawrence 


Brophy 


Lewis 


COMING-IN PARTY—When Kenyon & Eckhardt announced its entry in- 

to the Chicago agency field by opening a branch office, Wal- 

ter Lawrence, newly elected v.p. who will head the Chicago office, 

Thomas D’Arcy Brophy, K&E board chairman, and William B. Lewis, 

K&E president, were principal speakers at a party the agency gave 
for 200 media representatives. 


first became exposed to advertis- 
ing. 


® After being graduated with hon- 
ors (Phi Beta Kappa and summa 
cum laude) and an electrical en- 
gineering degree in 1939, Mr. Law- 
rence joined General Electric’s ad- 
vertising department as a copy- 
writer. In 1941 he joined the Navy 
and was commissioned an ensign. 
He spent three years building navy 
bases in the U.S. and two more 
years overseas, mostly around 
Guam, building airfields and bases. 
He was discharged with the rank 
of lieutenant commander. 

He returned to advertising in 
1946 when he opened his own ad 
agency, Bacon & Lawrence, in San 
Francisco. He dissolved the agency 
after three years and operated a 
chain of four outdoor theaters in 
California for nearly two years. He 
again returned to the ad field in 
1950 when he joined J. Walter 
Thompson Co. as an account exec- 
utive. He worked for JWT four 
years on the RCA account. 

Prior to joining K&E, Mr. Law- 
rence worked a year for Fuller & 
Smith & Ross, where he was ac- 
count supervisor of ten eastern 
divisions of the Westinghouse ac- 
count. When F&S&R lost Westing- 
house’s consumer line earlier this 
year, he moved to K&E. 


® What formula does he plan to 
use to lure new accounts to K&E? 
“Frankly, I haven’t had time to 
draft a complete plan of action,” 
Mr. Lawrence told AA. “However, 
I do know that we will follow the 
K&E ‘bible’ to the letter in this of- 
fice, and all new accounts will be 
given the same treatment as those 
we already serve. K&E is very in- 
terested in expanding the midwest 
office.” 

Mr. Lawrence recently moved 
his wife, Margaret, and two daugh- 
ters, Shelley, 7, and Noel, 4, from 
White Plains, N.Y., to Barrington, 
Ill. 

“IT bought a 100-year-old home 
in Barrington that has all the 
latest improvements and is in per- 
fect condition,” Mr. Lawrence said 
—perhaps a further indication that 
he plans to stay around for awhile. 

Mr. Lawrence admits that he is 
not much of an athlete and lists an 
occasional swim as his lone means 
of exercise. Most of his leisure 
time is spent reading historic, re- 
ligious and classical books, tack- 
ling “do it yourself” projects 
around his home, and collecting 
and playing classical records. 


Pit & Quarry Elects 

Pit & Quarry Publications, Chi- 
cago, has elected Ray L. Smith 
Jr., a v.p., senior v.p. Three men 
also have been elected v.p.s. They 
are Charles H. Bussmann, central 
sales manager, Cleveland; Frank 
Cornyn, midwestern sales mana- 
ger, Chicago, and John R. Duble, 
eastern sales manager, New York. 


‘Home Improvement’ 
Contest Planned 
by ‘Better Homes’ 


Des Moines, July 19—Better 
Homes & Gardens will launch a 
$25,000 “home improvement con- 
test” in its January, 1956, issue, to 
run all next year. 

The contest embraces practically 
all areas in and around the home— 
kitchens and utility rooms, all in- 
terior rooms, terraces, driveways, 
screening, planting, landscaping, 
etc. Entrants will be required to 
submit before-and-after photo- 
graphs and details of the project. 

The competition is being an- 
nounced to the trade this week, 
with the expectation that building 
material, home equipment and 
home furnishings manufacturers 
will tie in with it, and that as the 
program reaches fruition, it will 
receive widespread support from 
building materials dealers, appli- 
ance dealers, department stores, 
financial institutions and others at 
the local level. 

The competition is the sixth of 
its type sponsored by the magazine. 


Harshe-Rotman Opens Detroit 
Office; Adds Two Accounts 


Harshe-Rotman, Chicago public 
relations company, has opened a 
Detroit office at 621 Free Press 
Bldg. Dick Frederick, former De- 
troit newspaper man, heads the of- 
fice. The company also has region- 
al offices in New York, Rochester, 
N.Y., and Dallas. 

Harshe-Rotman has been ap- 
pointed to handle public relations 
for Rand McNally & Co., Chicago 
map-making and publishing com- 
pany, and National Die Casting 
Co., Chicago. The company has ap- 
pointed Ruth Appleman, formerly 
with Armour & Co., to handle as- 
signments in the home economics 
field. 


Don Frank Merges with 
Byron Brown & Statf 


Don Frank & Associates, Los An- 
geles, has merged with Byron H. 
Brown & Staff, Los Angeles. Mr. 
Frank becomes a v.p. of the Brown 
agency, and all accounts serviced 
by Frank have moved to Brown. 
The agency has moved to larger 
quarters at 8421 Wilshire Blvd., 
Beverly Hills. 

Mr. Frank was a partner in 
Frank-Gold, Los Angeles agency, 
before he founded his own agency. 
He also has been president of 
Meyer, Frank & Harris, Miami 
Beach agency. 


MacManus, John Adds Office 

MacManus, John & Adams, 
Bloomfield Hills, Mich., has opened 
a Miami office in the Alfred I. du 
Pont Bldg. Kenyon Lee, with the 
agency ten years, heads the new 
office. 
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Advertising Age, July 25, 1955 


Advertising Pages and Linage in National Magazines 


Official Figures for June and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directiy to Apvertisinc AGE 


1 inec 
into 


June June Jan.-June Jan.-June June June Jan.-June Jan.-June 
1955 1954 1955 1954 1955 1954 1955 1954 
Weeklies, Bi-Weeklies, Semi-Monthlies 
\|[*Capper’s Weekly ......... 10.1 13.5 89.6 101.6 10,098 13,527 $9,580 101,627 
t*Christian Advocate ........ 16.2 9.5 119.1 109.7 6,698 3,946 49,296 45,387 
ig FS Se 93.8 89.8 513.9 532.8 63,784 61,064 349,452 362,304 
oe AE Rib 2 aR So 80.2 72.9 473.8 444.0 34,406 31,274 203,260 190,476 | 
Guid weak onan soxdenst 17.2 14.6 125.3 134.7 17,200 14,600 125,300 134,700 | 
OSS a eer 394.2 362.3 2,228.3 2,138.0 268,056 246,364 1,515,244 1,453,840 
a AE PEE ee 118.9 1818 727.8 720.1 80,852 123,624 494,904 489,668 
ee WP iva acandetscvons 280.5 274.4 2,036.8 1,929.2 120,335 117,718 873,787 827,627 | 
SR Se a ol 238.9 232.0 1,468.1 1,426.6 100,338 $7,440 616,602 599,172 
*Presbyterian Life ........... 9.5 11.3 93.1 90.3 3,989 4,734 39,115 37,935 
RRR 16.3 9.0 112.2 90.8 6,846 3,780 47,124 38,136 | 
Saturday Evening Post ....... 313.4 323.2 1,867.6 1,973.6 213,112 219,776 1,269,968 1,342,048 
Saturday Review ............ 43.3 47.0 421.0 421.8 18,186 19,740 176,820 177,156 
*Sporting News ............. 32.9 35.0 157.1 160.6 35,694 37,948 170,451 174,187 
H§Sports MWiustrated ........ a 378.8 — 29,215 162,505 —- 
We idee tAdpes chose ened 269.3 290.3 1,660.5 1,741.6 113,106 121,926 697,410 731,472 
NS caine ios 6c anc a 125.3 a 3,257 21,919 —- 
U.S. News & World Report .... 237.3. 233.8 + 1,473.0 1,342.3 99,666 98,196 618,660 563,766 
Total Group ............. 2,172.0 2,200.4 13,567.2 13,357.7 1,192,366 1,215,657 7,336,973 7,269,501 


|||Four issues in June 1955; five issues in June 1954. tFive issues in June 1955; four issues in June 1954. {Two Issues 


in June 1955; three issues in June 1954. §Started publication in August 1954. #Not included in totals. 


Women’s 


III 5 o's anes eee ed's 
§Bride’s Magazine ........... 
ES 
Te 
Good Housekeeping .......... 
Ladies’ Home Journal ........ 
McCall’s Magazine ........... 
Parents’ Magazine .......... 
SE, SADT de scess ond tae 
t*Western Family: 
Southwest Edition ........ 
Mountain Edition ........ 
ZtNo. Calif. Edition ....... 
Northwest Edition ....... 
ee 
Woman’s Home Companion .... 
"The Workbasket ............ 


i PR ee 


29.1 36.4 181.1 
_— —_ 301.0 
32.8 39.7 231.2 
66.4 67.3 411.8 
113.6 100.7 696.2 
87.0 77.1 605.9 
72.4 58.0 448.5 
55.5 52.5 338.8 
78.6 77.7 643.2 
25.8 28.8 182.4 
21.8 27.4 166.8 
24.7 29.6 177.8 
24.2 29.5 179.1 
49.2 52.5 355.9 
44.7 46.4 320.6 
10.8 17.6 149.4 
665.9 654.7 4,866.0 


tSee note at end of linage tabulation. tOne issue in 
and October. #Not included in totals. 


227.0 
275.0 
251.0 
426.1 
706.1 
544.8 
408.9 
361.9 
602.1 


184.7 
172.3 
186.2 
184.3 
366.1 
324.8 
176.0 


4,854.5 
June 1955; two issues in June 1954. §Published in January, April, July 


12,484 15,616 77,692 97,383 
190,232 173,800 

14,071 17,031 99,185 107,679 
28,486 28,872 176,662 182,787 
48,734 43,200 298,670 302,917 
59,160 52,428 412,012" 370,464 
49,232 39,440 304,980 278,052 
23,810 22,523 145,345 155,255 
53,448 52,836 437,376 409,428 
11,076 12,377 78,264 79,245 
9,386 11,744 71,577 73,927 
10,610 12,728 76,272 79,873 
10,386 12,674 76,842 79,052 
21,107 22,525 152,681 157,057 
30,396 31,552 218,008 220,864 
2,109 3,451 29,277 34,490 
354,113 341,829 2,620,384 2,569,421 


General 
*American Artist ............ 36.5 41.2 168.6 181.9 15.313 17,293 70,804 76,375 
*American Forests ........... 15.7 13.2 105.0 91.2 6.580 5,544 44,100 38,304 
American Legion ............ 15.7 17.9 109.6 118.6 6,594 7,518 46,032 49,812 
American Magazine .......... 15.9 18.9 149.2 155.2 6,678 7,938 62,664 65,184 
eee 17.1 15.6 113.0 124.0 7,336 6,692 48,477 53,196 
ta on baie Bees 0% 0ind o 23.8 20.6 161.3 156.4 9,996 8,652 67,746 65,688 
Christian Werald ............ 24.6 25.5 206.2 210.4 10,553 10,940 88,460 90,262 
0 Ee ee 6.5 2.7 65.9 25.6 2,737 1,846 27,661 17,429 
CE ia dakevskva¥ es ewes 28.0 22.0 155.0 159.0 5,096 4,004 28,210 28,938 
Pee Pee eee 16.8 19.8 126.7 141.7 7,207 8,494 54,354 60,789 
*Eagle Magazine ............ 48 3.8 46.7 34.8 2,008 1,609 19,607 14,575 
SE AEE har Sp pera eee 72.4 49.3 374.7 328.7 49,232 33,524 254,796 223,516 
TElks Magazine ............. 10.7 11.4 74.1 74.6 4,590 4,891 31,789 32,003 
tL Dcbabbeetse¥s saves 90.3 63.5 383.9 312.5 61,404 43,180 261,052 212,500 
Sci benvedcarecsete ss wor 6.6 67.6 67.5 4,848 5,441 42,470 42,186 
PE icgivacdssscaeaee a 20.0 16.2 116.2 117.2 13,788 11,120 79,925 80,594 
EE eh cn ec0ttaddes 32.6 21.3 158.9 114.4 13,720 8,946 66,724 48,062 
CT cet dNeuness enero s 23.1 22.1 151.3 131.0 9,910 9,481 64,908 56,199 
PE CHEE bn bbceen sees 12.5 15.1 176.0 179.0 5,523 6,677 77,598 78,991 
Harper’s Magazine ........... 24.5 16.8 143.5 129.1 10,290 7,056 60,270 54,222 
EE adie sé 0b 056 0 b6050 96.1 $3.8 459.3 450.3 €5,348 56,984 312,324 306,204 
*Improvement Era ........... 32.2 33.2 173.6 176.7 13,521 13,955 72,927 74,209 © 
, °° 19.6 20.9 163.0 169.9 13,399 14,274 111,515 116,234 | 
*Motor Boating ............. 112.55 104.2 $29.8 728.1 66,175 61,286 487,909 428,113 
National Geographic .......... 44.8 31.9 277.7 239.3 10,662 7,592 66,093 56,953 
ng SE ee 21.7 22.3 139.6 152.2 14,731 15,195 94,927 103,527 
TE. 555 6hy 00d 0600006 21.2 18.7 135.3 118.3 9,114 8,009 58,056 50,680 
#|||Reader’s Digest ......... 32.0 oe 96.0 — 5,824 17,472 
~ ear ee 10.0 78 60.6 52.0 4,161 3,324 25,986 22,328 
Redbook Magazine ........... 21.5 14.6 133.5 125.8 9,224 6,263 57,272 53,968 
_ a eeeret ra. 9.9 5.8 74.5 51.2 4,153 2,442 31,310 21,517 
SE We kuancbneok san ne 13.8 11.7 39.2 36.2 9,304 7,861 26,273 24,342 | 
1 Town & Country ......... 49.4 58.1 378.8 368.7 33,197 39,043 254,554 247,766 
Se GNU oa bed siczcdbes 36.4 38.9 220.8 235.2 15,616 16,688 94,723 100,901 | 
MN Boba ede oedtehsnseecods 23.6 26.2 152.4 199.8 10,124 11,240 65,380 85,714 
WUD a Lcetnantsababaeds 97.3 109.8 707.2 612.9 57,212 64,562 415,833 360,384 
ED 4 n00 cdien sued 1,095.4 1,001.7 6,959.5 6,533.2 580,040 531,703 3,646,456 3,417,323 


tlarger page size (688 lines) in June 1954, {See note at end of linage tabulation. 
April 1955. §Published bi-monthly; figures shown are for May-June issue. 


|||Started accepting advertising in | 
1 Changed from a 672-line page to a 632-line 


page in July 1954. §One issue in June 1955; two issues in June 1954. #Not included in totals. 


Home 


ROD TRTES cc cccdecceses 68.1 61.9 424.4 429.3 
Better Homes & Gardens ...... 139.6 123.5 850.6 837.7 
*Flower Grower ............. 60.0 57.0 407.7 416.0 
House Beautiful ............ 97.0 115.9 669.0 711.7 
House & Garden ............ 75.2 73.6 477.5 487.9 
ry ee 44.5 49.5 278.8 287.9 
MEL Pad ube ews s2 ¥eaeu ve 711 63.6 445.3 402.7 
Sunset Magazine ............ 134.0 163.0 797.6 868.1 

. 4. Series 689.5 708.0 4,350.9 4,441.3 
Fashion 
SE hee hesadenbacss acess 65.9 56.7 628.0 496.2 
SE woe scenvsaeees detec 54.9 52.7 570.8 528.8 
eee eee 50.0 45.1 530.3 522.2 
CIID ewe deeds candice 61.0 51.5 574.5 486.7 
SE ebucsubmke scedadbied 44.2 48.1 776.8 790.0 

.  f  BEYPPETTrerrTre 276.0 254.1 3,080.4 2,823.9 
Movie-Romance-Radio 
Dell Modern Group: 

Modern Romances .......... 26.9 29.1 159.3 183.6 

Modern Screen ............ 33.7 29.4 159.1 167.2 

Screen Stories ...........- 26.1 22.3 133.6 138.1 
Fawcett Women’s Group: 

Motion Picture & TV ...... 20.6 19.2 104.7 113.2 

True Confessions .......... 21.4 22.5 124.7 148.3 
*Hillman Women’s Group .... 14.8 11.6 92.2 78.4 
*Hillman Romance Group ...... 0.7 44 13.4 23.3 
*Ideal Women’s Group: 

Intimate Romances ........ 15.1 17.0 117.8 103.4 

Movie Life ...... sepeceesee 22.5 19.3 131.2 121.5 


43,039 39,121 268,221 271,318 
88,227 78,052 537,579 529,426 
25,200 23,940 171,220 174,720 
61,304 73,249 422,808 449,794 
47,526 46,515 301,780 308,353 
19,091 21,236 119,605 123,509 
44,935 40,195 281,430 254.506 
56,280 68,460 334,992 364,602 

385,602 390,768 2,437,635 2,476,228 

| 
28,271 24,324 269,412 212.870. 
23,552 22,608 244,873 226.855 
31,600 28,503 335,150 330,030 
26,169 22,094 246,461 208.797 
27,934 30,399 490,938 499.280 

137,526 127,928 1,586,834 1,477,832 
11,540 12,484 68,340 78,764 
14457 = 12,613 68,254 71,729 
11,197 9,567 57,314 59,245 
8,837 8,237 44,916 48,563 

9,181 9,653 53,496 63,621 
6,347 4,973 39,536 33,631 | 
319 1,888 5,769 9,996 | 
6,471 7,293 50,537 44,359 
9,642 8,280 56,301 52,124 


51 
c- Pages ~ r Lines———__—_—_ 
June June Jan.-June Jan.-June June June Jan.-June Jan.-June 
1955 1954 1955 1954 1955 1954 1955 1954 


Movie Stars Parade 
Personal Romances 


err. 22.5 19.3 131.1 121.6 9,642 8,280 56,231 52,166 
oeeawaea 15.0 17.7 116.9 103.9 6,450 7,593 50,130 44,573 


TV Stor Palade ....scckes 15.7 15.9 99.9 908 6,740 6,821 42,849 38,953 
| #tPopular Romance Group .... si46o— 17.6 — 1,894 7,534 — 
*Quality Romance Group .... 6.0 6.0 36.0 36.0 2,268 2,268 13,608 13,608 
PMR*Sereeniand 2... ccccccces 10.9 — 20.0 oe 4,679 — 8,597 oe 
| “Secrets Romance Group: 
Revealing Romances ........ 11.1 11.6 94.1 91.7 4,776 4,982 40,353 39,350 
4 MTree re 11.5 12.9 99.2 107.0 4,935 5,514 42,548 45,888 
H#§*Silver Screen ............ 11.6 — 23.8 aa 4,900 10,063 —— 
| True Story Women’s Group: 
Phetegliy ....cecnseaaenee 40.0 43.4 226.7 227.3 17,160 18,619 97,254 97,512 
TV-Radio Mirror .......... 27.5 25.4 150.0 136.2 11,798 10,897 64,350 58,430 
True Experience .......... 26.9 25.9 157.9 147.0 11,540 11,111 67,739 63,063 


True Love Stories ......... 271 248 1595 1429 11,626 10,639 68,426 61,304 
True Romance ............ 268 254 1569 1429 11,497 10,897 67,310 61,304 
Tres GURY vc’ cas ceaeaanl 543 448 316.6 265.3 23,295 19,219 135,821 113,814 


eee 466.2 4479 2,780.8 2,689.6 199,718 191,828 1,191,082 1,151,997 
tStarted publication in June 1954; figures shown are for May-June issue. {Published bi-monthly; figures shown are for May- 
June issue. Started publication as a bi-monthly in March 1955. §Published bi-monthly; figures shown are for June-July issue. 
Started publication as a bi-monthly in April 1955. #Not includad in totals. 

NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 
group as a whole PLUS additional advertising carried by each individual publication. 


Business 
Business Week .............. 453.7 446.6 2,776.0 2,846.5 190,554 187,572 1,165,920 1,195,530 . 
Dun’s Review & Modern Industry 78.8 85.1 435.1 541.9 33,096 35,742 182,742 227,596 
*Financial World ............ 67.0 70.0 314.4 277.8 28,120 29,388 132,047 116,674 
OE io caskkicandcsccad 45.0 44.2 3433 289.4 18900 18,564 144186 121,548 
PND cendkakidsd-cs us Coe 1528 1765 789.0 859.0 96,570 111,548 498,648 542,888 
Nation’s Business ............ 42.6 425 233.4 260.5 18,275 18,233 100,129 111,755 
Tet WHS cnnccascccun 839.9 ~864.9 4891.2 5,075.1 385,515 401,047 2,223,672 2,315,993 


WEEKLIES GENERAL 
1955 1955 
JUNE! 1,192 et JUNE! 580 a 
MAY| 1477 | mMaAY[ 594 i 
1954 1954 
a 1uNe EEE 


WOMEN’S BUSINESS FASHION 
1955 1955 1955 


sune[ 354 __ | sune[ 386] ff | JUNE|!38) 
MAY| 482 | MAY 


1954 1954 
JUNE ELE JUNE 


Youth 

Amerionn Gleb oo. ccc cccccces 13.5 20.4 124.9 132.4 © 5,792 8,752 53,582 56,800 

A Perr 24.8 28.1 148.6 141.0 16,864 19,108 101,048 95,880 

CERNE UD o cncccdvscsecces 2.0 1.2 114 14.7 838 515 4,912 6,295 

H#Scholastic Magazines ........ ee —— 183.7 204.1 77,154 85,722 

Tete QIOU: cccesrcecvce. 40.3 49.7 284.9 288.1 23,494 28,375 159,542 158,975 

ZNot included in totals. 

Outdoor & Sports 

*American Rifleman ......... 57.7 58.2 345.2 336.6 24,740 24,950 148,106 144,410 

Field & GWM ccc ccs cvseese 64.3 63.4 430.4 425.2 27,585 27,199 184,642 182,411 

*Fur-Fish-Game .........++. 19.6 22.9 125.2 132.1 8,425 9,732 53,722 56,563 
| Cebdoer LM) ccc cccscccsccese 66.1 65.2 453.5 430.5 28,357 27,971 194,552 184,685 

EE GE occ cndeccncoual 65.5 60.8 388.3 364.0 28,100 26,083 166,581 156,156 

Voted Grow... iceccssvesve 273.2 270.55 1,742.6 1,688.4 117,207 115,935 747,603 724,225 

Mechanics & Science 

Mechanix Illustrated ......... 58.2 60.6 417.8 417.1 13,037 13,574 93,587 93,430 
| Popular Mechanics ........... 117.2 123.9 861.1 912.1 26,253 27,754 192,886 204,310 

Popular Science ............- 108.3 113.9 810.5 805.3 24,255 25,524 181,554 180,398 
| ¢Science & Mechanics ....... 87.0 82.2 293.6 300.6 19,488 18,413 65,766 67,334 
| Foleo) GH cs ewscnntenes 370.7 380.6 2,383.0 2,435.1 83,033 85,265 533,793 545,472 


tPublished bi-monthly; figures shown are for June-July issue. 


Detective & Fiction 


Dell Men’s Group .........+5+ 13.3 10.9 87.3 81.6 5,706 4,676 37,452 35,006 
*Thrilling Fiction Group ..... 7.4 8.0 53.3 51.2 1,654 1,786 11,940 11,469 
Weted GHUD cc ccdacvccbecs 20.7 18.9 140.6 1328 — 7,360 6,462 49,392 46,475 
Farm 
| ¢Better Farming .........++- 54.2 65.9 469.4 517.5 23,252 28,271 201,373 222,008 
Capper’s Farmer ........+++5 49.8 47.2 361.2 354.5 21,364 20,249 154,955 152,081 
tFarm Journal .........++0+ 81.6 90.3 584.8 591.3 35,006 38,739 250,879 253,668 
tFarm & Ranch—Southern 
Agriculturist ........0+565 39.4 32.5 259.0 263.0 16,903 13,943 111,111 112,827 
£Progressive Farmer ........- 85.9 82.0 600.3 604.1 58,412 55,760 408,204 410,788 
Successful Farming .........- 72.0 71.1 566.5 561.3 32,400 31,995 254,925 252,585 
Total Group .rcccedccccscce 382.9 389.0 2,841.2 2,891.7 187.337 188,957 1,381,447 1,403,957 


+Formerly Country Gentleman. {See note at end of linage tabulation. 


Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 


American Weekly ..0.c0sss00s 62.3 42.6 335.3 272.3 52,955 36,210 285,005 231,455 
Family Weekly ......---++e5+ 27.7 7.9 131.8 42.3 23,545 6,715 112,030 35,955 
Bereta ..o.cencevneianaean 57.7 55.9 3646 319.7 49,045 47,515 309,910 271,745 
This Week Magazine .......-. 76.0 755 470.0 442.7 64,600 64,175 399,500 376,295 

eh” ee oe 223.7 181.9 1,301.7 1,077.0 190,145 154615 i,106,445 915,450 


Newspaper Sections (II) 
‘All other newspaper sections and comics) 


st 3 Markets Group ...... 43.6 34.6 271.1 235.6 37,060 29,410 230,435 200,260 
tow York Mirror Magazine .... 33.5 35.7 227.8 245.6 32,830 34,986 223,244 240,688 
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Advertising Age, July 25, 1955 


Pages tee Lines oe Pages ~ r Li 
" he june Jan.-June Jan.-June June June Jan.-June Jan.-June June June Jan.-June Jan.-June June June Jan.-June * Jan.-Jure 
1955 1954 1955 1954 1955 1954 1955 1954 | 1955 1954 1955 1954 1955 1954 1955 1954 
k Times Magazine ... 166.1 158.2 1,305.1 1,180.5 141,185 134,470 1,109,335 1,003,425 . 
Spach-The Comic Welly... 145 82 514 SL5 27,505 15,627 97.773 os o70 gee 
Tiled MUN. ocsceccecess. 257.7 236.7 1,855.4 1,713.2 238,580 214,493 1,660,787 ‘1542443 Enotish Edition ......-00- 69.6 52.1 356.3 286.1 47,345 35,445 242,284 194,565 
Spanish Edition ........+. 65.3 66.4 365.9 296.0 44,370 45,135 248,829 201,150 
shed by Newsweek-European .....-.+. 56.2 36.0 255.3 198.9 23,590 15,120 107,226 83,510 
i i followi roups were com vertisin week- Pacific: 
meee © Oe ee ~~ —, CAME ~tinene Ges anee 53.7 50.3 315.8 273.6 22,564 21,140 132,618 112,940 
Tokyo EdIIER ..seescceee 44.7 73.3 334.4 417.5 18,784 30,800 140,458 175,350 
Popular Mechanics: 
Comics Magazines Mecanica Popular (Spanish) . 262 29 1474 145.4 5,873 6,020 33,018 32,571 
#SAmerican Comics Group ...... 8.0 6.0 23.9 19.0 3,004 2,268 9,049 7,182 Mecanique Populaire (French) 31.0 32.0 181.5 165.7 6,944 7,168 40,667 37,100 
Archie Comic Group ...... 6.8 5.8 178 18.3 2,570 2,174 6,728 6,899 | Reader's Digest: 
#§Harvey Comics Group ........ 8.8 8.5 36.4 32.5 3,339 3,213 13,766 12,285 Argentine csvvcscctoccscs 40.0 44.0 2130 195.0 7,280 8,008 38,766 35,490 
National Comics Group: Australian ..ccccccccccees 49.5 39.0 274.9 274.0 9,009 7,098 50,032 49,868 
(Total 2 Units) .........- 9.2 9.0 62.2 56.9 3,466 3,402 23,501 21,422 Detedts iccaauped¥on kes 42.0 36.0 255.0 209.0 7,644 6,552 46,410 38,038 
H#Red Unit .....---- +--+ 4.6 5.0 30.8 27.5 1,733 1,896 11,657 10,334 Ray ..dcselheeees tiie 92.0 79.5 517.0 390.0 17,112 14,787 96,162 72,680 
We CAR occ cadens coves 4.6 4.0 31.3 29.4 1,733 1,512 11,844 11,088 Caribbean occccccssvesces 89.0 820 4415 416.0 16,198 14,924 80,353 75,802 
Quality Comic Group ....... 6.0 6.0 36.0 36.0 2,268 2,268 13,608 13,608 Realty ..oxnnensencanenee 36.5 36.0 222.6 191.0 6,388 6,120 37,838 32,470 
ee eee 15.2 15.0 98.2 92.9 5,734 5,670 37,109 35,030 Finnish ...seeseeeeerers 12.5 6.0 = A = 1116 16,182 9,672 
§Published bi-monthly; figures shown are for May-June issue. French (Belgium) ........ 41.0 46.0 ay ~y 050 41,825 43,400 
ZtNot included in totals. French (Paris) 0 TEE HF 89.0 94.0 99.0 0 15,575 16,450 87,325 86,975 
French (Provincial) ....... | y4 ona ane “— — = 85,400 
ench (Swiss) ......+++++ 27. 5 . ‘ t : 2 18,900 
Canadian National Weekend Newspapers (Rotogravure Linage) ad “aonb eee 76.0 68.0 435.0 4140 13,832 12,376 79,170 75,348 
SES cece ackdovcvasee 66.5 70.9 399.5 425.7 66,490 70,872 399,522 425,742 German (Swiss) .......... 22.5 21.0 110.5 101.5 4,095 3,822 20,111 18,473 
SAD cuca seeans eee 64.9 68.0 378.3 372.0 64,856 67,954 378,263 371,919 aten ..ccccuebess4s enn 50.5 27.0 275.0 168.0 9,191 4,914 50,050 30,576 
Star Weekly ......-.-+0005 83.3 1021 527.0 5391 79,155 96,989 500,687 512,224 Pies. cccenbandsssanee 31.0 26.0 170.0 111.0 5,642 4,732 30,940 20,202 
Weekend Picture Magazine .... 90.3 90.7 556.8 558.3 88,078 88,452 542,843 544,665 ND .cdastavdtesackes me os suns 00s 12,000 1n.ses 60,200 67,166 
3315 BNOSE wcrc cceeceecees le . ‘ . Y b ¥ 
Total Group .......e+ee- 305.0 331.7 1861.6 18951 298579 324,267 1,821,315 1,854,550 ene ae aa ie 660 380 402440 «21720Ss«2 O12 6916 44 408 31'395 
(NERS De NAR ay 53.0 62.0 297.4 358.0 9,646 11,284 54,126 65,156 
Canadian New Zealand ......-.-+++- 18.0 18.5 99.5 124.5 3,276 3,367 18,109 22,659 
Canadian Home Journal ...... 409 473 2188 2628 27,783 32,164 148,757 178,679 Morwegian ...ccccsesscees 365 330 202.0 187.0 6,205 5,610 34,340 31,790 
Canadian Homes & Gardens ... 45.2 63.7 252.7 305.8 30,748 43,303 171,808 207,879 Portuguese ........eeeees 82.0 78.0 440.5 437.0 14,350 13,650 77,087 76,474 
eee PEELE 43.3 56.6 247.2 282.8 29,446 38,458 168,064 192,335 South African .........6- 77.5 64.0 417.5 342.0 13,872 11,456 74,732 61,218 
a vie oudas oveninecs 32.7 28.8 182.9 166.5 14,008 12,309 78,462 71,427 Southern Hemisphere ...... 49.5 48.0 245.0 259.5 9,009 8,736 44,590 47,229 
SS OS 99.7 103.0 568.7 509.6 67,801 70,007 386,688 346,847 RN he cat icatndhoess 52.0 39.5 293.5 252.0 9,672 7,347 54,591 46,872 
Ce. i« i digethdieed 35.0 41.2 218.8 248.4 23,823 28,000 148,761 168,890 | Time-Atlantic .............. 106.7 81.3 501.1 418.7 44,800 34,160 210,469 175,875 
Reader's Digest: Time-Latin American ......... 99.3 103.8 569.7 539.9 41,685 43,575 239,288 226,730 
English Edition ..........- 825 93.3 444.7 498.8 15,015 16,972 80,927 90,772 | Time-Pacific ................ 80.3 76.3 438.1 421.9 33,740 32,060 184,009 180,985 
French Edition .......... 85.3 97.3 477.0 510.3 15,515 17,700 86,812 EN og cacdducbésiees cead 60.3 44.5 342.1 223.2 25,340 18,690 143,682 93,730 
Revue Moderne ............. 23.8 32.2 mss an 36.160 21,872 99,194 INS, os vcoccetersictccvece 48.3 38. 265.3 231.6 20,300 16,310 111,412 97,300 
Revue Populaire ............ 33.7 = 32.2 62. 63.5 23,571 22,564 113,454 114,507 Total Group, .......c0c000e 2,058.1 1,877.7 11,2044 10,2071 571,292 519,355 3,110,569 2,789,247 
Samedi ....ceeceececeeerees 40.0 32.7 218.0 209.7 28,011 22,880 152,569 146,808 | NOTE: All sectional advertising of Better Living, Elks Magazine, Everywoman’s, Family Circle, Town Journal, Woman’s Day, 
tSaturday Night ........---- 56.1 67.2 384.5 419.6 23,575 28,222 161,484 239,261 | Farm Journal, Farm & Ranch—Southern Agriculturist and Progressive Farmer is reduced by application of a ratio figure 
| Time-Canadian ............. 216.4 1841 1,093.9 1,076.6 90,895 77,315 459,431 452,165 | to each advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the total circulation 
Total Group ...........+-- 834.6 879.6 4615.2 48125 406,360 431,766 2,256,411 2,409,963 | of the magazine. For example, if a page advertisement appears in an edition representing 25% of the total circulation of 
{Two issues in June 1955; four issues in June 1954. the magazine, it is counted in the totals as .25 pages. 


ish Liquor Sales Due to Bootlegging,. W b H N C t D ] d Off 
Slugg = q atti aR i? 9 encor Mas New urreni Veals an ers 
petition Ow bar paies: irue 
Taxes, om . : Listed below are a variety of offers by advertisers taken from the 
(Continued from Page 3) Bar ae rae tees peg ryee Top Management; Thursday, July 14, issues of newspapers in ten cities. The ten are wide- 
persons, this means 209,000,000 — Ne vite eis. a 15,000,000 ly scattered geographically and are used often by advertisers as test 
more gallons of beer consumed to- * °° sane . markets. For that reason, ADVERTISING AGE feels that the offers listed 
day as a result of consumers| Total Loss ........120,300,000 ff I Pp d t ; . ; ‘ 
drinking more of it (after adjust-| “High taxes,” the report says, a a % resi en here give a fairly representative sample of deals that are being offered 
ments for population increases).|“are the key cause for each of by advertisers. 
“Considering that the average|these losses of business suffered| CHIcaco, July 19—Webster-Chi-| The newspapers used here are the Peoria Journal, Providence Jour- 
beer contains about 5% alcohol,”|by the industry. Excessive taxa- ve eed roo a new executive| nal, South Bend Tribune, Miami Daily News, Dayton Daily News, Mil- 
the analysis says, “while beverage|tion has encouraged the boot- | lineup this week. R _. | waukee Journal, Seattle Times, Buffalo Evening News, Baltimore News 
spirits contain about 44% alcohol, |legger, and has resulted in tax-| Titus Haffa, local industrialist,| Post and Memphis Press-Scimitar. Since many of these offers are na- 
the 209,000,000 gallons of beer| inflated prices causing consumers stan eae 2 sagen to P coe ge oN tional and tend to appear in many of these newspapers on the same 
would replace 23,000,000 gallons|to shift to cheaper beverages and| Norman C. Owen, after four top| q.y whenever an offer is listed for the first time, all the other cities in 
of liquor on an alcoholic basis|to buy the smaller-size fifth. And| officers had been summarily dis- which it appears are given. These offers are not listed in for th 
alone taxes are also to blame for the| missed by Mr. Haffa, who acquired > a = ooo 
, cut in drink-sizes in most pouring| control of the company last month. |"¢WSPapers in those cities. 
; _ | spots across the nation.” Mr. Owen also gave up his seat niatidhen @ ny 
® “Wine consumption per capita on the board of directors and is eo e owe Gmiees 
went up from 0.85 of a gallon in currently in New York on a per- 
10 , Kenyon & Eckhardt Names 7. South Bend Tribune 
0 1942 to 0.88 of a gallon in 1954, - . sonal visit. The seat will remain) scherman-Schaus-Freeman 4x185 10 shares of Studebaker-Packard stock free to 
‘6 a net gain of 3/100ths of a gallon. Ule bes nd Crider Directors vacant until April, 1956, when Mr.| auto dealer every buyer of 1955 Studebaker car or rey 
22 Against the total population of Bhar gon mo W. , per @ ~ e Haffa will take it over, he said. Triple treat instant 2x95 uy two bottles, get one free. 
asi ? ; : i 3x100 Send for free reducing diet book. Also in Buf- 
increase would work out to a gain|G- Maxwell Ule, v.p. in charge of]; protested by Mr. Owen be-\ o> ““™* 8" OT Lai, 
of 4,800,000 gallons of wine be-|Tesearch, have been elected to the) ..u<6 (1) they had been elected| Chase & Sanborn instant 5x160 .5¢ off regular price. Also in Buffalo, Seattle, 
tween both intervals.” board of directors of Kenyon &|}. the board of directors and could| °#fee ES, SEE, SE. 
= Total net loss by the liquor in-| Eckhardt, New York. &E in 1952 be fired only by the board and (2) Miami Daily News 
63 dustry to beer and wine, True esti- Mr. Crider joined K&E in they had received no prior notice.| chicken of the Sea tuna 3x135 13-piece pirate party kit for 50¢ and label. Also 
85 mates at 24,300,000 wine gallons. Telegrams had been sent by an ut Seattle, Providence. 
Another major factor, it says, || associate of Mr. Haffa’s notifying Savten Balle Bows 
~ has been the shift of store buyers | the men that they would no longer| retiey tea 3x100 Buy 48-tea-bag pack, get 16-pack for 1¢. 
from quarts to fifths. be needed. White Villa grocers Page Omnibus ad. l¢ Tetley tea sale; Nylon hose for 
“When the wartime liquor); ei, Doeskin box flap. 
-. shortage and tax-inflated prices = When Mr. Owen found that he Scmghie Press-Hetmites 
98 hit liquor sales,” it says, “the in- had no audience for his protests,| piue Bonnet margarine 4x145 Save 10¢ with coupon in ad. Also in Baltimore. 
34 dustry shifted over to fifths as she decided he wouldn’t be com- Peoria. 
72 quarts were withdrawn from the fortable in the company and re-| Swift Sherbet Page reg A hg set for lid from carton, 50¢. Also 
market. signed, a spokesman said. Nescafe instant coffee 3x195 i5¢ off regular price of jar, plus coupon worth 
. Mr. Haffa explained that there 15¢ inside jar. : 
= “Today, nearly four times as| © Maxwell Ule Wickliffe Crider | 8. «too many chiefs and not|Nu-Soft fabric softener 6x240 Send label, get back price of first bottle. 
~ many fifths as quarts are sold by after seven years at Batten, Barton, enough Indians” at Webcor. The| *'@ft Mayonnaise 3x86 po 4 1s ethos <-gggummaa worth money to 
78 the nage iY ee with |Durstine & Osborn and a similar| firings, he — ntecamling’ ana, | Memphis Steam laundry- 4200 Coupon from store plus 49¢ buys steak knife. 
rewar » when twice aS many | j , .|to cut costs an streamline” the! cleaner stores 
cto as fifths were sold. When a period at J. Walter Thompson ee operation. Bush’s Tony dog food 4x245 Children under 12 with label from can admitted 
_Mr. Ule was research director of | OP aa iree to Malco Theater to see Disney’s ‘Lady 
108 customer walks into a store today | wcCann-Erickson in Chicago be-| Mr. Haffa bought the majority and the Tramp.” 
_ and asks for ‘a bottle’, he gets a| fore coming to K&E in 1949. of the stock in the company from 
ond fifth, whereas in prewar days he the former owner and founder, R. fasaeger ens cova ae ms 
327 would have walked off with a D. Blash, last month and was| Tri-Nut margarine ee 
188 quart. 7 _ a rong troit |D2me4 “honorary” chairman be- wr rs 
58S “There are some 300,000,000 - 5. SSOWSE 0., Detroit) cause election of. the board of di- Milwaukee Journat 
57 more fifths sold today than in pre-|@8ency, will open a publicity and|pectors doesn’t occur until April.| Hellmann's mayonnaise 4x120 Send in label, entry blank filled out, to win box 
war days, and most of this differ-|Sales promotion office in the Los seats to Braves-Cubs baseball game. 
ence is accounted for by store 2 order | wood © E.. et -y = He regina od him esr top ao salad Page oe bottle of vinegar with purchase of prod- 
sales. That amount represents |“¢ smobuile account. Thomas M.| echelon men from Dormeyer Corp., 
60,000,000 gallons. If thoes: bottles | (Bud) Moriarty will leave his|which he also controls. Si Wynn, Seattle Times 
455 were quarts instead, the differ- Present post as publicity director | controller of Dormeyer, was named | Blue Bonnet margarine 5x195 Send in ry flaps, get box of six pencils with 
955 , " f Brother in Detroit to head the : the board chai . name on 
ence in bottles could well account | ° assistant to the _ Chairman; C tn ad th 10¢. 
a for an extra 15,000,000 gallons of new office. Nicholas Malz, production v.p. of White King soap 7x250 oupon ad wor 0¢ 
450 business annually. Net loss: 15,- Dormeyer, was put in charge of Baltimore News-Post 
000,000 gallons.” NIAA Moves Aug. 1 the laminations and commercial | Delsey toilet tissue $x200 Buy three rolls, get one free. Also in Buttalo, 
True recaps these various losses} Headquarters of National Indus-| division, with the title of exec. v.p., King Fluff fabric rinse 4x150 15¢ off regular price. 
as follows: trial Advertisers Assn. will be|and James Archambault, president Peoria Journal 
260 Gallons | moved Aug. 1 from 1776 Broadway|of Dormeyer, was named assistant Beffale Evening News 
688 Bootlegging Loss ...... 50,000,000 | to 271 Madison Ave., New York.'to the chairman. All offers in these papers absorbed above. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 5-6. Midwestern Advertising Agen- 
cy Network, 3rd quarterly management 
and production workshop, Drake Hotel, 
Chicago. 

Aug. 6-9. Mail Advertising Service Assn., 
annual convention, Statler Hotel, Los An- 
geles. 

Aug. 15-19. Photographers’ Assn. of 
America, 75th aniversary convention, Con- 
rad Hilton Hotel, Chicago. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world convention, 
Ambassador Hotel, Atlantic City. 

Sept. 11-13. Advertising Federation of 
America, 7th District convention, Birming- 
ham, Ala. 

*Sept. 11-13. Pennsylvania Newspaper 
Publishers’ Assn., classified clinic, Ly- 
coming Hotel, Williamsport. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Sept. 29-Oct. 1. Advertising Federation 
of America, 10th District convention, Ok- 
lahoma City, Okla. 

Oct. 2-5. American Association of Ad- 
vertising Agencies, Pacific region annual 
meeting, Hotel Del Coronado, San Diego. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

*Oct. 3-5. Southern Newspaper Pub- 
lishers Assn., 52nd annual convention, 
Arlington Hotel, Hot Springs, Ark. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn, 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
field Inn, Greensboro, N.C. 

Oct. 7-9. National Advertising Agency 
Network, midwestern regional meeting, 
Dayton. 

Oct. 14-16. National Advertising Agency 
Network, eastern regional meeting, Atlan- 
tic City. 

Oct. 17-18. Boston Conference on Distri- | 
bution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- | 
nual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 2. Assn. of National Adver- 
tisers, annual meeting, Hotel Plaza, New 
York. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- | 
tomotive Bldg., Canadian National Exhibi- | 
tion Grounds, Toronto. | 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, | 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 


Capehart Schedule 
Reflects Strong 


Magazine Emphasis 


New York, July 19—Capehart- 
Farnsworth Co., Ft. Wayne, Ind., 
is sold on magazines as an adver- 
tising medium. 

This was made clear in the ad- 
vertising program outlined here 
last week, when the manufacturer 
previewed its 1956 line of radios, 
tv sets and hi-fi combinations. 

Capehart’s advertising for the 
rest of the year will include ads 
in Holiday, House Beautiful, House 
& Garden, Life, National Geo- 
graphic Magazine, Saturday Re- 
view, Sunset Magazine, The New 
Yorker and The Saturday Evening 
Post. This will be supplemented 
by cooperative newspaper promo- 
tion at the local level. J. M. Mathes 
Inc. handles this account. 


® Among the featured products in | 
the ads will be two 21” color sets | 
shown to dealers at the meeting. | 
One is a table model, to sell for. 
$795; the other, a console priced at 
$895. | 

As an incentive for dealers the. 
company is staging a “Sell ’n’ Sail”, 
contest, offering an all-expense 
cruise for two to Nassau and Ja-— 
maica to retailers who chalk up 
the best sales records in the fall 
and winter. 


Tilds & Cantz Adds Two 
National Schools, Los Angeles, 
correspondence and trade school, 
has appointed Tilds & Cantz, Los| 
Angeles, to handle its advertising, 
succeeding Erwin, Wasey & Co, In 
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‘True’ Boosts Rate, Guarantee antee from 1,750,000 to 1,800,000, 
True, effective January, 1956, and its base rate from $5,700 to 
will increase its circulation guar- $5,850 for a b&w page, one time. 


Hodgson Karstrom Blake 


GRAPHIC ARTS—Conferring at the opening of an exhibition sponsored | 
by the Society of Typographic Arts, Chicago, are the president of | 
the organization, Susan Karstrom, Dekovic-Smith Desiyn Organiza- | - 
tion; Dick Hodgson, managing editor, Advertising Requirements, | ' 


and chairman of the STA Bulletin; and Hayward Blake, a designer | / 63% iif oll : a 
in the sales development department, Sears, Roebuck & Co., chair- | oe nig | s | 7 . ins om i | 
: bs ; 4 Rae : 


man of the STA gallery. 


addition to the account’s reguser | Cant also has been appointed to| 
promotion, the agency is planning | handle advertising for Interna- 
a special campaign to publicize the|tional TV Remote Control Co.,' 
school’s 50th anniversary. Tilds & Los Angeles. 


CHAMPION Sets the Pace in Papermaking 


d’ Arazien 


Dry pulp—slush minutes ago—is buled at Champion’s Texas Division 


Clean, dry pulp to be shipped for 
conversion into Champion’s quality papers 


Pulp is not always used in the Champion mill where it 
is produced. In the Texas Division, a pulp dryer con- 
verts slush pulp to baled sheets for shipment to Cham- 
pion’s Ohio Division. This pulp conversion is an 
important basic step in maintaining Champion’s 
position as a leader in the papermaking industry. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY * HAMILTON, OHIO 


a Te | 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco, Dis: :>utors in every major city. 
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Lack of Copper in 
Britain Slows U.S. 
Whisky Promotion 


PHILADELPHIA, July 19—Anyone 
have about 3,000 British pennies 
he would like to sell? 

The sales manager of Continen- 
tal Distilling Corp. would like to 
have some for an advertising piece, 
but he seems to be having some 
trouble. 

R. Robert Smith is currently en- 


Rodgers to Telefilm Associates 

Peter S. Rodgers, previously v.p. 
of Atlas Television Corp., has been 
added to the West Coast sales force 
of National Telefilm Associates, tv 
film distributor. His headquarters 
will be in Hollywood. 


Persons Joins Karl Landt 

Ted Persons, previously eastern 
ad manager of Recordland, has 
joined Karl Landt Radio & Tele- 
vision, New York, musical com- 
mercial producer. 


Prudential Leaves 
Radio for Daytime 


Television Program 


NEWARK, N.J., July 19—Pruden- 
tial Insurance Co. of America’s 
fall advertising campaign will be 
‘marked by the company’s exit 
from network radio and entry into 
daytime tv. 

Prudential has bought a 15-min- 
ute alternate-week segment of the 


.“Garry Moore Show” (CBS-TV) 


‘as its first use of daytime televi- 
‘sion, effective July 25. The insur- 
‘ance company’s nighttime video 
‘entry again will be “You Are 
There,” with Prudential returning 
‘as alternate-week sponsor of this 
30-minute Columbia telecast as of 


Sept. 4. 


the participating sponsor lineup of 
“Fibber McGee & Molly” on NBC 
Radio. Prudential already has an- 
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;mounced plans for an augmented 


Sunday supplement schedule for 
the fall. Calkins & Holden services 
this account. 


Foster Joins Olin Mathieson 
William C. Foster, former depu- 

ty secretary of defense and recent- 

ly president of the Manufacturing 


The television expansion coin-|Chemists’ Assn., has resigned from 
cides with the company’s exit from the latter position and on Aug. 1 


will become an exec. v.p. of Olin 
Mathieson Chemical Corp., New 
York. 


gaged in transatlantic discussion 
that involves the British Foreign 
Office and the Bank of England. 

All he wants is to have three 
pennies—one from the U.S., one 
from Canada and one from Britain 
—to fit a mailing piece his ad de- 
partment has made up to promote 
the sale of the company’s Embassy 
Club whisky in the liquor trade. | 

| 
® Pennies from these particular | 
countries tie in with the brand’s 
ad slogan, “Nowhere in the world, 
not even in Scotland, Canada or 
the U.S., is a more gentle tasting 
whisky distilled.” 

It was no trouble getting the 
3,000 U.S. pennies. There was no 
difficulty getting a like amount of 
Canadian pennies. But, getting 
3,000 British pennies worth $32 in| 
U.S. money or the same number of | 
half pennies is described as “im-| 
possible” by Mr. Smith. | 

The British government ex-| 
plained it won’t send pennies or | 
half pennies out of the country | 
because of currency and metal! | 
shortage regulations. 

Basically it boils down to the) 
fact that there is a shortage of| 
copper in England. No new British | 
coins have been minted in this | 
metal since 1953. 

Mr. Smith then offered to supply 
the less than 1,000 ounces of copper 
required to replace the metal that 
would be shipped here. 

The result is that Continental’s 
advertising piece is waiting on 
3,000 pieces of minted copper. 


Campagna Named V.P. | 


Ralph Campagna has been ap-| 
pointed v.p. in charge of advertis-| 
ing, sales promotion and public re- | 
lations of Dahlberg Co., Minne-| 
apolis, electronics manufacturer of | 
transistor hearing aids and broad-| 
casting equipment for hospitals. He | 
formerly handled Dahlberg’s na- | 
tional advertising program and. 
hospital radio and tv sales in the 
eastern division. | 


Use records by stars like these 


_ @S your next premium 


ee Fran ’ * Mitchell 
Warren m™ Ayres 
* Savannah 
Billy Churchill 
Daniels 


These are just a few of the famous, big-name 
recording stars whose records are now being 
offered as premiums with real mass appeal. 


Put your product name right on the label. 


Here is a partial list of other great names 
available to you! 


* Paul Wing Milt Herth Trio 


Get complete information today. Write, wire 
or call any of the offices listed below, 
Dept. AA-107 


630 Fifth Avenue, New York 20, New York © JUdson 2-501! 
445 N. Lake Shore Drive, Chicago 11, Ill. » Whitehall 4-3215 
1016 N. Sycamore Ave., Hollywood 38, Calif. » HOtlywood 4-517! 
1525 McGavock Street, Nashville 3, Tenn. » NAshville 5-669) 
In Canada, Call Record Department, 

RCA Victor Company, Ltd., 1001 Lenoir St., Montreal, Quebec 


S) TMKS.© custom 
hy record 
sales 


5 MASTER'S vot 


RADIO CORPORATION OF AMERICA + RCA Yictor Record Division 


In Family Circle youre in 


She's in the market to buy! 


She has to be to get Family Circle! It's 

her guide to the world of homemaking: Family Circle 
maps out new ways to have fun with baby... 

shows 1,001 short cuts for keeping house... plans 
direct routes to happier family living. Over 
4,000,000 like her thrive on this editorial fare... 


buy Family Circle as a single-copy purchase! 


No subscriptions necessary. 


She’s in the mood to buy! 


Family Circle means most to big and growing 


families... families with a yen to get out and buy! 


And among the top ten circulation magazines, 


Family Circle is: 


First in percent of reader-families with children! 


First in number of children per reader-family! 


Family Circle readers are on the go... 


do the buying for over 14,000,000 family members! 


Want to send these responsive family-shoppers 


to the stores where your brands are sold? 


Send them through Family Circle—the magazine 


families live by! 
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RETMA Asks FTC to 
Put Off Effective 


Date on New Rules 


WASHINGTON, July 19—The Fed- 
eral Trade Commission has taken 
under advisement a request from 
the Radio Electronics Television 
Manufacturer’s Assn. for a five- 
month postponement of the effec- 
tive date of several of the trade 
practice rules covering advertising 


| 
| 


and sale of radio and tv sets. first place, it does not endorse the 


After more than four years’ | rules and still objects to six ‘| Dow Corning Corp. 
study, FTC finally promulgated | | them. 
| uest be. (0 Latunch First 


the rules on June 28. Three of the | FTC will answer the re | 
Pre>-' Major Ad Campaign 


rules were to take effect Dec. 28,| fore the July 28 deadline, 

1955, but the others are slated to ably this week. | 

become effective on July 28. | MIDLAND, MicuH., July 20—Dow 
RETMA last week asked FTC to| Hennock Joins Legal Counsel Corning Corp., manufacturer of 

delay the effective date of all of} Frieda B. Hennock, whose sev-| silicones, and jointly owned sub- 

the rules until Dec. 28, claiming its|en-year term aS a member of the|sidiary of Dow Chemical Corp. and 

members need more time to con-| Federal Communications Commis-| ‘Corning Glass Works, will launch 

sider them. The association made it| sion ended at mid-year, has joined its first major advertising cam- 

clear that although it initiated the! Davies, Richberg, Tydings, Beebe _paign this fall to promote silicone 

trade practice proceeding in the | & Landa, Washington legal! counsel. ‘finishes for apparel and upholstery 


the market ea: to sell! 


\subscription-type women’s magazines!* 


*From a continuing national study conducted by Market Research Corporation 
of America. It shows that Family Circle reaches a market of its own... 
which cannot be reached effectively by combinations of other leading women's 
magazines. For complete details, ask your Family Circle representative. 
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|and sylflex tanned leather. 

The campaign will be based on 
a photographic theme dramatizing 
the everyday advantages of sili- 
cones as applied to fabric and 
leather, L. S. Putnam, advertising 
manager, said. The campaign is 
based on research started ten years 
ago, Mr. Putnam said, and will be 
expanded later. 

Consumer magazines to be used 
initially are Good Housekeeping 
and The Saturday Evening Post. 

Business papers include Boot & 
Shoe Recorder, Daily News Record, 
Footwear News, Retailing Daily, 
and Women’s Wear Daily. 

Anderson & Cairns, New York, 
is the agency. 


Anahist Names Norman Young 

Norman Young, formerly in 
charge of radio and television, has 
been appointed director of adver- 
tising, media and statistics for 
| Anahist Co., Yonkers, N. Y. 


You Get Far More 
Than Metropolitan 


DECATUR, Illinois 
When You Buy... 


THE 


HERALD 


AND 


REVIEW 


100%" rar, 


coverage 
DECATUR METROPOLITAN AREA 


@ Population: 108,800 

@ Retail Sales: $140,338,000 
@ Food Sales: $ 30,397,000 
@ Auto Sales: i 30,155,000 


62. ye a 


DECATUR OFFICIAL 
RAND McNALLY 10-COUNTY 
TRADING AREA 


In 1954, Rand McNally re-evaluated 
the Decatur Trading Area, raising it 
from a six-county to a ten-county 
market. 


@ Population: 284,600 

@ Retail Sales: $308,747,000 
@ Food Sales: $ 65,092,000 
@ Auto Sales: Pi 71,265,000 


49.47," coverege 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


@ Population: 408,300 
@ Retail Sales: $434,980,000 
@ Food Sales: $ 93,008,000 


@ Auto Sales: $ 99,801,000 
*S.M. Annual . 1955 
ABC Sept. 30, 1 54 
Write for “The Decatur Story”. 
See the spectacular expansion of 


The Boom City of Illinois 


DECATUR 
Herald ana Review 


A Lindsay - Schaub Newspaper 


a 
Member Illinois Color Comic Group 
Jann & Kelley, Inc. Nat'l. Reps. 
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Along the Media Path 


Family Circle dramatizes the 
pulling power of its advertising 
pages with a “Sales Scents” mailer, 
consisting of a case of Nips Bot- 
tlettes with a perfume guidebook. 
The mailing pointed out that when 
Nips Inc. ran an ad offering the 
perfume sampler and guidebook in 
Family Circle, readers responded 
to the tune of $85,000 in orders and 
re-orders. 


® Western Electronic News is using 
a four-color aluminum foil cover 
for its Western Electronics Show 
and Convention issue, out in Aug- 
ust. In addition, 11 other pages in 
aluminum foil will be run in the 
issue. They will be ads. 


® Mailmen about the country had 
to cope with a long, thin mailing 
piece from Holiday. What it was 
... it was a kite, Holiday’s way of 
reminding space buyers that 
during the first half of 1955 it 
reached a new high in linage and 
revenue. 


® The Hartford Courant will spon- 
sor a do-it-yourself show at the 
West Hartford Armory, Nov. 7-12. 


® The Morning Sentinel, Water- 
ville, Me., has published an 80- 
page tabloid vacationland-summer 
calendar section. 


® WTVD, Durham, N.C., tv sta- 
tion, will go to a maximum power 
of 316,000 watts on Sept. 1. New 
equipment will also enable it to 
transmit network color programs. 


® WRCA, New York radio station, 
is trying psychological cooling on 
its listeners during the sizzling 
summer days. It’s based on a sur- 
vey by psychologists that “radio 
listeners tend to identify them- 
selves with sounds that are most 
pleasing to them.” Ergo, when the 
mercury soars into the 90s, WRCA 
broadcasts such cooling sounds as 
running water over a waterfall, 
gurgling brooks, ice cubes clinking 
in a glass, torrential downpours, 
etc. Also being prepared is a spe- 
cial broadcast from an ice-making 
factory in mid-Manhattan. 


® Bigger format (from 64 pages to 
96), 100% increase in newsstand 
print order, new four-color covers 
and advanced dating to step up 
newsstand sales, have been an- 
nounced by Homecraft & The Home 
Owner, Chicago. Former datings 
were September-October and No- 
vember-December. New datings 
are October-November, December- 
January and so on throughout the 
year. 


® When historians look back and 
ask, “Which was the first commer- 


down to catching up. 


® NBC Spot Sales is distributing 
its time contract chart to time buy- 
ers again this year. Something like 
a slide rule, the chart makes it 
possible to measure off the weeks 
in 13-week segments in four groups 
covering a year, a process that be- 
comes very complicated and nerve 
wracking when tried with a con- 
ventional calendar. 


® The Muncie Evening Press cele- 
brated its 50th anniversary with a 
special 96-page king-size edition 
on June 25. It was divided into 
seven sections covering press, busi- 
ness and industry, community 
growth and expansion, education, 
agriculture, labor and community 
life. 


® Studio facilities of the Milwau- 


kee television station, 


transmitter site on the city’s north 


side to new, larger quarters in the 
‘downtown area. 


©The Courier-Post, Camden, N. J., 
which has been published in Cam- 
den since 1875, has moved into a 
rural setting in Delaware Town- 
ship, Camden County. The paper 
has occupied a new, $3,000,000 air 
conditioned plant on a 16-acre 
tract of land. Dedication will be on 
July 26. 


® The Daily Progress, Charlottes- 
ville, Va., has announced plans for 
a $300,000 expansion program at its 
publishing plant. The program will 
include construction of new edi- 
torial, advertising and business 
offices and enlargement of compos- 


‘ing and mechanical departments. 


The work will be completed in 
about nine months. 


® “The Third Person,” the elabo- 
rate three-screen stripfilm pres- 
entation in full color, unveiled by 


WTVW,, 
have been moved from the station’s | 


the Bureau of Advertising, ANPA, 
earlier this year, has now been 
made available by the bureau to 


papers in single screen form for 
showing to local and area audi- 
ences. 


© The American Weekly has 
scheduled its fourth consecutive 
movie annual for its Sept. 25 issue. 


® The first in a series of mailings 
to Baltimore retailers to stimulate 
greater linage in the Baltimore 
Sunday American was a miniature 
boxing glove. Promotion was keyed 
to the theme, “The Paper with the 
Sunday Punch.” The mailing was 
created by the paper’s agency, 
Kaufman-Strouse. 


® WIP, Philadelphia, has an un- 
usual tie-in promotion with a Dell 
25¢ book. With recent emphasis on 
the movement of the Athletics 
from Philadelphia to Kansas City 
and WIP carrying all the Phillies 
games exclusively, reciprocal tie- 


in was arranged to plug “The Only 


pope mm pe nee 
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Game in Town,” a Dell First Edi- 
tion book by Charles Einstein. A 


special bookmark on 5,000 copies 
its more than 1,000 member news- 


shipped into town pointed up the 
“only game in town” broadcast. 


e Department of New Laurels: 

The August issue of Farm & 
Ranch—Southern Agriculturist 
carries more advertising pages and 
revenue than any other August 
issue of the magazine. 

Motor Boating reports a 14% in- 
crease in ad volume for the first 
six months of 1955 over the first 
half of last year. 

Promenade finished the first six 
months of the year with an adver- 
tising-page gain of 15% over the 
same period of last year. 

The August “college” issue of 
Mademoiselle will yield the biggest 


ad revenue in its 20-year history. 
Total number of ad pages in the 
issue is 269. 
| The Chicago Daily News gained 
more than 1,000,000 lines in the 
\first six months of 1955 over the 
‘same period in 1954. 

The August issue of American 


cial broadcasting station in the, 
U. S. to use atomic electricity for) 
the relay of a radio program to) 
transmitters?” they will find that. 
WGY, General Electric’s station | 
in Schenectady, put in its bid first. 
The historic event took place July 
18 and was part of a demonstration | 
of the peacetime use of atomic) 
energy conducted by GE at its 
West Milton, N. Y., power plant. 


® “A blending of modern engi- 
neering with architectural tradition 
of the Old South” is the way At- 
lanta Newspapers Inc. describes its 
new radio and television center in 
Atlanta, where all WSB’s broad- 
casting and business functions will 
be combined this fall. Austin Co., 
Cleveland, is the designer and 
builder. 


® The Milwaukee Sentinel is of- 
fering a new summer service to 
readers. They can still receive 
copies at their new summer ad- 
dress, but if they prefer, they can 
arrange to have all the copies 


stored and delivered to them when 
they return. Then they can settle 
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Advertising Age, July 25, 1955 


Home has 67% more ad pages than 
August of last year. 

Highest local sales in the 35-year 
history of the station were re- 
corded by KDKA, Pittsburgh, 
during the first six months of this 
year. 

Transportation Supply News re- 
ports a 57% ad volume gain for 
the first six months of 1955 over 
the same period of 1954. 

Life International had its largest 
six months, in terms of ad linage, 
this year—242,250 lines. 

Interiors showed a gain of 8% 
more advertising pages in the first 
half of 1955 compared with the 
same period of 1954. 

Cue will finish the first six 
months of 1955 with an ad gain 
of 36 pages, or 8%, over the same 
period of last year. 

The August issue of Sports Afield 
closed with a gain of 10 pages, 365 
lines over August of last year, a 
gain of 28.2%. 

The August issue of Seventeen 
sets a new record with the greatest 
number of advertising pages—226 


|—in its 1l-year history. 

| Look reports the first half of 
(1955 has been the biggest six 
months in its history, both in ad- 
vertising revenue and in circula- 
tion. Ad revenue totaled more than 
$14,020,000 and average net paid 
circulation is estimated at better 
than 4,050,000. 

American Aviation’s six-month 
ad volume of 658 pages is up 127 
pages over the first half of last 
year. 


Taft Adds WKRC-TV Manager 
Duties as Latham Retires 

David G. Taft, exec. v.p. of Radio 
Cincinnati Inc., has assumed the 
additional duties of general man- 
ager of WKRC-TV, Cincinnati, 
upon the retirement of U.A. (Jake) 
Latham, with Radio Cincinnati 
since 1935, for the past several 
years as general manager of 
WKRC-TV. Mr. Taft, who joined 
Radio Cincinnati in 1940, also is 
v.p. of WTVN and WTVN-TV, 
Columbus, and director of WBIR- 
TV, Knoxville. 

Roger Read, assistant sales man- 


OPEN THE DOOR—Two views of this outdoor board, located beside 

Wilshire Blvd., Los Angeles, show the workings of a sliding panel 

which promotes sliding glass doors made by Arcadia Metal Products, 

Arcadia, Cal. The 50’ bulletin was designed by Jerome Gould, Gould- 

Smith Associates, and produced by Stiller-Rouse Advertising, 
Beverly Hills. 


ager of WKRC-TV, has been) sales manager, has been named to 
named local sales manager of the| the additional position of assistant 
station. Robert Schlinkert, general | to Mr. Taft. 


Most comprehensive survey 


ever made of a radio audience 


There’s a mew report out on radio listening. 
Advertisers will find it absorbing . . . for a good 


many reasons. 


e It measures audience quality as well as quantity. 


e It measures station preference as well as pro- 


gram preference. 


e It measures listening habits 24 hours a day, 
upstairs, downstairs, indoors and out. 


e Its sample is big—so big that the report is 


conclusive, definitive. 


The survey was made by Alfred Politz 


Research, Inc., in an area 


four states. There are 197 radio stations to choose 
from in that area. But survey results show that 


41.4 per cent of the adult listening audience is 
tuned daily to one station—WJR, Detroit. 


Whether it’s news, drama, farm reports, sports, 


homemaking shows, music, or variety—makes no 
difference. Morning, afternoon, evening, all night 


—no difference. The overwhelming percentage of 
people prefers WJR. 


That’s because WJR is a radio station with a 
personality. The personality accounts for circula- 
tion—millions of steady listeners who tune to 


WJR for the kind of programming they want. 


The 
that includes parts of 


Politz report is fascinating—don’t fail to 


read it! Either write WJR, Detroit 2, Michigan, or 
ask your local Henry I. Christal Company repre- 
sentative for a free copy. 


The Great Voice of the Great Lakes 


WIR... 


50,000 Watts CBS Radio Network 


More for your advertising dolicr . . 
That's the new, free WJR-Politz Sur'y. Get it today 
if you want to sell Detroit and the Great Lakes Area. 


. this year! 
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May Scare Buyers, 
but Car Makers Put 
in Safety Belts 


Detroit, July 19—The automo- 
tive industry has finally swallowed 
its pride and adopted seat belts as 
a safety measure in passenger cars. 

For years the Automobile Man- 
ufacturers Assn. has_ resisted 
adoption of the gadgets because of 
the fear seat belts would call at- 
tention to the danger of riding in 
automobiles. 

Various doctors have repeatedly 
advised the industry to offer seat 
belts as standard equipment along 
with padded dashboards and col- 
lapsible steering wheels. 

The industry argued _ rather 
strongly that once the public 
gained the impression that pas- 
senger cars were so unsafe as to 
warrant such devices, sales would 
be affected. 


s Chrysler Corp. recently made 
the first move in the direction of 
seat belts. 

Now, Ford Motor Co. has of- 
fered the belts as optional equip- 
ment on all Ford-produced ve- 
hicles. 

Earle S. MacPherson, Ford v.p. 
in charge of engineering, said that 
evaluation of recent extensive re- 
search into safety devices has 
proved the value of seat belts for 
autos. 

As a result of the tests, he said, 
Ford will incorporate safety ad- 
vancements in all products as soon 
as they can be proved effective. 

“We know there is less chance 
of injury when the motorist is held 
in his seat,” said a Ford spokesman, 
“and furthermore when he is kept 
within the protective enclosure of 
the car.” 


Royal Mfg. Names Adler; 
Buys Frank Hall Inc. 


Royal Metal Mfg. Co., Chicago 
producer of metal institutional fur- 
niture, has appointed William Hart 
Adler Inc., Chicago, to handle its 
advertising. Kutner & Kutner, Chi- 
cago, previously handled the ac- 
count. 

Royal Metal has_ purchased 
Frank A. Hall Inc., New York 
maker of hospital beds, springs, 
case goods and other equipment. 
The company operates as a division 
of Royal. 
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GET THE FACTS ABOUT THE 
WORLD'S BIGGEST MARKET! 


> Read about the keys that open 
82,968 doors in the multi-bil- 
lion dollar construction market. 
Get the free, new ACP booklet, 
“The Key ...”, by writing: 
Gordon L. Anderson, Sec’y. 
, ASSOCIATED CONSTRUCTION 
PUBLICATIONS 
1022 Lumber Exchange Bidg., Minneapolis 1, Minnesota 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


CONSTRUCTION MiD-WEST CONTRACTOR 
Roanoke, Virginia Kansas City, Missouri 
CONSTRUCTION BULLETIN MISSISSIPPI VALLEY 
Minne nesota CONTRACTOR 
a St. Louis, Missouri 
CONSTRUCTION DIGEST 
' WEW ENGLAND CONSTRUCTION 
tationapetie, tations Boston, Massachusetts 
TRUCTIONEER 
South Orange, New Jersey yA 
CONST uction news Denver, Colorado 
T BUILDER 
kectien | 
A TEXAS CONTRACTOR 
Texas 
MICHIGAN CONTRACTOR 
& BUILDER WESTERN BUILDER 
Detroit, Michigan Milwaukee, Wisconsin 
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Crown Zellerbach Sales Up 


Crown Zeilerbach Corp., San 
Francisco, reports net sales for the 
fiscal year ended April 30, 1955, of 
$306,326,000, compared with $297,- 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


J 


ESTABUSHD 888 
PRESS CLIPPING BUREAU 
BArclay 7-537! 
165 Church Street © New York 7, N.Y. 
will provide you with a record of your 
results from promotions and releases. 
For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 


PRESS CLIPPING BUREAU 
165 Church Street © New York 7, N. Y. 


959,320 for fiscal °54, and net in-| 


come, after taxes, of $32,657,000 in 
fiscal °55, compared with $26,827,- 
864 in the preceding year. The 
company is still pressed to meet 
demands for its products, J. D. 
Zellerbach, president, said in the 
company’s annual report, and plans 
to expand production by at least 
50% over the next ten years. About 
$85,000,000 will be earmarked for 
this purpose during the next two 
years. 


Scott Co. Boosts Schulz 


Peter Schulz, a member of the 
San Francisco staff of Duncan A. 
Scott & Co., publishers’ representa- 
tive, for the past seven years, has 
been transferred to Los Angeles as 
manager of the company’s South- 
ern California operations. 


Pabst Promotes Gene Biron 

Pabst Brewing Co., Chicago, has 
appointed Gene Biron executive 
director of sales promotion and 
export sales. He has been with the 
company 16 years. 


# 
(om 
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CLIENT'S O.K.—Joseph W. Mooney (left), v.p. and a director, American 
Sugar Refining Co., studies ad proofs for a forthcoming Domino sug- 
ar campaign. Presenting the ads is William H. Kearns, president of 


Ted Bates & Co., the Domino agency. 
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“Business Publications tell us what’s 
new in the food business” says 


JOSEPH B. HALL, President, THE KROGER CO. 


“With the top men in our organization, business 
publication reading is a habit.” Mr. Hall goes on to 
say, “Ideas, trends, developments, the kind of news 
that’s vital to successful, everyday operations — 
we know will be covered and analysed by the alert 
reporters and editors of these magazines.” 


Talk with management men in any industry, and 
you'll find Mr. Hall’s idea of a business publication 
is typical: A source of pertinent, timely informa- 
tion. And, when editorial matter is so highly 
thought of, you can be sure the facts and figures 
in the advertising pages are given importance, too. 

Business publications provide a direct sales 
route for any product or service of benefit to busi- 
ness or professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 ritteonth street, .w., Washington 5, D.€. + Sterling 3.7535 


The national association of publishers of 173 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,098,937 .. . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. . . . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


decisions in the businesses, industries, sciences and | 


professions... pin-pointing the market of your choice. 


Write for list of NBP publications and the latest 
“Here’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, by Ralston B. Reid, Advertising & 
Sales Promotion Manager, Apparatus Sales Division, 
General Electric Company, Schenectady, N. Y. 


Advertising Age, July 25, 1955 


Wading Pool Sales 
Jump; Manufacturers 


Knee Deep in Orders 


New York, July 19—The recent 
heat wave has cleaned out most 
toy retailers of their season’s sup- 
ply of children’s wading pools, and 
manufacturers are unable to fill 
the backlog of orders. 

Benjamin F. Michtom, chairman 
of Ideal Toy Corp., reports the sud- 
den demand came after two 
months of disappointing sales be- 
cause of an unseasonably cool 
spring. Stocks were kept low, or- 
dering was postponed and the en- 
tire inflatable industry fell far be- 
hind last year’s $60,000,000 volume, 
Mr. Michtom reports. 

Department store and retail out- 
lets were cleaned out within two 
to three days after the heat wave, 
and major manufacturers had 
empty warehouses a day or two 
later. 

Leon West, sales manager of Bil- 
nor Corp., leading summer pool 
manufacturer, believes that there 
will now be shortages for the rest 
of the year and good buying early 
next year. Mr. West feels, however, 
that the 1955 demand has come too 
late to make up for lost sales in the 
industry. 


® In their purchases, consumers 
have been shifting in increasing 
numbers from vinyl to rigid pools, 
and this year, sales of rigid pools 
are expected to outnumber inflat- 
ables three to one. The trend is 
expected to continue unless a sys- 
tem of standards is adopted by the 
vinyl manufacturers. Substandard 
vinyl turned out by some manu- 
facturers is reported to be one of 
the reasons for the shift. 


Hamilton Beach Co. 
Offers Five-Year 


Service Warranties 


RACINE, July 19—The Hamilton 
Beach Co., maker of food mixers, 
Mixette, Liqui-Blender, hair dry- 
ers, Deep-Clean and. Champion 
vacuum cleaners and Hand-Vac, 
has announced a five-year, free 
service guarantee on all its motor- 
ized home appliances. 

Ralph Zenner, sales manager, 


,|said there are no strings attached 


to the guarantee. “If an appliance 
doesn’t work properly any time 
within five years of purchase, the 
consumer sends it to a service sta- 
tion or to the factory and we put it 
in working order,” Mr. Zenner 
said. “The only exceptions are the 
cord sets and mixer bowls and ob- 
vious misuse of the appliance.” 

The guarantee will be featured 
in conjunction with new model 
mixers in ads in Better Homes and 
Gardens, Bride’s Magazine, Elec- 
tricity on the Farm, Good House- 
keeping, Guide For the Bride, 
Modern Bride, Saturday Evening 
Post, Successful Farming and True 
Story. 

Hamilton Beach said that normal 
warranties in the household elec- 
tric appliance field run for about 
one year. 


O-Cel-O Promotes Drake 


Frank S. Drake, formerly di- 
rector of advertising and merchan- 
dising for the O-Cel-O division 
of General Mills, Buffalo, has been 
named director of sales, advertis- 
ing and merchandising. Mr. Drake 
will have charge of all consumer 
activity for the division. He joined 
O-Cel-O about a year ago, after 
ten years with Procter & Gamble 
Co. and five years as assistant gen- 
eral advertising manager of Col- 
gate-Palmolive Co. 


Appoints Dundes & Frank 

Edward Abbott Inc., New York 
fashion house, has appointed Dun- 
des & Frank, New York, to handle 
its account. The company had no 
previous agency. 
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SIX PACK—Minute Maid Corp. is testing a six can pack for its frozen 
juices and ades, providing a variety of products and opportunity 
for a premium deal. The packs also can be divided into two three- 


unit packs. 


Minute Maid Tests 
Six-Can Pack, Three 


Premium Offers 


New York, July 19—Minute 
Maid this summer is conducting 
three tests for special premium 
promotions and for a new six-can 
pack for its frozen juice concen- 
trates and ades. 

The new package, which will 
carry six 6-oz. cans, allows the 
retailer to wrap any combination 
of concentrates and/or ades he 
wishes. Special pricing for the six- 
pack deal is up to the retailer him- 
self. 


® The container is designed to 
break in half, if desired, so that the 
retailer can make a ready sale to 
the housewife who would like to 
take advantage of the special price 
but wishes to have a_ smaller 
quantity. 

The packets are appearing with 
the three summer promotions. With 
the “Summer Cooler” and “Trio 
of Treats” packets, the purchaser 
can send to Minute Maid for six 
unbreakable, frosted crystal tum- 
blers with a retail value of $1 for 
only 40¢. The “Buy of the Week” 
premium offer features an 8” Miss 
Minute Maid toddler doll for only 
$1 and the label from the combi- 
nation pack. 


End AFL Endorsement 
Claim, and Unokayed 
Ads, FTC Tells Paper 


WASHINGTON, July 19—Trade 
Union Courier, a labor bi-weekly 
newspaper published in New York, 
has been ordered by the Federal 
Trade Commission to cease claim- 
ing that it has been endorsed by 
the American Federation of Labor, 
and also to stop publishing and de- 
manding payment for ads not au- 
thorized by advertisers. 

The case goes back to March, 
1952, when a complaint was issued 
against Trade Union Courier Pub- 
lishing Corp. and its officers, Max- 
well C., Charles and Bert Raddock. 
A hearing examiner recommended 
dismissal of the charges for lack of 
evidence and on grounds that the 
public interest did not require cor- 
rective action. 

FTC counsel appealed dismissal 
of the two charges involving AFL 
endorsement and publication of 
unordered ads. Further hearings 
were held, and the charges were 
sustained. The paper appealed. 
Last week’s order denies the ap- 
peal and is FTC’s final decision. 


ws FTC held that “no less than 16 
companies and individuals were 
billed, in amounts from $25 to $350, 
for advertisements which they had 
not authorized or which they had 
expressly refused to take.” 

FTC also said that while some 
AFL unions endorsed the paper, 
“that does not justify their solici- 
tors in seeking to create the im- 
pression that the paper is endorsed 
by the American Federation of 
Labor itself.” 


Bernard Leaves Broil King 


‘and director of sales and advertis- 


ing of International Appliance 
Corp., Brooklyn manufacturer of 
Broil King rotisseries and food 
slicers. William Litner, president, 
said Mr. Bernard’s position will 
not be filled. Mr. Bernard, who has 
not announced his plans, was pre- 
viously national sales manager of, 
Peerless Corp., Manufacturer of! 
Broil Quik rotisseries. 


Gero Gets Roquefort Assn. 

The Roquefort Assn., Roquefort, | 
France, has appointed George Gero 
Advertising, Paterson, N. J., and 
New York, to handle its American 
magazine and mewspaper adver-. 
tising. 
KSTP Promotes Rosene 

Marvin L. Rosene, general sales 
manager for KSTP and KSTP-TYV, | 
St. Paul, has been named v.p. in) 


Lou Bernard has resigned as v.p.|charge of sales for the stations. 


a maher 
publication 
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oO \. WATER! 
} ng ring (soda) water! 


In fact, bring any old kind of drinkin’ liquid you 
tf) ce 


happen to sell. It’s for a kind of fire, and yet not 
exactly, either . . . in fact, it’s a thirst — a terrific 
thirst multiplied by half a million COUNTRY 
AND WESTERN JAMBOREE readers. Comes 
from whoopin’ and dancin’ at the same time . . . 
really is a good deal like a fire. 


White today For Facts and Rate Card! 
Country and Western JAMBOREE! 


By the publishers of DOWN BEAT 
2001 Calumet Ave., Chicago 16, Ill. 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 


The Heartland of Louisiana has 
$3899 ,481,000.00 Purchasing Power! 


Channel 


) 
BATON ROUGE, LOUISIANA 
? 


is the only TV station completely covering an area rich in spendable 
income from OIL, GAS, SULPHUR, INDUSTRY, AGRICULTURE 


HAMMOND 


oo OPELOUSAS 
PLAQUEMINE 
Me PAP AYERS DONALDSONVILLE 
NEW IBERIA 
MORGAN CITY 


MARKET DATA PREDICTED SERVICE 
AREA* WBRZ, Channel 2 


Population 


FTV sets in area 


Effective Buying Power... 
BN I een tliicenempnonlin 
Feed Sales ................ 


Automotive Sales —.......___. 


Drug Sales 


a. Se ..164,650 
. $899,481,000 
..$580,937,000 
.. $129,460,000 
$122,571,000 
$ 16,371,000 


SOURCE: Sales Management's Survey of Buying Power, 


1954 
*Class “B”’ 


tTelevision Magazine 


NBC-ABC 


POWER: 
100,000 watts 


MORE TOWER: 
1001 ft. G6 inches 


Largest TV Antenna 
im the United States 
12 Bays—Channel 2 
Represented by Hollingbery 


RETAIL SALES: $580,937,000.00 
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Chicago Car Salesmen 
to Organize Union 

Refusal of the Illinois legislature 
at its recent session to enact a law 
requiring Sunday business closing 
has spurred Chicago area automo- 
bile salesmen to organize an inde- 
pendent union. John J. Howe, 
temporary president of the union, 
said he would seek to organize 7,- 
000 members. Name of the union 
is the Automobile Truck, Tractor, 
Trailer, Auto Parts and Auto Ac- 
cessory Salesmen’s Union of Chi- 
cago and vicinity. 

Edward L. Cleary, exec. v.p. of 


with 
'Franke, who succeeds S. Wayne 


the Chicago Auto Trade Assn., 
which represents 450 Chicago area 
automobile dealers, said the asso- 
ciation “always believed in Sun- 
day closing and has advocated it 
with our dealers.” 


Franke Joins ‘Oil Daily’ 


Lenn Franke has joined Oil Daily 
as central advertising manager, 
offices in Chicago. Mr. 


Hickey, resigned, formerly was an 
independent oil producer, and be- 
fore that was an account executive 
with Foote, Cone & Belding. 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


JUST RELEASED 


COMPLETE 1955 
MARKET DATA 
OF EL PASO 
RETAIL TRADE AREA 


Write for your free copy 


The Z1 Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY . 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Mortality Rate of 
Anti-Stam» Bills 
Was High in ‘55 


NEw York, July 20—Most of the 
anti-trading stamp bills introduced 
in state legislatures this year have 
died on the vine. 

A check by AA shows that of 50 
bills introduced into 24 state legis- 
latures, two were passed, one is 
still alive in committee and 47 
were killed. 

Commenting on the unusual leg- 
islative barrage this year against 
trading stamps, Sperry & Hutchin- 
son Co., largest trading stamp 
operator in the country, told AA 
that it considers recent legislative 
attempts to curtail use of trading 
stamps as “part of a nationwide 
attack by a large national food 
chain.” While S&H refuses to name 
names, it is generally understood 
in trade circles that the national 
food chain referred to is Safeway 
Stores. 

Safeway told AA that the record 
refutes the S&H charge. The food 
chain declares that many others, 
including independent merchants, 


TELEVISION 
NETWORK 


Basic Affiliate 


The 1955 Sales Management 
Figures Show That The WTVJ 
South Florida Market Area 
Has Increased 10.9% In Pop- 
ulation Over 1954. 


a3 Retail Sales Are Keeping Pace 
; ... UP 8.9% To An All Time 
High Of $1,477,290,000. 


WTVJ NOW DELIVERS YOUR SALES 
MESSAGE TO 1,185,200 PERSONS 
— 363,600 FAMILIES. 


giving 
age of th 


is the ONLY TV Station 
WTVJ eae complete cover- 
e Fabulous South 
Florida Market. 


E & 
CONTACT YOUR FRE 
PETERS COLONEL NOW 


a 


FLORIDA’S FIRST TELEVISION STATION 
100,000 Watts Power—1,000 ft. Tower 


seo avin ae _—— tas 
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Anti-Trading Stamp Legislation Box Score 
(As of July 8, 1955) 

State Escheat Prohibitive Includes Flat Bond Gross Others 

Bill License Tax Stamp Prohib’- Required Receipts 

in tax tion Tax 

Alabama Alive Alive 
Arkansas Dead Dead Dead* 
Arizona Dead” 
California Dead — Dead* 
Colorado Dead Dead Dead 
Florida Dead? 
Idaho Dead Dead ——— 
* Illinois Dead 
lowa Dead ——— 
Maryland Dead 
Minnesota Dead Dead ———— Dead 
Montana Dead 
Nebraska Dead Dead Dead 
Nevada Dead Dead 
New Mexico Dead Dead’ ——— 
New York Dead o* 
North Carolina Dead 
North Dakota Passed ———— Dead 
Oklahoma aa Dead Dead" 
South Dakota Dead ———— Dead 
Tennessee Dead Dead 
Texas Dead 
Utah Dead ——— Passed 
Wisconsin Dead? Dead’ 
Wyoming Dead Dead 
Totals 15 1 2 7 3 4 5 
*Only legislature not yet adjourned. 
TTwo escheat bills dead in Florida; two prohibitive license tax bills dead in New 
Mexico, and two flat prohibition bills dead in Wisconsin. 
*Regulating size of stamps and coupons. 
"Prohibits giving anything of value with intent of injuring competitor. 
“Prohibits discounts or trading stamp signs at gasoline stations. 
‘A bill requiring deposit with state of sums equivalent to sales of stamps. 
"Two bills requiring record of stamp savers and merchandise affected. 
"Resolution declaring trading stamps a type of monopoly in restraint of trade. 
"Treats trading stamps as a price cut. ° 


stamp operations. 


$6,000 apiece on trading stamp 
companies doing business within 
county lines (AA, April 4). 

But the bill carries a rider which 
gives opponents of the law 90 days, 
after July 1, to obtain 7,000 signa- 
tures to a petition for a referendum 
in November, 1956. Petitions al- 
ready have been signed by 30,000 
persons, AA was told. 


® In Utah, a law became effective 
May 10 making it illegal for mer- 
chants to reduce prices by use of 
trading stamps (AA, April 11). The 
law is being contested in a suit 
brought by Sperry & Hutchinson 
and three Utah merchants against 
the Utah trade commission. 

In Alabama a license tax bill on 
trading stamps, somewhat similar 
to the North Dakota bill, is still 
active in committee. Presumably it 
will be reported out later this year. 

Of the bills killed, 15 so-called 
escheat bills were introduced in al- 
most identical form in 14 different 
states (See table). These bills 
sought to establish a claim by the 
state to trading stamp cash unre- 
deemed by stamp holders. 

Since most of these bills were in- 
troduced into various state legis- 
latures after New Jersey brought 
suit against Sperry & Hutchinson 
under an old escheat law (AA, Feb. 
14, June 6), this type of legislation 
is viewed by most trading stamp 
companies as directly inspired by 
the New Jersey case. 


# Another type of legislation wide- 
ly introduced—in a total of 11 
states—was the license tax. Only 
the bill in North Dakota passed, as 
indicated above. Since 1919 similar 
legislation has been passed on 16 
separate occasions. State courts 
have held such statutes to be un- 
constitutional and have declared 
trading stamps legitimate com- 
petitive instruments. 

Bills killed sought (1) to impose 
gross receipts taxes (2) to require 
the posting of bonds by trading 
stamp companies (3) to declare 
trading stamps equivalent to a 
price reduction rather than a dis- 
count (4) to regulate the physical 
size of trading stamps (5) to ban 
stamps at gasoline stations or (6) 
to require the recording of names 
and addresses of all customers 


given stamps. They were all de- 


| 


are opposed to uneconomic trading | feated. 


Asked by AA to comment on the 


Two bills were passed. North | unusual amount of anti-trading 
Dakota established a license tax on | stamp legislation introduced this 
trading stamps, authorizing any year in state law making bodies, 
county in the state to levy a tax of| Sperry & Hutchinson released the 


following statement: 


= “In the long history of com- 
petitive enterprise, men who have 
found themselves unable to cope 
with competitive situations have 
time and again turned to the ma- 
chinery of state legislatures in 
search of self-serving legislation 
to cripple legitimate competitive 
practices. 

“We have learned,’ S&H says, 
“that the state legislator is a hard 
man to deceive. He applies a sim- 
ple test to every proposal: Is it in 
the public interest? He has usually 
refused to become a party to leg- 
islation benefiting selfish interests 
and against the public interest. 


= “The types of legislation intro- 
duced this year were familiar to 
us,” S&H says, “with the exception 
of the so-called escheat bill, which 
was introduced in almost identical 
form in 14 states. 

“This escheat legislation—as well 
as other anti-stamp proposals—is 
felt by us,” the S&H statement con- 
tinues, “to be a part of a nation- 
wide attack against trading stamps 
by a large national food chain 
which has had difficulty in com- 
peting with stores using cash-dis- 
count stamps. 

“Unable to compete in the mar- 
ket place, this chain has attempted 
unsuccessfully to stifle competition 
through legislation. 

“Looking ahead,” the S&H state- 
ment concludes, “we are confident 
that legislators will, as in the past, 
recognize that the best judges of 
our service are the merchants who 
use S&H green stamps and the mil- 
lions of housewives who save 
them.” 


Swank Launching Record Drive 

Swank Inc., Attleboro, Mass., 
will launch the most extensive 
campaign in its 58-year history this 
fall when it promotes its line of 
men’s jewelry and _ accessories 
around the theme “color coordina- 
tion” and “collectors” cuff links. 
Newspapers, magazines and direct 
mail will be used, concentrating 
primarily on color pages in Sunday 
newspaper magazine sections and 
in Collier’s, Esquire, Holiday, Good 
Housekeeping, and The Saturday 
Evening Post. Robert M. Marks & 
Co., New York, is the agency. 
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TRY TOM MOORE § 
AT OUR RISK! 
Distillers 


MONEY-BACK / <=: 
GUARANTEE! 4. <<< 


| 


MARYLAND'S 
BEST LIQUOR 
VALUE! 


Petted ond boomed by 
BARTON Bistiiiin® COMPANY 
Bardstown Matson Coomry Hentucty 


BUY TODAY AT LEADING LIQUOR STORES 


NO DISAPPOINTMENTS—This money | 


back guarantee ad, which Barton 
Distilling Co. ran recently for ten 
days in Baltimore newspapers for 
its Tom Moore Kentucky straight 
bourbon whisky, reportedly had 
unexpected sales results. Moreover 
no customer has as yet returned a 
bottle, the company says. Success 
of the test is expected to result in 
similar campaigns in other markets 
this fall. Bozell & Jacobs is the 
agency. 


Let Self-do Fans 
Start Jobs: We'll 
Finish ‘Em, Say Pros 


New York, July 20—Start-it- 
yourself-and-let-someone-else-fin- 
ish-it continues to gain over the 
do-it-yourself movement, accord- 
ing to William W. Gordon, gen- 
eral sales manager of the Panelyte 


division of St. Regis Paper Co. 

About a year ago Mr. Gordon, | 
whose division manufactures high | 
pressure melamine plastics, ad-| 
vised professional journeymen how 
to go about recapturing business 
that was being lost to the vast do- 
it-yourself movement. 

Mr. Gordon advised professional 
craftsmen to join the do-it-your- 
self movement instead of fighting 
it. Far more people, he said, pre- 
ferred to start things than to finish 
them. 

Today, Mr. Gordon says, “the | 
do-it-yourself spree is evolving) 
into a_ start-it-yourself-and-let- 
someone-else-finish-it movement. 
Professional craftsmen are not only 
increasing their own volume of 
business by finishing jobs started 
by ‘do-it-yourselfers.’ They are 
helping stimulate one of the great- 
est booms ever experienced in the 
home building field, to say nothing 
of the repair and decorating in- 
dustries.”’ 


® Events in the past year in the 
building and decorating fields have 
supported his views, Mr. Gordon | 
says. Building activity is at an) 
alltime high. Trade unions and as- 
sociations have started public re-| 
lations programs designed to win) 
public good will and to emphasize 
the craftsmen’s role as a good 
neighbor. Supply houses and stores 
continue to sell do-it-yourself, 
materials, but many of them) 
now also feature handy reference 
directories of local carpenters, 
plumbers and other skilled help. | 

Everything is working out well) 
for everybody concerned with the) 
do-it-yourself movement, Mr. Gor-| 
don believes. Professional crafts- 
men are using more do-it-yourself, 
products. Homeowners and hob-| 
byists, on the other hand, are) 
enjoying the fun of starting proj-| 
ects and of working on them until 
they get tired or run into a snag, 
knowing that the jobs will be 
finished by professionals. 


Curry Named by PPSB | 

Henry J. Curry has been ap- 
pointed v.p. and general manager 
of the Periodical Publishers’ Serv- 
ice Bureau, Sandusky, O., to suc-' 
ceed the late Clinton Morris. 


Form Sales Promotion Assn. 
Chapter on West Coast 

Sales promotion executives in 
the Los Angeles area have held an 
organizational meeting and named 
a temporary executive committee 
to plan for the formation of a 
chapter of the Sales Promotion 
Executives Assn., which was 
formed last year in New York. 

Members of the committee are 
Don R. Hunter, regional sales pro- 
motion director for TWA, organi- 
zational chairman; R. M. Crosby, 


|Southern California Gas Co.; R. 


V. Proctor, Pacific Mutual Life 
Insurance Co.; Jack Straus, Kay- 
ner Co.; Tom Burke, Grimes- 
Stassforth Stationery Co.; Ken 
Burrie, Pepsi-Cola Bottling Co. of 
Los Angeles, and Lewis Lacey, Los 
Angeles Soap Co. 


Calistoga Water to Stuart 
Charles R. Stuart Advertising, 

San Francisco, has been appointed 

to develop advertising for Calis- 
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toga Mineral Water Co., Calistoga, 
Cal. The agency has been rede- 
signing the company’s packaging| 
and is currently testing the prod-| 
uct in the Sacramento market with 
“Famous Fights from Madison! 
Square Garden” each Wednesday | 
night on KCCC-TV. Newspaper | 
advertising and point of purchase 
material also will be used. 


California Wine Output Up 

Shipments of California wine in- 
to national distribution during the! 
first five months of 1955 totaled) 
48,190,832 gallons, according to the 
Wine Institute, San Francisco. 
This was an increase of 2.34% | 
over the 47,087,379 gallons shipped | 
during the same period last year.| 


Gottlieb Moves to CBS-TV | 


 intatin © —— 


America... 


i SS 


La. Tienda 


Edited in Spanish by native Latin Amer- 
icans, it’s the only magazine serving 18 major 
Latin American grocery markets. Circulation of 
10,000 includes men who make 71% of all retail 
sales. Covers wholesale grocers, grocery sales agents, 
fixtures and equipment suppliers, hotel, club, and/: 
large restaurant managers. Good results proved. » 


Write today for complete market facts! 


THE CANTERBURY PRESS 


2001 Calumet, Chicago 16, Ill. 


lieb is resigni | maher Down Beet—Country and Western Jamboree—Record Whirl— 
Lester Gott di re os. 8; @ publications Up Beat—Beveroges—Redio y Artioulos Electricos—Radio y 
v.p. of CBS Radio to move to CBS Arfieulos Eleetricos Cataleg File—Bebidas—Bebidas Annual Directory 


Television, New York, as director | 


of daytime programming. His re- 
placement at the radio network 
has not been selected. 


Publishing since 1934 —Loa Farmacia Moderna—La Tienda—Elaboraciones y Envases 


The July issues o 
of Chain Store 


advertising pages 
published, And in: 


When the 


Cuan Store Ace GROCER’S MANUAL 
was first published 22 years ago, it was the 
first magazine to contain a complete com- 
pilation of encyclopedic information on the 
wide range of items sold in chain grocery- 
supermarkets. It has remained the only 


book of its kind. 


—— 


Now manufacturers have realized the tre- 
mendous mileage they can get out of mag- 
azines that get such year-round usage from 
chain grocery men. And it is to these manu- 
facturers and more than 33,000 chain gro- 
cery men who subscribe to Chain Store Age 
that we are indebted for this new milestone. 
Would you like a copy? 


If you haven’t seen a copy of these history- 
making issues, and are selling or would 
like to sell the 18-billion-dollar chain gro- 
cery-supermarket field, we'll be happy to 
send you a copy. Simply write your request 
on your letterhead. Dept. A-6. 

f the Supermarket-Grocery Editions 
Chain Store Age 


Supermarket-Grocery Editions 
2 PARK AVENUE, NEW YORK 16, N. Y. 


Age carried more editorial and 


than any other grocery magazines 


1953 — the most pages ap: — ae 

1954 — the most pages “SAF ,., _ Total Distribution 36,052 A.B.C. 

1955 _ rm ee pages for the first seven ‘ABD: page ee tg period 
on 8 "oreo" 


ot RS hele RE ee” SALSET Spe eget ogee isn anne oy oe see = : ; ete > “3 : 
a ° x 3 Z = S A Oye a ‘ he 
poe = ; ) y : j 74 Fi peers y ; : = 
ae idee J ) ¢ : Z ~ i as 
: fe — 
*j — 
ad. 
ita. 
os 
i | | 
al 
§ es 
x. 
ae , 
, ad ‘ 
yy ; oe - =. 
Be | a 2s? = 
3 —_ ics 6 
) a SS 
sf a 7 
< ) 
} “¢.-GIVES WIDEST FOOD INDUSTRY COVERAGE 
: o 
ro. == 3 
RS s3 F & - we 
1 4 wy: Wy 2 Neg 
Kentucty Straight Bourbon : a ~ 
Ever Made... Without Exception! KenTucKy sTaaignt cae — To ~ 
" Try TOM MOORE snd enjoy ths femows SOURDON WinsrY eh 2, an saci 
td fashioned whishey weuthee! rnbeng 6 f Z Fes =~ 
; : pemmy; TOM MOORE makes this amesing $ 4 > FS — 
Money Bach oer based on 1s werenty years hove | Bey A a 
: eaperience making only the best Kennuchy ag | yee 2 —- 
wheskees Try voter we know pow im “a ae 
. : sarees TOM MOORE i he shy Yow * a. ae hp = be 
mae " ‘ = ; “Sp re. 
; == Pap 3 flat ar “¢ 
~ ee Been Le se 
r<é > = 
ee ome a > 5 
“i ya Se 
— fee Ate ¥* 
| . 7] Ras BS & 
<. Se SESS 3 
} Tt vo oe a au —g 
? —s 
, 
f. 
\ 
i 
eo | | 
en 
| aa yt get 
Ris 13 Re OP b Ee RAN 
| : » e RIS in Sh a aaa es led ha va * “ie oP 
\ | MS) x eae Fe aor ti”) P Ss ip Ree? e as A ue ots ) “& 
a > faeare 0 RN 8 gg fn ET re RE EES 
“gy, 4) Ret “GROc i meg ee ea = 
' Boe ‘ Bees? . ; aii ERY stORE. .. (a ee 3 ) > *:% 
: an warty ye, 834 Bae Sd eam - Beas — it Ok eae Oe , 
aS ar ae “ia 1a) ; ee °° eee ee ce Ramee et prey & “E 
vue 5 ay) > Ao a sa ps ae dane ae <a ee OT ee me ee ice t's St 
sei -, eye aad  —— a = — i eae SR 
| > wv ioe yy cn eA ‘ TE ee tn. +. 7 Same a i een i ican * bbe 
tt > ea be ms) 5 hd E i ; ; gay . Se Sal NT ier a _ ‘5 ¢ 
We "te eid x, eG ao Se Se a ES estas . fi } ey al 
i ban a * "? ' Sh ase ee Br ae eT ee ae pers ea — y 
ae * ) rine ‘ 7 7 ee Pe, ag fear..: aes a ters 9 aan id, a = Fi ’ 
hs : Ls tee Ps y eo eg ep. |< Neila 
} 1 ig BRS 8 5- a CHAIN © eS ee mee : 
: ve "SS, 7 od a see atta: ‘Sem N SUPER 2 ee A! Seams "ee - 
Pf A . eae ee re - | + Sa: r i See ipo H 
| (a 4s ‘ ; “2 Bia ee i ee MARKe : Laer Se 2 asi ee cra . 
; ; i, ‘ cov | yt a ae poms? gl ' * aie . 
: LF 5 er ‘ z A seas Ulivge ae 
f TEE PRT S| ; ; Sasa a ” oe f 
+f ) ? ‘aa » 5 * ‘ ; oy ; “ Fahse drs 2 (ab. 
ie " hy f : : : 3 pee = : f 
hee x : : : % rt ee | sh 
5 VMAs : 7 : F | ee : ee 
| NS Oe Oia i id aac 2, ea ee 
LA ye NS | ae ae ee ee ag a ome SMR > emote hiyk 
: Paty ‘ See) = See See ea ae ’ ee ee 
Re it oe a: ae fers as Pe Ss 
mm! Ake MON? « ot oR i = Bee ea i ee 
. £0 OR plas ; : AR sey soy * # 
ee Midna! a it : me anaes ye oe 
4 oA) Bie Wide baer am ieee eee Rn aed 2 eas 
424 ig es i Ba mph il fae go eel Mss sie Ge am } 
‘ oS Gea re ty a arr. Ie - ei, Oaahan Ona e aon ahd poe) 
¥ ees ee . I fee Se ee je <> 
= Y Pin, | ees Se Nea. af 2 Fol ‘2 ) eo ow OS rote sate 
; , ny ‘¥ ats has Rei { ae en e Sagem ge ee OS Se eee 
ree”. i A ee le a ene Sana eo oe 
* OO. (> Lo ies a ae £ ng e iti ae gee ae Fee: ee bak! 
ee —— ll ’ oe eo Lg 
+ MR ee. | ere popes sae aS 
‘piek. oes ; ' sa oe ae eZ a ao : ict i aie a ii sta cies ay ia ewe i ; 
6) . / os Pie ot in Be. a ek ee al ne cod art ee 3 gene om 3 ; pee i= 
al 4 Peer. | we oo Re a ee Ramage ay I Ae ad Wat a0, aiaaiey Mees ke an 
1 MX aa > Brat’ ee ae : any cae j j 
bs, EE Tee ae OMe | Se ae if 
ee p wat as a Tic aaa ae. So Me OE a tas : i 
an! Np: ae aay, ee << Zane. ja fo J ee 4 
\\ ts, aig stra fie, hs io eee page en re 4 I ie pat eter Tg 
ly Cie mE, ie Se 2 ey pais ale pee ee: ae a 22 gore f 
ii "he ACY Pi: ct bg ad eae Ma ess? Sera ' e Backes | 
nil Shes u by, ‘ es a ee \ aoe : = nd Ann ee fi 
eee + si eahes a ek otra en ae a ri $e / . i 
pane BS PCT ae ad i ae > ie a a? Ua Edit; q 
| it OAS mee ae oes ria i Bc et ee ia ion of if 
OA a ie * aa a Chaj the : 
Ax IgSIT mee ar Aya pn Se. i sey ain 4 
' % 5 EMA Ae (204 f pecan ae eg 0 - tor, 
; WAYS gate / rf ‘on. i . es dc ela. ae SS aeieeeaets ee . e Age : 
> a eo ge rah a ay 
be se Rig A hg Pree ee 3 ; 
» f AP nha re, r ae bee : 
| Becta 32 ae aS 3 °F Milt ar ik, ie voter ad , 
oS Ae ae = ; 
ae “8 age ee" ~~ ee " / if 
Mrs it, oss ee ap acs ia 
Wratten ties a, Se I 8 a ned rf 
| it, rete ss . ie || ae fo a oY j 
AYA Tape # 3 ae esc 4 : eect f 
eS ie BY: | * ae ee: % ae ae 4 Be Ay ; 
) & 9 Os fete, te Me he es bass . 
| ps Re. Ma) hs, Ri ie 0 ee he] Pecia/ St 
Wet, -y ink: a ose ae Ore ' 
re vi 2 r ee — bad 50, < Rentgilea ‘ = aa’  # 
! y ‘ ‘ el a a ee ng Mode, . if) 
‘ ? Kua) wae Ros a Se a a 
ht Ae a CC at See the 
MNae 4! so eg ae a a mal 
' Bier Su ceo CC - “ 
A ad ivy ee a we xa i a 
| ” os ae oh ee oe 
} a be es: Bae oe 2 
oo. ore Plete © 
, a pees Onte 
% » iM: oh as Bae i 
. ; a 3 7 . = z ESS s . i 
BRA’ ASF PO pre iis bag ogee 
67. oe AR: BPR CA tee ee ss ” 
REI 5 ie Tae oe oda ae . ee, 
. 7 ve cpente eee xs lt ee 
GO gti eh: Beige is 
‘ : ae i oy VP ave ie Sw teen ee) ; ie 
1 GORE. a NGI St an tm Maer mee Sy oc em uk 
Pays ais ADEN (> Lae ae a cer ee dg ae ne Sy Be: 
t 1 ot Se pd = was ot ; i a Bae i ype fe 
7 es OR an sh gta Mae ie % 
: Si th ast eae ae 
| - Palit. ea ES ES 
4) —— 
a 
| 
v 
‘ 
| () | 
| 
"| 
, ‘a 
| 
}! 
, 
t 
| / 
: 
| | 
ee : ai — nero 
i. ‘ : 
ro ST 
eas mE pao: ae 54 ae 28 xo - “a tte eT Sele BE, LR ge ? i des Te ee oP Ringe ee : ae Ts ~_— . oh s 2 + ee apt kaha . » 5 rar a * ~ 1 . 
ho ape A: Se gra TRC NS pike eee eee Ie See To em ee mee Bie ote Ta ed SS. SGI amie ey SA mes vhs bs! eee Esse eye ae re ree eR gee peri Ce ke eet. a ea Ee eS tae 6 EN oo wg ey ays "ee te ao oh Beh a i'Get i. Bate 4 
BE Sis a ie o's) te fi RS ASD ART gee oe eA eg eA ee Oe ee Ee Np yey ee SO eee pig be pee ee ate ts AE at A ide Bea, Nek rea gg LM Shag, Se ae aw Nf eRe ha ng er ere a Laie a eee a grey ae ae FT y asst Fea 
Sree OR ee ee Me eh nae PUR te teks okt eR NE eg Pade, A phan Caer 1 Fy tie deena 4d Re Wok eins BO inl a Ln ode Piaget Te AS: 
LO ih tee ree fo wh ae Ses TO eee ee CO 2 tee igi nC Gey aA ee eS ee ey BD oS at We eet : Bg ROE Sl SATS ti a as ee Ly Oe oe Rh ae CR Pil ie RO ec eee ee gt A ga eg RE rR Wu ne, Cen Saad ee fA 
og Phares Saeed eS SOE MEAN peta AN ae Per ah Ma gM SS 2 Boh a koe gal at Fey ie ; > Bee dh eee he ee ak, A ae Lar ion Pey eid Peo oes Wag a eA re meta Fee org es Sis a : sf yea oan ad ‘ Boek es 2° gh ee 
LE bah Ww ROE le hak ee OF ohh OR gen PRR eh git Seg maak Ephed Reba ear Ea nal” 30 “ae, Rc) eR ae oe Sle ee me ee Seek ot ie mers Ls ee ee mae e eeee srk plecty <M Lad Bog ee. ¢ te dee OE. a O ES Nata ae Boe EY aad, Ree SOP UR. 5s 0a eRe he gs Lt eee teh CRI eeb ee ye 
Be ers Da ee tanh, See oe ae oF GN f Rees SES Bin tie ed at RST ERO Rt me inate Melee Gleitey chien Nn Da Aa ac eh DS ie a BE AR | Re FCO Sa i eee etal Sohne ae LE Te Pe ggg a a as EE RO NG fe oe Ro eee se Se ee 


Oe 


evr 


ig 
z 


a 


"Youll be riding in one 
of these before 


Around the newsroom of the Min- 
neapolis Star and Tribune Victor 
Cohn is known as the man who is 44 
years ahead of his time. 

Few of the marvels predicted for 
1999 A. D. will come as a surprise to 
Cohn, whether or not he is still around 
to observe them. A skyful of rocket 
ships, a seaful of growing crops, man- 
made weather, robot factory workers, 
atomic power plants... all the day- 
dreams dear to science-fiction litera- 
ture are today as real and logical to 
Victor Cohn as the submarine Nauti- 
lus or Jonas Salk’s polio vaccine, a 
couple of other dreams that came true 
during the two years Cohn spent mar- 


What makes a newspaper great? 


shalling facts for his monumental 
series of Minneapolis Tribune articles 
called ‘‘1999’’, a brilliant, authentic 
forecast of life as it will be lived by 
American families at the end of the 
20th Century. 


Perhaps no other feature story ap- 
pearing in the Upper Midwest’s favor- 
tte newspapers has ever required the 
fantastic amount of research and pre- 
paration which this Minneapolis Star 
and Tribune science writer devoted 
to giving authority and authenticity 
to this 16-article series. Before writing 
a word Cohn spent 15 months as- 
sembling background material, notes 
and articles on all phases of science, 
engineering, medicine, agriculture, 
transportation, city planning, elec- 
tronics and oceanography. He criss- 
crossed the United States, seeking out 
and interviewing researchers at Cali- 
fornia Institute of Technology and 
M. I. T., rainmakers in the High 
Sierras, scientists-for-hire who are 
turning automation into a household 
word, doctors who are inventing cures 
for diseases we haven’t even got yet. 


Cohn’s remarkable synthesis of the 
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information gained during this two- 
year assignment to the world of the 
future may well stand as the most 
comprehensive peek-at-tomorrow ever 
taken by a working newsman. To 
date, “‘1999”’ has been syndicated in 
28 newspapers across the United 
States and Canada. 


The editorial enterprise, accurac 
of detail and completeness of sein 
which Victor Cohn brought to ‘‘1999” 
is a cover-to-cover characteristic of 
the Minneapolis Star and Tribune— 
newspapers whose constant efforts to 
give more of the news have earned 
them the respect, admiration and 
trust of the largest reader audience in 
the 31% state area called the Upper 
Midwest. 


Minneapolis 
Star azd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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What Motivational Research Is and How It Works; 
Its Advantages and Shortcomings 


Because motivational research has become one of the most common 
phrases in advertising, Advertising Age presents here most of a chapter on 
this subject from the newly revised third edition of “Marketing and Distribu- 
tion Research,” published and copyright 1955 by The Ronald Press Co. The 
author is Lyndon O. Brown, v.p. and director of media, merchandising and 
research of Dancer-Fitzgerald-Sample, well known marketing researcher and 
educator. In this chapter Dr. Brown explains, in simple language, what 
motivational research is, how it is conducted, and its basic advantages and 


Definition of 
Motivational Research 


Motivational research in marketing 
may be defined as the use of social 
science techniques to discover and to 
evaluate the fundamental motivating 
forces or drives which impel human be- 
havior in the market place. Motivation 
has been defined as the “why” of be- 
havior, the “triggers” to action. 

The academic field most directly 
drawn upon for motivational research 
in marketing is psychology. Motivational 
psychology is concerned with the reasons 
and laws underlying learning, thinking, 
and acting in specific ways. The findings 
and methods of experimental psychology 
have been adapted to use in marketing 
research. The techniques embrace pro- 
cedures such as attitude scales, word as- 
sociation, and thematic apperception. 


® Sociology, particularly the combined 
field of social psychology, is a second 
area making major contributions. Where- 
as psychology deals largely with the in- 
dividual, sociology deals with mass be- 
‘havior. Since marketing is concerned 
with mass behavior, the contribution of 
the sociologist is of primary importance. 
This contribution comes in two general 
ways. The first is a structural contribu- 
tion. An example is the concept of social 
classes. This concept is applied to mar- 
keting research in terms of the study of 
the contrasting behavior of various 
classes such as the “upper-upper class” 
as opposed to the “lower-lower class” in 
response to marketing stimuli. The analy- 
sis of social classes has shown, for ex- 
ample, that at any given time we have very 
very rigid social classes in America, each 
with its characteristic behavior patterns. 
These studies have also shown that there is 
considerable fluidity for individuals to 
move from one social class to another 
over a period of time. This rigidity- 
fluidity, incidentally, is a fundamental 
basis of democracy in America. Further- 
more, the behavior patterns of social 
groups change over long periods of time. 
All of this social structure analysis is 
highly significant to the marketing re- 
searcher. 


® Secondly, sociologists contribute spe- 
cialized techniques for measuring moti- 
vations of individuals and combining 
them into group motivations. In this 
connection, the studies of leadership in- 
fluence in groups have great potential 
meaning for the marketing researcher. 

While the disciplines of psychology 
and sociology are the major immediate 
contributors to motivational research in 
marketing, the fundamental background 
of much of this work lies in the field of 
psychiatry. The clinical work done in 
this field has demonstrated the degree 
to which motivations lie beneath the 
surface of human behavior and can be 
brought out only by penetrating analysis. 


disadvantages. 


The work of the psychiatrist deals with 
the prevention, diagnosis, and therapy of 
mental disorders and diseases. Its tech- 
niques have therefore been developed in 
connection with abnormal individuals suf- 
fering from conditions ranging from min- 
or neuroses to complete lack of mental, 
emotional, and social adjustment. The 
transfer of these techniques to situa- 
tions dealing with normal people in the 
aggregate raises serious questions re- 
garding their appropriateness. On the 
other hand, since the researcher is seek- 
ing to penetrate hidden motivations, the 
methods which have succeeded in ab- 
normal circumstances give most promise 
of penetrating beneath the surface and 
revealing the true motivations of normal 
persons. 


® Every individual has his own complex 
personality controlling his motivations. 
He interprets situations and adjusts his 
behavior to them in terms of his total 
past experience and temperament. 
Personality, however, operates on at 
least three levels. First, there is the out- 
er level which one shows to the world. 
When we speak of a person as being 
blustery or calm, we speak of this level. 


Second, there is the conscious inner lev- 


el of personality. This level is the private 
world of wishful thinking, secret plans, 
and daydreaming. Third, there is the sub- 
conscious level. Here there are strong 
motivating forces which the individual 
himself does not recognize. All of us 
have had the experience of being sur- 
prised, or possibly shocked, by our own 
unexpected reactions to many situations. 
The basic problem of motivational re- 
search is to penetrate into the conscious 
and subconscious inner levels of person- 
alities. 


® A large variety of methods is em- 
ployed in conducting motivational re- 
search. The procedures used in any spe- 
cific project depend upon the training 
and background of the individuals con- 
ducting the research, as well as on the 
nature of the problem. A great deal of 
experimental work is also being con- 
ducted to develop more effective tech- 
niques. 

In the discussion which follows, the 
principal methods found most useful in 
marketing research are explained. These 
methods are: 


el. Depth interviewing 
e2. Focussed group interviewing 
e3. Projective techniques 
(a) Free word-association 
(b) Sentence completion 
(c) Picture responses (frustration) 


Depth Interviewing 


The depth interview is an adaptation 
of the basic practice of clinical psychiatry. 
The psychiatrist places the respondent in 
the most relaxed and comfortable position 
possible, asks many questions, and makes 
statements to stimulate reactions. The 
psychiatrist works over a long period of 
time, usually from six to eight months in 
weekly sessions. Voluminous notes of the 
patient’s answers to questions and free 
associations are made. He then spends 
a great deal of time studying these notes 
and other data obtained in the case his- 
tory. The analysis is often supplemented 
by study of the results of various psychi- 
atric tests that have been administered. 
Out of all this, he draws conclusions 
which provide a foundation for the ther- 
apy he will recommend. 

In depth interviewing, a similar pro- 
cedure is followed. However, it is vastly 
compressed in time, the typical depth 
interview with a consumer lasting from 
one to two hours. The common elements 
are the following:.the work is done by a 
person trained in the techniques of prob- 
ing, the interviewer asks questions he 
considers appropriate as the interview 
progresses, the questions are asked in an 
order developed during the interview, and 
the interviewer is alert to make obser- 
vations of subtle reactions of the re- 
spondent. The questions are largely in- 
direct in nature, but are centered around 
the product or problem involved. 


s A good example of the contrast be- 
tween the depth interview and the ordin- 
ary questionnaire process is the follow- 
ing: The interviewer is attempting to 
determine the respondent’s true feelings 
with respect to his position in a corpor- 
ation. In a depth interview he casually 
mentions the name of one of the respon- 
dent’s associates who has recently been 
promoted. He then observes reactions. 
After the respondent has indicated for 
the third time that he is not jealous of 
his associate’s progress, the depth in- 
terviewer concludes that the truth is 


precisely the opposite, namely, that the 
respondent is motivated by deep feelings 
of jealousy. In the ordinary question- 
naire process, a direct question would be 
asked, such as “How do you feel about 
wat awe 

Because all the principal basic moti- 
vations are rooted in fundamental and 
common psychological characteristics of 
people, a researcher employing the depth 
interviewing technique relies on a small 
number of interviews, generally from 
50 to 200. After the interviews are com- 
pleted, a psychologist with psychiatric 
training or a team of analysts studies 
the reports to determine the threads of 
common responses and reactions running 
through them. Applying their specialized 
knowledge, a team of psychologists pre- 
pares an analytical report itemizing and 
evaluating the motivations on the basis 
of their psychological training, clinical 
experience, insight, and experience gained 
from previous work in marketing re- 
search. 


= The primary advantage of the depth 
interview technique is its ability to dis- 
cover unsuspected new motivations. In 
the marketing operation, traditional pat- 
terns of selling and advertising appeals 
evolve and are generally followed. These 
appeals frequently depart from the moti- 
vations which really determine consumer 
behavior. Another consideration is that 
the relative importance of various moti- 
vating drives changes over a period of 
time. Through depth interviewing, one 
frequently discovers the strength of a 
new appeal so that an entirely different 
approach to the market can be made. 

A second advantage of the depth in- 
terview procedure is that it lends itself 
effectively to the development of a moti- 
vational pattern with respect to the selec- 
tion of a brand or other action under 
study. This pattern is particularly well 
structured in case the work has been done 
by people who have been trained in the 
comprehensive and systematic Freudian 
approach. Even though many of Freud’s 
theories have no bearing on a marketing 
situation and some of his ideas have been 
greatly modified, the Freudian school has 
a relatively complete theory of human 
motivation, which relies basically on the 
depth interview, and people trained in this 
school are particularly skilled in develop- 
ing a pattern of motivation. Once devel- 
oped, this pattern is generally supported 
by logic and common sense. 


® A third advantage to the depth in- 
terview is that it provides a tremendous 
stimulus to the insight of the inter- 
viewer. In most marketing research based 
on interviewing, the knowledge gained is 
limited to that which comes from the re- 
spondent. In a depth interviewing study, 
so much of the final conclusion depends 
upon the beliefs and judgment of the 
people who co the interviewing that we 
have in effect a two-way street where 
both interviewer and interviewee are 
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HERE ARE THE NEWS AND FEATURES READ IN 3,000,000 Tv 


Authoritative, useful articles ...as only a magazine dedicated 
to serving television families can offer 
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Every week, the National Feature Section of TV GUIDE provides the broadest, 
most complete television coverage available. 


General articles, such as “The Race for Ratings” and “This Is Videotown, U.S.A.,” offer 


facts that increase viewers’ understanding of television. 


The seasoned judgment of reviewers who see a show three times before writing their 
reviews ... frequent reports on new TV developments... service articles on food, 
fashions and homes as related to their favorite source of entertainment . . . 

these enable families to get more out of television. 


True-to-life profiles on television personalities, and striking picture features give readers 
realistic, objective views behind the scenes. 


“TV Teletype” reports from New York, Hollywood and Washington...and exclusive 
columns by Earl Wilson and Sheilah Graham ... keep readers up to date with spot news. 


According to A.B.C. reports . . . TV GUIDE outsells all other magazines on the newsstands 
and serves television families as no other medium does. That’s why TV GUIDE has 
added a new dimension to advertising. Be sure to investigate 
TV GUIDE for your advertising schedule. 
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NEW YORK CHICAGO 
488 Madison Ave. 6 N. Michigan Ave. 
Plaza 9-7770 RAndolph 6-9470 
PHILADELPHIA SAN FRANCISCO 
302 N. 13th St. 821 Market St. 
LOmbard 3-5588 YUkon 2-0166 
DETROIT LOS ANGELES 


76 W. Adams Ave. 
WOodward 2-5115 


1540 N. Vermont Ave. 
NOrmandy 2-3101 


AMERICA’S TELEVISION MAGAZINE... 


This is Murrow... 


‘Everyone Is A Prisoner Of His Own Experiences’ 


Ed Murrow, whose slow, pedantic voice is as familiar to Americans 
as that of the President of the United States, has, after 19 years of 
broadcasting, finally become a controversial figure. Last March, 
Murrow raised his voice in protest against the investigative meth- 
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contributing to the knowledge gained. Ex- 
perience with depth interviewing in mar- 
keting research has demonstrated time 
and again that the major contribution to 
the solution of the problem has often 
sprung from the clinical insight of the 
people conducting the research, rather 
than from the answers and observations 
recorded in the interviewer’s notebooks. 

There are a number of important 
weaknesses in the depth interviewing ap- 
proach. The first of these weaknesses is 
the tremendous compression of time the 
depth interveiw receives in contrast to 
the psychiatric interviewing process on 
which it is based. While there has been 
repeated demonstration of the validity 
of psychiatric therapy, there is little or 
no proof that the depth interview as 
practiced in marketing research does ac- 
tually define basic motivations with sim- 
ilar accuracy. 


= A second weakness of the depth in- 
terview in marketing research is the lack 
of a systematic structure for interpreta- 
tion of the information obtained. Persons 
trained in the psychoanalytic school do 
have a systematic approach to the study 
of motivation. This approach, however, is 
with respect to the problems met in clin- 
ical psychiatry. No systematic approach 
adapted specifically to marketing research 
has been developed. Furthermore, the 
bulk of people who practice depth in- 
terviewing do not have the advantage of 
pyschoanalytic training, hence have no 
systematic structure for interpretation. 
A fourth difficulty is that no quan- 
tifiable data are obtained in the depth 
interviewing process. This means that 
human judgment is involved in summar- 
izing the findings. Different results will 
often be obtained by different people in 
the same situation. As a result, there is 
little or no opportunity for verification. 


® A final weakness of depth interviewing 
is the lack of trained persons who are 
competent to do the interviewing work. 
The importance of this deficiency is ex- 
emplified in the case of one very success- 
ful organization practicing in this field. 
There is no doubt that the head of this 
organization can conduct extremely pro- 
ductive depth interviews himself. How- 
ever, it is found that other staff inter- 
viewers are unable to develop the same 
quality of penetrating information, in 
spite of the fact that they have studied 
extensively in the field of psychology. 
Depth interviewing is often a self-re- 
flection of the one or two key individuals 
who have the primary responsibility for 
the project. It is a highly personal mat- 
ter. 

Furthermore, there are a great many 
people who purport to practice depth in- 
terviewing but who do not actually em- 
ploy the technique as it is understood in 
the fields of psychiatry and psychology. 
It became fashionable to employ the term 
“depth interview.” People without train- 
ing conduct unstructured and fairly 
lengthy interviews. These are no more 
than an informal type of interviewing. 
Yet they are frequently advanced as true 
depth interviewing. 


Focussed Group 
Interviewing 


In the focussed group interviewing 
method a small number of representative 
consumers, usually from 6 to 12, is 
brought together for an informal group 
discussion of the matter under consider- 
ation. The discussion leader is a trained 
psychologist experienced in group in- 
terviewing techniques. He has an outline 
of specific topics to provide the focus of 
the research. However, he allows the 
session to follow its natural course, bring- 
ing the discussion back to his topics as 
he feels the need to do so. 

In addition to subjects for discussion, 
the group leader may also introduce var- 
ious stimuli, such as products, packages, 
pictures, and advertisements. The entire 


discussion is recorded on a wire or tape 
recorder. Comparisons of recordings of 
one session with those of another often 
show great contrast. After sessions with 
several groups have been conducted, the 
discussion leader listens repeatedly to 
the recordings. He then analyzes their 
content against the background of his 
psychological training and draws his 
conclusions with respect to the motiva- 
tions uncovered. 


® Some similarities may be seen between 
the focussed group interviewing proce- 
dure and the depth interviewing tech- 
nique. The order of the subjects discussed 
in the group interview and the form of 
questions are completely unstructured. A 
large amount of time is given to probing 
and stimulating questions. A typical group 
session, for example, lasts about three 
hours. Also reactions to various stimuli 
introduced by the group leader are ob- 
served carefully. 

However, there are fundamental con- 
trasts between focussed group interview- 
ing and depth interviewing. The princi- 
pal contrast is that group interviewing 
depends primarily on the interaction of 
ideas, attitudes, emotions, and beliefs 
among the various members of the group. 
The theory is that motivations rise to the 
surface most effectively in the process 
of action and counteraction produced by 
various statements made by group mem- 
bers. For example, when one woman says, 
“I find ---- soap is terribly hard on my 
hands,” other members of the group are 
bound to respond strongly, to expand 
this thought considerably, and to disclose 
their own reactions. In the depth inter- 
view, we rely upon one individual for 
this response, expansion, and reaction. 
In the group interview, we rely on dis- 
cussion and often obtain heated debate. 
This process is called social facilitation. 


Advantages of Focussed 
Group Interviewing 

The advantages generally claimed for 
the focussed group method are: 


el. Interstimulation broadens the base 
of communication. People in groups share 
ideas...more points emerge to think 
about, discuss, and evaluate than is true 
of a two-person conversation. 


@2. The threshold for personal revela- 
tions is lowered. One person makes a 
“daring” or intolerant statement which is 
accepted by the others, someone else feels 
encouraged to speak more personally, and 
so on, until the participants as a group 
move toward a mutually sanctioned stand- 
ard of frankness which one respondent 
talking privately to an interviewer cannot 
achieve so readily. 


e3. Social inhibitions cause individuals 
to respond more nearly in line with their 
behavior. The exaggerator, the fabricator, 
the irresponsible respondent is consider- 
ably “toned down” when talking for group 
consumption. 


e4. Respondents in groups try hard to 
contribute. Esprit de corps usually de- 
velops, which means that a high percent- 
age of the respondents are motivated to 
give as much information, to express as 
many views, as possible. 


@5. Note-taking is facilitated. The tape 
recordings provide a reservoir of realis- 
tic communication which may be studied 
from any points of view. Recordings 
catch the “flavor” of words used by 
participants—the emphasis and nuances 
of oral expressions. 


Projective Techniques 


One of the most interesting develop- 
ments in motivational research is the use 
of projective techniques for penetrating 
the conscious and subconscious motiva- 
tions of human behavior. Projective de- 
vices operate on the principle of con- 
fronting an individual with a purposely 
ambiguous situation which he must in- 
terpret and structure. The ambiguous 
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Fresh and Colorful 


We have held forth on Ford vs. Chevrolet advertising in this column 
before—and, up to this particular column, we have always leaned to what 


This time, however, we feel ourselves leaning over to the Chevrolet side. 
We suspect the competition Ford has given Chevvy has not only stimulated 
Chevvy’s designers but its copywriters, too. 

If so, it’s all for the good. This particular copy not only comes close to 
being as good as anything that’s appeared for Buick over the years, but even 
surpasses it—and we can think of nothing more complimentary we can say 


See Your Chevrolet Dealer 
We happen to like a fresh and colorful use of words. Too much advertis- 
ing, these days, we find, sounds tired, re-worked, pale, thin and uninspired. 
But not this Chevvy copy. But here—try some of it for yourself: 
“These Chevrolet V8’s gobble up the toughtest grades you can 
ladle out. And holler for more. They love to climb, because that’s 
just about the only time the throttle ever comes near the floor- 


“And that’s a pity. For here are engines that sing as sweetly 
. . built to pour out a torrent of pure, vibrationless 
power. Big bore V8’s with the shortest stroke in the industry, de- 
signed to gulp huge breaths of fresh air and transmute it into 


“So most of the time they loaf. Even at the speed limit they 
just dream along, light and easy as a zephyr, purring out an 
effortless fraction of their strength. 

“ ... Until an emergency screams ‘NOW!’ ... until your foot bangs 
down and that V8 explodes into action .. . a tornado of fiery con- 
centrated urge that snatches you ahead to safety like the crack 


This is what we would call writing. Good writing. It’s as literary as writing 
can get, with plenty of what Steinbeck or Hemingway might have put in it if 
they wrote advertising. And for that very reason it is, in our opinion, about 
the best piece of automobile sell we’ve had the pleasure of coming upon. 


Chevrolet's 
special 
hill-flatteners! 
162 ue V8 
180 ne V8 
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Stealing the Thunder from the High-Priced 
Cars with the Most Modern V8 on the road! 


situation may just be a word, such as 
candy, an incomplete sentence, or a pic- 
ture. The subject is simply required to 
respond to the materials in some manner 
which seems appropriate to him. For ex- 
ample, he may be asked to tell a story 
about a picture. Within the framework of 
such flexible directions, complete freedom 
is allowed. In his response to such stimu- 
li, a person discloses his private world 
of attitudes, feelings, and values. The 
projective devices tend to remove the 
inhibitions of the individual because he 
is responding in terms of other people 
rather than thinking of himself. 


® An illustration of the basic principle 
of the projective technique in very simple 
form is found in a slight change in word- 
ing of a preference question. Housewives 
were shown two statements, each of 
which described a laundry product in a 
different way and asked, “Which of these 
two products would you prefer to use?” 


Their responses to this direct, subjective 
questioning were 20% in favor of state- 
ment A and 80% in favor of statement 
B. A comparable group of housewives 
was shown the identical statements but 
with only a very slight change in the 
wording of the question to “Which of 
these two products do you believe most 
women would prefer to use?” Their re- 
sponses to this indirect, projective ques- 
tioning were 53% in favor of statement 
A and 47% in favor of statement B. 

It is seen that this slight change in 
the wording of a question actually re- 
versed the preference vote. The nature 
of the change was to shift the frame of 
reference from the respondent herself 
to an outside situation (other women); 
hence, in principle the second question 
form was an application of the projective 
technique. When confronted with the 


direct question, housewives would not ad- 
mit a preference for statement A; by the 
projective device a large proportior dis- 
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played their actual preference for that 
statement. 


® Projective techniques are designed to 
tap the deeper strata of personality in 
terms of unconscious motivation. In any 
direct question situation, even the most 
cooperative subject who has no intent 
to falsify can tell only what he knows 
about himself. It is generally accepted 
that we are inclined to deny many of 
our true motives and to rationalize im- 
pulses in order to make our behavior 
more socially and personally acceptable. 
The material brought forth by means of 
projective methods goes beyond these 
superficial defenses. For example, it is 
often very difficult to get a true evalua- 
tion of housewives’ attitudes toward var- 
ious home service personalities because 
of women’s apathy or reluctance to say 
unfavorable things about them. 

Projective tests make use of what a 
person selects for response to a planned 
stimulus and of his characteristic man- 
ner in organizing and deriving meaning 
from the ambiguous field confronting 
him. How a person responds to an idea 
or condition depends upon his own needs, 
wishes, and preoccupations. 


@® There are several dangers in the use 
of projective techniques. They must be 
administered and interpreted by trained, 
experienced practitioners. Since the tests 
are largely unstructured, their adminis- 
tration by unskilled persons can cause 
serious biases. The interpretation of the 
results can be misleading or meaningless 
unless undertaken by those who know 
what to look for and how to do so. 

The key to the successful use of pro- 
jective devices lies in three areas. The 
first requirement is the development and 
selection of materials (stimuli) which 
are most successful in obtaining re- 
sponses that project beyond the conscious 
surface level. The second requirement is 
that the stimuli evoke responses which 
are related to the motivational problem 
being researched. The third requirement 
is that the responses can be interpreted 
into a logical motivational pattern. 


Free Word Association 


Word association is one of the oldest 
of projective techniques. The respondent 
is read a list of words, one at a time, and 
asked to respond with the first word that 
comes to mind. In this way, by careful 
planning of the order in which the test 
words appear, the replies become almost 
automatic. 

The data-gathering procedure for word 
association is standardized. The investi- 
gator makes a preliminary statement such 
as the following to the respondent: “I 
am making a study of the way different 
words are put together in people’s minds. 
I will read you a list of words one at a 
‘ime, and I want you to tell me the very 
next word you think of. Any word is all 
right—the main thing is speed. For ex- 
ample, if I said PAPER, you might say 
BOOK; do you understand?” 

The interviewer then reads a list of 
words carefully selected to reveal motiva- 
tions with respect to the subject of the 
research and records word responses. 

Word association data are usually 
judged in three ways: by frequency with 
which any word is given as a response; 
by analysis of the amount of time that 
elapses before a response word is given 
to a test word (hesitation); and by the 
number of respondents who cannot give 
any response at all to the test word after 
a reasonable period of time (blocking). 


Common Responses 

An analysis of the frequency with 
which a particular word is given as a 
response is an analysis of common re- 
sponses. Although it might seem that the 
unconscious attitudes of an individual 
would be so different from those of any 
other individual that no two could be 
grouped for analysis, the opposite is us- 
ually the case. When unconscious atti- 


tudes are tapped, they are strikingly sim- 
ilar for most people. Thus, the number of 
times that a word is given as a response 
to a test word shows a basic attitude 
toward the test word. 


Hesitation 

The respondent is timed from the mom- 
ent the test word is spoken until he gives 
a response. In laboratory work a cali- 
brated stop watch is used. In home in- 
terviews investigators count seconds for 
recording hesitations, after practicing 
their estimates with a watch. When the 
respondent takes more than three sec- 
onds to respond, it is called a hesitation. 
A hesitation indicates that the respond- 
ent is involved in some way with the test 
word or what it symbolizes; his response 
is not immediate and automatic. He may, 
for example, be substituting a second re- 
sponse for his immediate reaction, which 
he feels is not acceptable. However, he 
is able to respond to the word in some 
fashion, even though he hesitates. Hesi- 
tation shows the comparative emotional 
involvement for each word. 


Nonresponse 

In some cases the test word or what 
it symbolizes is so charged with emotion 
for the respondent that he “blocks” so 
that he can give no response at all. It 
has been demonstrated that in the case 
of such words, little if any consistent 
communication is possible. These words 
simply do not convey a conscious mes- 
Sage and are charged with strong emo- 
tional inhibition. 

These methods must be used in com- 
bination for anything more than the most 
simple word association analysis. Among 
the most useful combinations in indicat- 
ing emotional involvement with a word 
is the combination of the hesitation and 
no response rates. For example, if a word 
shows a high hesitation rate and a low 
no response rate, we can assume that al- 
though there is concern about the area 
that the word symbolizes (as shown by 
the high hesitation rate), the low no re- 
sponse rate shows that the word does 
convey its message. This type of response 
often indicates the attention-attracting 
word for conveying a message. However, 
when a word has both a high hesitation 
rate and a high no response rate, the 
word is usually a bad word for conveying 
a message. When a word or group of 
words with high hesitation and no re- 
sponse rates are presented in a message, 
the meaning of the message is usually 
highly distorted in its transmission or 
simply not transmitted at all. 


Successive Word Association 

This technique is similar to single word 
association except that the respondent is 
asked to continue to give single word re- 
sponses to the same test word as long 
as he can. As single word association 
gives the most common response, suc- 
cessive word association continues 
through several levels of attitudes. This 
method shows which words and atti- 
tudes are in the process of becoming 
common and indicates the growth of 
favorable or unfavorable attitudes. Suc- 
cessive word associations are judged in 
ways similar to single word associations 
with the aid of common responses and 
no response rates. 


Sentence Completion 


Closely akin to word association is the 
sentence completion technique. In this 
method the respondent is presented with 
a series of statements which express in- 
complete ideas but direct his attention 
along a predetermined path. The respond- 
ent is asked to complete each of the sen- 
tences with whatever thoughts first come 
to mind. Thus, he finishes each sentence 
with his own interpretation of what the 
beginning means to him. 

The sentence completion method oper- 
ates on the principle that the associa- 
tions revealed by responses to the incom- 
plete stimuli reveal hidden motivations. 


In the. construction of the incomplete 
sentences the researcher deliberately 
varies the nature of the ideas presented 
so that the respondent is not aware of the 
Specific sentences which are inserted to 
obtain data directly related to the prob- 
lem at hand. The sentences are kept as 
Simple as possible to encourage rapid 
Completion so that the respondent will 
shift his thoughts back and forth between 
different subjects as he completes the 
Series of sentences. 

Sentence completion is used primarily 
in conjunction with other projective 
methods to amplify the data obtained by 
other means. The results produced by this 
technique are also valuable as a basis for 


verification of interpretations and con- 
clusions, 


Picture Responses 
(Frustration) 


In the picture response technique the 
respondent is shown an illustration which 
may be interpreted in many different 
ways and is asked to interpret or tell its 
story. The pictures are purposely made 
quite vague in order to provide the great- 
est possible opportunity for a variety of 
responses. The Rorschach ink-blot test is 
used in clinical psychology. These “pic- 
tures” are literally made by ink blots so 
that only an apparently meaningless form 
is shown. However, it has been found that 
when people are asked to describe what 
such “pictures” convey, they do project 
their own personality traits into the pic- 
tures. The Thematic Apperception Test 
presents a subject with a series of social 
situations which he tries to explain, tells 
how the situation came about, and de- 
scribes the outcome of it. 

An example of the picture response 
technique, based on an adaptation of the 
Thematic Apperception Test, is afforded 
in a study of motivations with respect to 
automobiles made by Social Research In- 
corporated. They used a picture of the 
road seen from behind the steering wheel 
position. Only the hands grasping the 
wheel were shown, the respondent was 
told to put himself in that position, and 
asked to tell what kind of things came to 
his mind. The speedometer was shown in 
the picture—set between 60 and 70 miles 
per hour. 


s Although the instructions told the per- 
son to put himself in the driver’s situation, 
most people did not do this because they 
did not want to think of themselves as 
going so fast. The picture clearly elicited 
contradictory attitudes about speed. Re- 
spondents told stories about how much fun 
it would be going this fast somewhere on 
the open road, but it was always some- 
one else doing it; he should not be doing 
it. Social Research translated this to mean 
that a car must be capable of high speed, 
but high speed is wrong. Speed involves 
both pleasure and fear. The manufacturer 
must therefore convince prospects that his 
automobile is both fast and safe. 

In marketing research, the picture re- 
sponse technique usually employs illus- 
trations of situations involving the use of 
the product or service under study. One of 
the most effective forms is the picture 
cartoon. In this device the picture usual- 
ly shows two persons. One of them is 
making a statement in the speech balloon. 
An example would be a picture of two 
housewives talking over the back-yard 
fence. The first housewife is saying, “I just 
served my family Swift’s new pre-cooked 
sausages.” The balloon for the second 
housewife’s response is left blank and 
the respondent is asked to tell what she 
said. Psychologists interpret these re- 
sponses in terms of the attitudes, reac- 
tions, doubts, fears, and other motivations 
revealed with respect to this new prod- 
uct. 


s Experience in marketing research with 
picture response devices clearly indi- 
cates that they succeed in getting people 
to respond impersonally to the situations 
confronting them. There is no question 
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that these responses are quite different 
from those which are obtained by direct 
questioning. Also, there is little doubt 
that this device gets much closer to inner 
motivations. 

One of the advantages of the picture 
response method is the control of the 
researcher over the situations presented 
to the respondents. It is possible to 
explore many different aspects of moti- 
vation and to relate them rather directly 
to the specific problem. 

Another advantage of this method is 
that it is particularly applicable to situa- 
tions in which the respondent is most 
likely to hide his real feelings because of 
social pressures. An example is found in 
a study of motivations for enlisting in the 
army. It is not socially acceptable for one 
to give avoidance of the draft as a reason 
impelling enlistment. However, in re- 
sponse to a picture cartoon which con- 
fronts the respondent with the statement, 
“T hear Bob has enlisted. Why do you 
suppose he did that?” it is perfectly prop- 
er for a young man to ascribe the draft 
as a motivating force for an anonymous 
Bob. 


s Another important advantage of the 
picture response technique is that a rel- 
atively large number of respondents can 
be covered economically in the research 
and responses fo a variety of situations 
can be obtained from each one. The re- 
sponses also tend to pattern themselves. 
As a result, analysis into basic motiva- 
tional themes running through responses 
from different subjects is facilitated. 


Limitations of Motiva- 
tional Research 


As more and more motivational work 
is being done, leaders in the field are rais- 
ing questions as to the precise scope 
which should be assigned to it. Because 
of the intense desire to obtain sound an- 
swers as to basic motivations, there is a 
natural tendency to assume the existence 
of some single dominating motivation or 
drive behind any given form of market 
behavior. However, there is a growing 
feeling that there is no such thing as 
one most important motivation in the 
market place, but rather that there is a 
variety of motivations toward which mar- 
keting efforts may be directed. Further- 
more, researchers are coming to the point 
of view that the differences in the power 
of the drives represented by a number of 
motivations are not as great as might be 
assumed. A number of leading practition- 
ers now believe that motivational research 
is primarily a verbalizing device which 
helps make respondents more articulate 
in expressing their reasons for buying a 
product or selecting one brand over an- 
other, rather than a mystical procedure 
for discovering some one all-embracing 
hidden motivation. 


® There is also a growing caution against 
automatic acceptance of motivational de- 
vices developed in other fields. These de- 
vices have been individual-centered, deal- 
ing with a single person, rather than 
mass-centered. The problem of the psy- 
chiatrist is to develop a tremendous mass 
of data covering the entire life of an in- 
dividual. Out of this mass of data he 
arrives at certain conclusions regarding 
factors motivating the patient’s current 
behavior. In applying motivational tech- 
niques to the masses of individuals who 
compose a market, we must work with a 
relatively small amount of data regarding 
each individual who is studied. These rel- 
atively thin data on many individuals 
must then be combined into a general 
rationalization regarding large _ social 
groups. Whether this is a legitimate trans- 
fer is a moot question. 

Related to the preceding difficulty is 
the question as to whether motivational 
data on individuals are even additive. In 
a market survey, we can learn facts about 
the behavior of individuals with respect 
to phenomena, such as brand preferences, 
and add them up to arrive at conclusions 
regarding the total market and its various 


uae bE Ro Seas Se parce C8 Ge Aare > fe aeOe : ‘ _ 
se fo gig tf ek. an one Were ms “4 é Ki ae ras = Pe oe hd 7 P 5. je : . z iy > y eS im = 
> ; . ~ - sk “ : 2 f ;° y Fete tes , Cee, it slits tx 9 dios fer. 8 peed f Cpe ieee | st Bee cu hehe seeigaees (ET ee Tm aaa NT MF A oak ne f 
ee . } ; j a ; z. estat, See : el eae ee alae 
g | : ae 
Hy 
Oe 
Age a 
Fy : 
zi 
i 
\/ 
: 
; } 
a 
\ 
oe 
I) 
| 
{ 
| Po 
' 
2 , 
») 
Te 
aw 
hy 
, 
4 
iy 
a) 
J a 
\ Hy 
Ui 
8 ; 
7 ’ 
d bi) 
— 
' : 
_ 
a t | ‘ 
; 
a { } 
‘ - 
aac 
a { 
= 
oe | 
oe 
rit 5 
a 
— 
— 
| 
\ 
| 
\) 
q 
i 
h 
| 
{ 7 
in 
I 
: 
}} 
, 
t 
H 
If 
y } - 
i 
ae é , ‘ y ater ; . ; 
ae Rr we ANSE is er tpt tgs aneger ia ae ik coats > Moet, aes Se RE ee ey aR es: temas Gerd SIS 2 PSS fae ae aera aaa s st “ 3 ‘ tok ‘8, t As , fg 
any F Cer hele fog tk ee es, be wr eee Pe Sake SNe bye Fy Oe. (Be De ee CAS Ne A FAS OR OP Soe BO, Ue RN ee LONE) Fh Garam hy we 7 iE yk ae, Sie ORR ee Bey eg te i 2 Se pig! te ee yey RES ee) Wi hey tek ote ORE 2 4 Se See ae Bes Tee) 
eR lee ee nae Peon saks eB EE Tee abla) SMe ais geiee. sae ty, mis | irae Bay fae a See eres F rt: : ay: bien Sore Mage h tS Ob cat pa Seed eine oe ek a, he eae Feet) tS Fed Sade oo Pak oe PTS OOS Lt A Roe Pee Da PS Nas Ta 8S pier gee a 
FER tele EN eae Ot eee aye eS ie es et PN gt sm ke pe Le): eo Fates hp rm EA Me et mas Rae anh eG Ss a Ta eae Ee os ee ne Aon Siegal teak oreaes pee Sita a ae hearth BS RG Se Ged ae ett er ee Peak eee oS A 7 
Bee aes ee ix et eels eee PP PRL es a age 5 I ee ene, ae oe ie inn gy a ap ERE oh tote Ste. SOV, COs OE alee oo SP Ae eae ee Pa Be ee SE ee es ES ai 5 oa tM Be SN eae Niet yf! ee Cingee eae Cans CSAP SAC A Er Sah Des 
Sirens ee A yes Pere PEE SERS ae, ns cinerea mee taiea oP Rte SCE ola uk Neate ee Nb ae, Phy P ehen ce) renee saad |: eee ean et a aR 
Retr MPSS: ley fn” Fe en dine Bevin Gn ited BRR. Feel) Seater te nee hc ada Pa og eS es Pn ek Pe Oe oar a pet, Sai PSN Ses Ree hy ae ORL te MEER SN foe AEP Ae Me ae t ASE AMR M in. Bt Rea Ret s Ss Se Pomme Sa egy AS 
bE ENT Bak RED aie ot Roe TERN RAR ee) eee eS F, ee ee a Go kT PEN ee FA a es te ee pated ee q PAS Rena Pe Site RUNG Abr RRR OPS NS NS SRS Pi a Bena ge noW 5s Tao iat Reg OA Sear gt a Mae TS 
‘ ~ Fe Sy: AS NI Wel AoA: BS nae Oa Se. CAM, PS Su hoy Sy Eg ES ee NR oe pee te eB Re ch ae Cee a Ce eee a BR Me AP IRR a NRRL ee ee BEE SO ier fie hk Nip eee eee oS oe ft; ak 3 Pe AG ST ers, © ai ot Rea en, | 
fe MR ha aes Tag ON eT a ee Oe a ie ga et ee RE Sit SRE SH eR Sth ARIE Le Os SOE a) SIM ae Gk BA Sak a Pr Sales SRS SE giant Fe a cs Ale gay ae tere ten ea ep eget Se. aad 


POST readers know value in a newspaper. 
That’s why they will pay $510,120* more this year 
for the privilege of enjoying Texas’ Great Newspaper. 
The Post’s amazing growth in circulation has come about 
without gimmicks, or artificial circulation stimulants. 
Smart advertisers, seeing this new trend in Houston, 
are buying wisely —they pick the Post. You will, too, 
if you get the NEW facts from your Post representative, 
or the man from Moloney, Regan & Schmitt. 


*Based on the POST’S subscription cost of 25 cents per month 
more than the cost of any other Houston newspaper. 


TEXAS’ FASTEST GROWING NEWSPAPER 


Written and Edited to Merit Your Confidence 


Represented Nationally by Moloney, Regan & Schmitt 
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subdivisions. It is doubtful whether the 
motivations compelling one individual to- 
ward a certain type of behavior are suf- 
ficiently homogeneous so that we can add 
them together. 


® A fourth concern regarding motiva- 
tional research is that the data are not 
usually quantified. Since quantification is 
generally regarded as an essential element 
in scientific method, its absence in moti- 
vational research removes a key process 
creating confidence in a result. There is 
always room for doubt as to the true sig- 
nificance of any given finding. This lack 
of quantification also leads to questions 
regarding sampling structure. While it is 
generally accepted that motivational re- 
search work can work effectively with 
small samples, just how one is to deter- 
mine how many and which individuals 
are to be included in a motivational study 
is largely a matter of opinion. 


® A fifth problem is that of interpreta- 
tion. Since the results are not expressed 
in quantitative form, interpretation be- 
comes a personal matter. This means that 
the results of a motivational study largely 
reflect the frame of reference of the in- 
dividual who is responsible for its inter- 
pretation. Obviously, his own motivations, 
training, attitudes, beliefs, and desires 
constantly tend to influence the results. 
In order to minimize this difficulty it is a 
standard practice to have the field find- 
ings analyzed and interpreted independ- 
ently by two or more individuals. If their 
interpretations coincide, it is assumed that 
the conclusions are correct. However, 
analyses and interpretations should al- 
ways be in the hands of trained social 
psychologists with a great deal of ex- 
perience in this area. Unfortunately, much 
of this work is done by amateurs and lay- 
men, who do not have the advantage of 
training, experience, and the resulting ob- 
jective and cautious point of view which 
is essential to sound interpretation of 
motivational data. 

Motivational research is also plagued by 
major problems of semantics. In develop- 
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ing its own vocabulary, terminologies 
have arisen which tend to be complicated. 
Worst of all, there are many different 
schools of thought in the various disci- 
plines represented in this field; many of 
them have their own unique terminologies 
and, at the same time, use the same words 
with different meanings. A common dif- 
ficulty in all the social sciences is a lack 
of precise symbols such as those employed 
in chemistry, physics, and mathematics. 
Furthermore, instead of using completely 
coined words or a dead language such as 
the Latin used in medicine and law, many 
of their words are similar to those in com- 
mon English usage. This leads to vague- 
ness and considerable difficulty in com- 
munication. 

A seventh major problem is the lack of 
positive validation of conclusions. The 
closest approach to validation has been 
verification by obtaining similar interpre- 
tations of parallel situations by different 
analysts. Motivational research therefore 
suffers from the lack of any outside cri- 
teria which can be employed to validate 
its conclusions. As a result, the question 
is frequently raised, “Does this test mea- 
sure what it sets out to measure?” The 
fact that many of the methods produce 
clear-cut behavior responses does not nec- 
essarily mean that these responses are to 
be interpreted as a direct reflection of the 
motivations and drives they purport to 
measure. All motivational research makes 
the assumption that there is a direct and 
definable relationship between what is 
observed in the research and the motiva- 
tion the researcher is seeking. 


® In spite of the difficulties discussed 
above, there is no doubt that the current 
techniques of motivational research have 
taken us a long way down the tortuous 
road toward understanding human be- 
havior. The actual experience in its ap- 
plications to marketing problems is still 
quite limited. As more experience is ob- 
tained, many of these questions will be 
answered and the failures overcome by 
more effective and dependable method- 
ology. 


Warehouse Sales Are 
the Current Craze 


By E. B. Weiss 
Merchandising Consultant 

Chicago is going through a warehouse 
craze—an epidemic of warehouse sales. 
And unlike one of the “complaints” made 
about the discount house (that it doesn’t 
advertise), these warehouse sales are 
causing the local advertising managers 
to jump with delight because double- 
page spreads in all four papers are not 
at all unusual. 

The term “warehouse” is _ being 
stretched. These sales are being held not 
only in warehouses, but in the Chicago 
Coliseum, in the huge Amphitheater, and 
there are persistent rumors that gigantic 
Soldiers Field will be the site of a “ware- 
house” sale. There seems little question 
that, quite shortly, every State St. de- 
partment store will have a warehouse 
operation and, of course, chains and in- 
dependents are also rushing in. So are 
promoters who see an opportunity for a 
fast buck. 

Interestingly, the merchandiser who— 
quite innocently—may have started it all 
(Sol Polk) is keeping clear of the ware- 
house label and babel. But there is no 
doubt that the warehouse sale promoters 
are showing even the famous Polk Bros. 
a thing or two in the “art” of circus-type 
promotion. Mandel Brothers had a heli- 
copter land in a parking lot adjacent to 
its warehouse in order to dramatize its 
warehouse event. A furniture store that 


rented a roller skating rink for a “ware- 
house” promotion did everything but 
stage a skatathon. When Goldblatt Bros. 
rented a huge ballroom for a warehouse 
sale, they practically staged a riot. 


® Nor is the warehouse sale by any means 
confined to Chicago, although it may be 
that Chicago right now rates top in its 
development of this frenzied merchan- 
dising technique. In New York recently, 
one weekend found no less than four 
warehouse promotions featured in the lo- 
cal papers—two by department stores 
and two by furniture chain stores. In Los 
Angeles, Washington, Minneapolis—all 
the way across the country—the ware- 
house sale is the talk of the moment. 

It was developed by the department 
stores as one answer to their discount 
competition. But as of this moment, it ap- 
pears to me that it is being taken away 
from the department stores by operators 
who are considerably more nimble and 
somewhat less concerned with integrity. I 
have a notion that the department stores 
(with, of course, an occasional exception) 
will wish to high heaven that they had 
never diapered this particular merchan- 
dising baby. There is every indication 
that, in most cities, it will wind up as a 
new (if temporary) competitor who will 
slash prices even lower than the now 
almost respectable discount houses! 

The warehouse sale, to date, concerns 


WAREHOUSE SALE 


Our G-R-£-A-T-£-S-T event of the year! Carson's “MORE-OF-EVERYTHING” Warehouse Sale! » MORE terrific values! 
+ MORE natonaly afvertised merchandise’ + MORE s akespeapie’ ~ MORE Nours to shop’ 750,000 worth for 400,000" 


ANNUAL SALE—Carson Pirie Scott & Co. used this Chicago newspaper spread to advertise 
dozens of items in its annual July warehouse sale. 


itself primarily with major and traffic 
appliances, furniture, bedding, other home 
furnishings, radio and television sets, 
housewares, toys, floor coverings (woven 
and hard). As usually happens, soft goods 
also make their inevitable appearance. 

Brands are featured wherever possible 
—and this is usually possible. 


® The department store warehouse sale 
procedure has been, essentially, to buy 
75% and more of the sale merchandise for 
the event. Only a small percentage of the 
stock, in other words, represents liquida- 
tion of old merchandise from regular 
stock. In some department store promo- 
tions, over 90% of the warehouse mer- 
chandise never saw that store’s warehouse 
until the sale date! And, of course, the 
other promoters of warehouse sales will 
operate with 100% of merchandise bought 
for the occasion. 

The merchandise consists of some cur- 
rent models and some first-quality lines. 
There tends, however, to be a preponder- 
ance of old models and, as might be sus- 
pected, a growing percentage of “seconds” 
and even “thirds.” 


® The atmosphere suggested by the term 
“warehouse” is usually faithfully carried 
through. These are “right in the original 
carton” affairs. The pipe rack is promi- 
nent. An air of confusion is deliberately 
cultivated. So is the air of the carnival. 
Service is kept at a minimum, and the 
ability of shoppers to haul big-ticket items 
out to their cars has dumfounded even the 
warehouse sale promoters! 

Markups vary broadly. When Love- 
man’s, of Birmingham, Ala., stages a 
warehouse sale it averages about 30% 
markup on appliances and television sets 
—not bad. But other items are given a 
small markup and, of course, the loss 
leader is very, very much in evidence. 

I understand that the editors of Super 
Market Merchandising seem to believe 
that the warehouse craze may have a 
food application, and I agree. Here is a 
recent comment on this point by that splen- 


did publication: “When food supers first 
came into the business, customers trav- 
eled miles to buy in them. People in cars 
will travel far for economy and variety. 
Perhaps they will go direct to a ware- 
house—if you make it worth while for 
them. Combine a warehouse with a store, 
and throw in non-food bargains to boot— 
and that may be the formula for tomor- 
row.” 

Could be. Certainly, that 17% average 
markup on food will not for long remain 
unchallenged—particularly, as I have 
pointed out before, since the original food 
supers (which, really, were a type of 
warehouse affair) operated profitably 
with a 12% average markup. 


® But getting back to department stores 
and this youthful delinquent of theirs, the 
warehouse sale, I think that, with only a 
few exceptions, they will soon find they 
are in company that is too fast for the 
merchandising pace of the modern de- 
partment store. I fail to see, also, how the 
warehouse sale will help either the down- 
town unit of the department store or its 
luxurious new branches, 

I have been saying lately that the de- 
partment store is staging a significant 
comeback, and I continue very much of 
this opinion. But I rather doubt that the 
warehouse sale will play much of a long- 
term role in this connection for more 
than a few of our department stores. 

As for the warehouse sale itself, I be- 
lieve that it will involve still more weird 
manifestations. And I believe, also, that it 
will soon attract big capital and fast- 
moving merchandising brains to the point 
where we will have “chains” of ware- 
houses staging retail promotions. 

Actually, the warehouse sale is part and 
parcel of the farmers’ market, the auction 
retail operation, the pipe rack operation, 
and the general discount operation. In 
time it will merge into all of these close 
relatives and, in a few years, I suspect 
that we will look back to 1955-56 and the 
rash of warehouse sales with just a bit of 
tolerant amusement. 


Looking at Radio and Television... 


Treat Repeats with Caution 


By The Eye and Ear Man 
After amply championing the cause of 
research and science in radio and televi- 
sion as opposed to flying by the seat of 
the pants, this small voice begs leave to 
depart from custom to prove that judg- 
ment is the final factor in a business with 


no inventory. The subject is repeats for 
summer or for effecting economies in 
the yearly costs. The conclusion is—in 
many cases regardless of statistical evi- 
dence—don’t do it. 

Over the past years it has been pointed 
out here that it is sound business to re- 
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peat programs for the following reasons: 

1. More sets are being sold every day. 
These new owners could never have seen 
the first run to begin with. 

2. If a program got a 30 rating it was 
above average and yet 70% of the viewers 
never had a chance to see the show the 
first time out. 

3. The share of repeat programs on the 
whole was equal to the share of audience 
the first time out. 

4. Most of the audience who had seen 
the first run saw the program a second 
time, either because they liked it, or they 
forgot they had seen it. 

5. Repeats cost about a third as much 
as first runs. 

Since most of the objections to repeats 


is that a breather in the summer may be 
a good idea with situation comedy. 
[Editor’s Note: Though Desi and Lucy 
chose to take a hiatus on their Monday 
night time spot, filling it with a new 
Desilu package, “Those Whiting Girls,” 
there are “Lucy” repeats running this sum- 
mer. Billed under the title “The Sunday 
Lucy Show,” this series is aired Sunday at 
6 p.m., EDT, on CBS, under the sponsor- 
ship of Lehn & Fink.] 

The general use of repeats during a reg- 
ular season can be also argued statistically 
with “I Love Lucy,” but somewhere along 
the line is the sound of the nails being 
hammered into the coffin. The real reason 
is that, over the years, a situation comedy 
should progress and improve to meet 


a new hat’ than ‘she wore a perky spring 
hat’ or ‘a somber, drooping hat’ or ‘pot for 
a head-covering’ or ‘a saucy tam-o- 
shanter.’ These descriptive terms require 
effort of observation. They are selective. 
Consequently—because art is essentially 
an act of selective emphasis—they are 
art.” 


= Glen B. Meagher, who knows a lot 
about selling by mail, says that meaning- 
less generalizations are ineffective (AA, 
July 4). Speaking of his experience at 
Montgomery Ward & Co., he writes this: 
“In scores of cases we found that, where 
lazy copywriters or ‘literary’ copywriters 
leaned heavily on easy generalizations, 
broad sweeping claims, they didn’t impress 


Advertising Age, July 25, 1955 


anyone out there where sales are made. 
Those customers were utterly indifferent 
to whether something was ‘first’ or ‘latest’ 

. . or made by the ‘biggest plant on 
earth.’ ” 

Herbert Spencer, commenting on this 
general question in his essay, ““The Philos- 
ophy of Style,” once said this: “That con- 
crete terms produce more vivid impres- 
sions than abstract ones, and should, when 
possible, be used instead, is a current 
maxim of composition . .. This superiority 
of specific expressions is clearly due to a 
saving of the effort required to translate 
words into thoughts.” 

I am sure Mr. Barton will agree with 
me that laziness is at the seat of the trou- 
ble. 
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came from hot-headed station managers 
in monopoly positions, or cranks in the 
audience, most people followed the scien- 
tific course. Was it right? 


changing conditions. If it doesn’t, it will 
die. If old concept repeats are mixed with 
new concept programs, they won’t jell— 
they’ll jar. 

In anthologies and variety shows, re- 
peat films or acts are certainly common- 
place. In this kind of series it doesn’t 
much matter because of the sampling that 
will take place the following week. In 


= The real payoff in television is the pop- 
ularity of the show and the circulation it 
gets. A premium priced show is cheap if 
it commands a large audience. 
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e The second important factor is that many cases the consumer avidly watching 
shows in television have a rapid turnover as many as 3 shows a week on the average 
on the average, and even the long-time will not remember the repeat. If he does, 
leaders are weakening—that is, where they he will try again next week for the next 
have a dominant personality or where the one. . . 
. situation is a continuing one based on Looking al the Retail Ads 
a constant group of characters. If the show #& What to do about the economies of re- 
“ is a variety show or an anthology series, peats is a complex problem. Often, pro- 
. the program is only as good as the current ducers don’t get their money back until 
ol production and everyone knows that if he second run on a series by amortizing the 
- tunes in next week there will be a com-_ cost over 39 new films and 13 repeats. This SOME INTERESTING 
”» pletely new program. is lower cost per picture for the advertiser, FACTS 
a One of the most vulnerable of the cate- too. The solution would seem to be for 
gories is of course situation comedy. The the advertiser to allow syndication of the eo Tae ee aa 
theory is that, week in and week out, the series on a one year behind basis in se- suewn that today you 
a consumer gets tired of the same old faces quence, while he gets fresh product at a aad your families are 
- no matter how lovable they are. Add to reduced cost similar to the 39-13 formula, receiving the best possi- 
” this fatigue the consumer’s recollection of in exchange for allowing the repeats in ble medical bie. at a 
~ the same old show he saw back there a_ syndication and fills with a summer show most reasonable cost. 


| piece—and disaster looms. The real danger 
y is probably that a series which might have 
run strong for five years gets cut down 
to some such ratio. 


at repeat price ranges in the hot 13 weeks. 

As new shows become harder to get, the 
onus is on all producers and advertisers 
to milk the ones that are doing well for 


To indicate how inexpensive drug costs actu- 
ally are, a study made by the U. i icactenent 
of Commerce revealed that in 1952, on the 
average, each person in the U. S. spent the 
following amounts for various services and 


S as long as possible. Magnetic tape may a gage 
e = One of the smart decisions of our time make costs automatically lower in the ae Rees SESE +98 rq 

og : c ohacco COGIC ccc cccccceccceces . 
a was probably the decision of “I Love years to come, encouraging fresh product, Auto Repairs and Maintenance ....$11. 
y Lucy” to lay off for the summer and make and unfavorable actors’ repayment codes ES Shi 6 5 iy Sido 9 bab’ 5 0.om'5 $10. 
e the folks look forward to seeing the new may discourage re-runs. Until then treat Drugs and Sundries .............. $10. 1 
63 series in the fall. When that occurred, repeats with caution. Don’t wear out the Uf the last figure, less than $5.00 per person 
e even repeats didn’t seem to affect the favorable property; new ones are getting was spent for prescriptions. Can we actually 
- rating. The lesson to be learned from this scarcer and more speculative every year. say drug costs are high? . . . Are not our 
‘ bodies worth more than alcohol or tobacco? 

Thus, it is evident that today’s medical care 
a dollar is purchasing more services health- 
| wise than any other expenditure today. You 
t can be assured that the pharmaceutical pro- 
e fession will continue to bring to you and 
; en 4 families the best possible type of 
: : medication at a consistently reasonable cost. 
4 Salesense in Advertising tof Copyright 1954 American College of Apothecaries 
Th Ah h Adi . By Clyde Bedell medical care dollar is purchasing more 

¥ M t t t t (Mr. Bedell is a consultant in cre- services healthwise than any other ex- 
: e ore S rac e jec ives ative advertising and advertising penditure today.” 


training.) 

Weasel advertising, weasel publicity, 
and weasel research reporting are a pain 
in the neck to people who believe busi- 
ness is not worth doing unless it can be 
done on the level. 

This interesting bill enclosure or 
whatever it is, from the American Col- 
lege of Apothecaries, sounds like it 
comes from someone’s kindergarten. 


Nuts. It isn’t at all thus evident. 

Forgetting that the first paragraph 
quoted above seems to imply that the 
Department of Commerce made this 
study to indicate how inexpensive drugs 
are—which is specious—the whole ap- 


proach is as phony as a ten-cent store 
diamond. 
If the per capita consumption of 


Chanel No. 5 is only 3¢, against $55 for 


the Weaker the Emphasis 


By James D. Woolf 


a (Mr. Woolf is an advertising con- 
n sultant who spent many years as 
I, 
n 
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adjectives, the greater will be the empha- 
sis secured. 

Consider the memorable prose of the 
first chapter of the First Book of Moses. 
It tells its story, if my count is correct, 
with 800 words. The “product” it has to 


v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


, are * sell—a concept about the origin of the : , : 
. ; John Caples, in his useful book, ABV ith on i a ataients a wentek-eeee a- It says: “To indicate how inexpensive pevage | gga Pe ccs a Chanel is 
‘ tising for Immediate Sales, says that signment. drug costs actually are, a study made pal sa Susie ghee ing wy as | 
Bruce Barton once gave this advice to his Note that only 13 of the 800 words are by the U. S. Department of Commerce ; y e eyes of the 
copywriters: ee r led that. in 1952 th public than alcohol or tobacco. 
tay adjectives! And that these adjectives are CaS Wary oe eee The fact that less th 5 | 
“After you finish a piece of copy, go <i, ig othe? one. first nyo y each person in the U. S. spent the fol-_ . e fact that less than $5 per capita 
back and cut out all P + OMe, Iirst, Second, Food, Cry, , : is spent on prescriptions doesn’t prove i 
green, own, greater, lesser, moving, living lowing amounts for various services and / , 
the adjectives. Henry “en Te inns “ee ’ ’ , ’ commodities. drug costs are not high. It simply proves 
Ward Beecher’s father ees werd AlCONOHC BDEveEragWes ..........0.000.0..cccsceccccccesseees $55 people are either pretty healthy or can’t 
was once chairman of = But the quantity of the adjectives in Tobacco PRODUCES nr $2 afford to buy and fill prescriptions. 
a committee to draw modern copy is only one deplorable weak- Te ipa Seer $10 it ever see “American College of 
up resolutions on slav- ness. Another is their quality. Many of Pane and sundries $i0 Apothecaries” signed to anything in the 
ery. One sentence in the adjectives used so lavishly by copy- Of the last figure, less than $5 per future, however, I’ll put up my guard 
his resolution read: ‘It writers—wonderful, amazing, outstanding, person was spent for prescriptions. Can and look for the fortuitous non sequitur, 
is an outrage.’ Someone marvelous, terrific, magical, ete.—are ab- we actually say drug costs are high? which is a polite way of saying what 
.r suggested that it should stract words; unlike concrete, pictureful Are not our bodies worth more than can't be said more plainly in this great 
n read: ‘It is a terrible James D. Woolf Words, they are practically meaningless. alcohol or tobacco? religious weekly. 


n outrage.’ Beecher said 

that was the way he had it in his first 
draft, but he had cut out the word ‘ter- 
d rible’ for the sake of emphasis.” 

~ We can’t cut out all of the adjectives, of 
course, but I believe that the fewer the 


This is the kind of printed propa- 
ganda, I think, that helps to destroy pub- 
lic faith in the printed word. 


H. A. Overstreet, in his fine old book, 
“Influencing Human Behavior,” puts his 
finger on the reason for these meaningless 
adjectives: 

“The abstract word is often the lazy 
word. It is so much easier to say ‘she wore 


® Then in red, and larger type, for em- 
phasis, “Thus, it is evident that today’s 
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Information | 


on LIFE closing dates and color space units... 


WHICH WE THINK YOU'LL FIND MOST INTERESTING— 


NEW two-color space unit 


LIFE will, for the first time, accept a limited num- 
ber of two-color ads in one-quarter page (column 
only) space units. A half page was the smallest 
two-color unit previously acceptable. 


NEW “fast-closing” black-and-white 


LIFE will accept a limited number of black-and- 
white ad pages and spreads with a closing date 
two weeks prior to date of issue. Normal closing 
date for such ads is four weeks, and a premium 
of 10% above normal rate will be charged to 
advertisers using the shortened closing date. 


NEW two-color closing date 


Effective as of August 8, 1955, the closing dates 
for two-color advertising to appear in LIFE will 
be four weeks prior to issue dates, a week less 
than in the past. 


READ BY MORE PEOPLE THAN 
ANY OTHER WEEKLY MAGAZINE 


LIFE is glad to have achieved the production 
and distribution techniques that make it pos- 
sible to operate on so fast a schedule... 
and to give you the benefit of such unusually 
short closing dates. 
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Volkman Names Jeter A.M. 


Harry A. Jeter has been appoint- 
ed advertising and public relations 
manager of C. M. Volkman & Co., 
San Francisco seed company. Mr. 
Jeter formerly was director of ad- 
vertising for the county of Madera 
and secretary-manager of the Ma- 
dera County chamber of commerce. 


‘Mobile Living’ Names Ames 

K. Lyman Ames has been named 
publisher-general manager of Mo- 
bile Living, published in Chicago 
by the Mobilehome Dealers Na- 
tional Assn. Mr. Ames, formerly 
publisher of Offers, Chicago, suc- 
ceeds Everett F. Case. 


f CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available ‘ 
®@ Each program a complete story §%., 
@ Allows for 3 commercials 
© Big cast with Glenn Langan 


Buffalo Educator 
Objects to Use of 


Letter as Promotion 


Lockport, N.Y., July 19—A pub- 
lishing firm has refused to make 
amends for the unauthorized use 
for advertising purposes of a letter 
written to it by a Lockport school 
coordinator. 

Reporting to the Lockport board 
of education, Superintendent 
George F. Jammer said the letter 
was written to the Buffalo office 
of R. L. Polk Co., publisher of the 
“Lockport City Directory,” thank- 
ing the company for several free 
copies of the directory and asking 
for additional copies of a lesson 
plan furnished by Polk for use in 
schools. 


® Early in June, the company sent 
out a number of copies of the 
letter, reprinted complete with the 
board of education letterhead, to 


Charles Michelson, Ine. 
48 WEST 45th ST., NEW YORK 36 


area companies and individuals 


along with a leaflet advertising 
the directory. 

The manager of the Buffalo of- 
fice of Polk said he had been in- 
structed by the home office in 
Cleveland to use the letter in that 
way. He also said the company 
would not do anything at all about 
it despite a protest. 

Mr. Jammer explained to the 
school trustees that the use of the 
letter in this manner put admin- 
istrators on the spot, since many 
companies ask to use the school 
name and facilities for advertis- 
ing purposes and are turned down. 
He said he will ask Polk for a 
list of the persons and companies 
to which the letter was sent so 
that the board can be cleared of 
any connection with the advertis- 
ing plan. 


Gardner Gets New Whisky 
American Distilling Co., New 
York, will introduce a new Irish 
whisky this fall and has appointed 
Fred Gardner Co., New York, to 


ores ae so ji “tan 5 


=< nguoapaticanne as . 


ANYTIME—Here are two of the six pages in Harper’s Bazaar that 
Formfit Co. will use to kick off its fall d-ive. 


handle advertising for the new 
product. A campaign is expected to 
break in October issues of major 
magazines. 
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— WHEN YOU FLY IN A CONVAIR LINER — 
REMEMBER, IT WAS MADE IN SAN DIEGO 


SAN DIEGO :BIGGER 


TRANSPORTATION EQUIPMENT MANUFACTURING 


Hartford, Connecticut... . 
Wichita, Kansas ..... + 
South Bend, Indiana. ... . 
Dallas, Texas . . ° — 
Philadelphia, Pennsylvania ae 
San Francisco, California . . 


SAN DIEGO, 


California is $248,00 0,000 


- $209,000,000 


© © «© «© © «© «© (236,000,000 
° © © «© « « « 229,000,000 
se © ec « «© « « 133,060,600 
© « © © « « « 176,000,000 

» « 69,000,000 


The only way to reach over 90% of the billion dollar San Diego market — at the lowest 
cost per sale — is with the San Diego Union and Evening Tribune. 


REPRESENTED NATIONALLY BY 


EVENING TRIBUNE : 


‘San Diego Wnion 


elt: 


THE MOST 


IN THE U.S.A. 


IMPORTANT CORWER — 


THE WEST-HOLLIDAY COMPANY, INC. 


Formfit Kicks 
Off Fall Drive 
with 6-Page Ad 


Cuicaco, July 19—The Formfit 
Co. here will open its biggest cam- 
paign to date with a six-page two- 
color ad in the September issue of 
Harper’s Bazaar. 

The ads will then be used singly 
in 336 newspapers and 24 national 
magazines to cover the entire fe- 
male market—women, juniors and 
teens, 

In addition, co-op ads, timed to 
coincide with peak market periods, 
also will be used, according to Rob- 
ert E. Horan, advertising manager. 

The “Daytime, Playtime, Gay- 
time, Anytime” theme developed 
by Formfit last spring will be used 
in the fall campaign in ads and in 
promotional materials. 


® This will be the first time Form- 
fit has used two-color ads. The 
schedule is as follows: Life bras 
will be featured in Better Homes & 
Gardens, Farm Journal, Household, 
Ladies’ Home Journal, Life, Mc- 
Call’s and The New York Times 
Sunday Magazine. 

Skippies will be advertised in 
the September issues of Charm, 
Coronet, Glamour, Mademoiselle 
and Woman’s Home Companion. 

The Bobbie line will go into the 
August issues of American Girl and 
Seventeen and the September Com- 
pact. 

“Formfit Fran” will be featured 
in Charm, Coronet, Glamour, Look, 
Mademoiselle, Modern Bride, 
Photoplay and Woman’s Home 
Companion. 

MacFarland, Aveyard & Co., 
Chicago, is the agency. 


Lightolier Boosts Ad Budget: 
Plans Magazine Campaign 

Lightolier Inc., Jersey City lamp 
and lighting fixture manufactur- 
er, will increase its advertising 
budget for the next six months by 
3344% over the same period in 
1954. Pages and spreads will be 
used in Better Homes & Gardens, 
House Beautiful, House & Garden, 
Living for Young Homemakers, 
Small Homes Guide, The New 
Yorker and the New York Times. 
A schedule in professional and 
business publications also is 
planned. 

Product advertising will be sup- 
ported with a publicity campaign, 
and dealer aids will include direct 
mail, mats and copy and complete 
blueprints for small and large 
dealer displays. Alfred Auerbach 
Associates, New York, is the agen- 
cy. 


‘Boston Post' Cuts Width 

The Boston Post has reduced its 
column width from 11.6 to 11.3 
picas. The step will result in a 2” 
saving on newsprint rolls. 


Cunningham & Walsh Moves 
Cunningham & Walsh will move 

its Chicago office to larger quar- 

ters in the Six North Michigan 
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Business Bureau 
Hits Pro-Raters as 


‘Growing Scandal’ 


NEw York, July 19—A great in- 
crease in the number and activi- 
ties of debt adjusters or pro-rat- 
ing companies throughout the 
country has been accompanied by 
abuses and evils which are “fast 
approaching a national scandal,” 
National Better Business Bureau 
charged today. 

Debt adjusters are individuals 
or companies that undertake to ar- 
range a debtor’s financial affairs 
and pay all his creditors, on a ne- 
gotiated time scale, usually by a 
single regular payment made by 
the debtor to the adjuster. For 
these services the adjuster charges 
fees which in some cases, NBBB 
says, amount to 35% or more of 
the total indebtedness. 

The business is not new, the bu- 
reau says. “Known variously as 
pro-raters, debt poolers, debt 
managers, credit counsellors, budg- 
et systems, funding agencies, etc., 
this type of company has func- 
tioned in many cities for more 
than two decades. Within the last 
year or two, however, their num- 
ber has multiplied and the geo- 
graphic scope of their operations 
has increased at a prodigious rate. 


ws “In February, a federal grand 
jury in Chicago indicted several 
companies and individuals charg- 
ing fraud by radio advertisement, 
mail fraud and conspiracy in the 
operation of a debt adjustment 
scheme. During the past year crim- 
inal warrants have likewise been 
issued in Detroit against a ‘budget 
system’ operator who had previ- 
ously promoted similar businesses 
in a number of eastern cities.” 
The NBBB recently made a sur- 
vey of the situation in 40 cities. In 
seven of these cities, pro-raters 
have been operating, mostly on a 
limited scale, without serious com- 
plaint to the local bureaus. In five 
others sufficient time had not 
elapsed to permit a significant ac- 
cumulation of customer experience 
in bureau files. In the remaining 
28 cities, BBB experience with 
pro-raters has been generally un- 
favorable. Most of the larger cities 
are included in this category and, 
in more than half, complaints have 
increased so rapidly within the past 
year as to create serious problems. 


es “Many complaints,” the NBBB 
says, “have their inception in 
printed or broadcast advertising 
claims such as ‘Forget your debts,’ 
‘Rid yourself of the worries and 
troubles of all your creditors,’ 
‘Pay us what you can afford,’ and 
similar representations calculated 
falsely to imply that, once the debt 
adjustment company is employed, 
the debtor has no further responsi- 
bility or obligation to his creditors. 

“Other advertising statements— 
‘Bills Paid for You,’ ‘We Pay Them 
for You,’ ‘Do You Need Financial 
Assistance and Have No Collater- 
al?’ ‘Pay Your Bills Without Bor- 
rowing with Single Payment,’ etc. 
—have had the capacity to deceive 
as to the true and limited service 
which the debt adjuster can offer. 


ws “Some advertising,” NBBB says, 


“has misled debtors to believe that 


they can get a loan or credit which 
the pro-rater will use to pay off 
all their debts. The Cleveland BBB 
reports the case of one company 
using the word ‘finance’ as part of 
its title. Some debt adjustment 
services have even advertised in 
classified columns under the head- 
ing of ‘Loans.’ Of course,” the bu- 
reau points out, “the pro-rater 
performs no such function, a truth 
which some complainants have not 
discovered until after they have 
signed agreements, which they do 
not understand, and paid fees for 
non-existent loans.” 

NBBB says the sole purpose of 


its current bulletin is to draw at- 
tention to a situation that is ap- 
proaching a national scandal. It 
points out that it is up to the law- 
makers to decide whether the ac- 
tivities of pro-rate companies 
should be prohibited or regulated. 
NBBB merely offers the following 
observations: 

“In a vocation which offers any 
individual the opportunity to han- 
dle other people’s money without 
regard to his reputation, financial 
responsibility, experience and oth- 
er qualifications, and without reg- 
ulation by or accountability to any 
public agency, the potentiality for 
evil is great.” 


New PR Register Issued 


Data on over 2,000 leading public 
relations men and women are con- 
tained in the 1955 edition of the 
Public Relations Register, just re- 
leased by the Public Relations So- 
ciety of America, 2 W. 46th St., 
New York. Copies are $25 each. 
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in June or why 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 
to roll off our four color proof presses during the most humid days. 


To you production men this means meeting last minute schedules on those 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 


Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 


sharp, bright, colorful and dry from 


Phone EAstgate 7-9220 


Skilled operators of the imported Klimsch Process camera — makes the best negatives in the world. 


WHO. is iowa’s 


be 


ea awe geaerae 


WHO WMT 
26.8% 16.5% 7.7% 


Tue facts above are a tiny fraction of lowa’s listening 
habits and preferences — now brought up to date in the 


FAVORITE RADIO STATION 
FOR SPORTS AND SPORTS NEWS 


KWWL KICD 


Pc. Eee ee ea te 


KIOA ~—— KGL WSUI ——KROS 
3.2% 24% (1.9% 19% 1.8% 


seventeenth annual Iowa Radio-Television Audience Survey, 


by Dr. Forest L. Whan. 


You should have a copy, because this completely authoritative 


study can remove the danger of guess-work or “hunches” 
from your promotion plans in Iowa, Please write us, or 


Free & Peters. 


WHO is glad that our own interests are also best served 
when you know the full truth about radio and television 


in lowa. 


FREE & PETERS, INC., National Representatives 


BUY ALL of lOWA— 
Plus “lowa Plus”—with 


no 
f 


our WET proofs are always DRY! 


Hutchings & Melwille, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Illinois 
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ANPA Launches Service 


Covering Court Decisions 

The American Newspaper Pub- 
lishers Assn. has started a loose- 
leaf service to members covering 


WHY KNOCK 
YOURSELF OUT 
4 ae 


to get that certain job done the 
JAY P plify this for you...send for it! 


WALA aovertising Trrocrarny 


“Newspapers and the Courts.” The 
service will attempt to keep news- 
paper executives informed of court 
decisions affecting publishing. 

Court decisions under 20 major 
topics will be given. These include 
“property rights in news and ad- 
vertising,” “libel,” and “access to 
public records.” 


JWT Elevates Mrs. Hardy 

Mrs. Thelma (Andy) Hardy, a 
member of the San Francisco staff 
of J. Walter Thompson Co. for 25 


11 E. HUBBARD, CHICAGO 11 © MOhewk 4-6134 years and administrative assistant 


\for the agency’s Facific Coast of- 
fices, has been elected assistant 
treasurer of the company. This is 
the first time such « title has been 
given to a JWT sta‘f member on 
the Pacific Coast. 


Du Pont Promotes Graves 

E. I. du Pont de Nemours & Co., 
Wilmington, has promoted James 
O. Graves to assistant manager of 
the advertising and promotion sec- 
tion of the textile fibers depart- 
ment. Mr. Graves joined the com- 
pany in 1945. 


THE ARKANSAS FARMER 


THE MISSISSIPPI FARMER 


The advertising linage for January-June 1955 of the Southern State Farm Paper Unit, com- 
prising THE ARKANSAS FARMER and THE MISSISSIPPI FARMER, is UP 41.7% over the first six 
months last year. That's the greatest gain of any farm magazine or paper in the United States! 
WHY? Because the Business Climate in Arkansas and Mississippi is wonderful! 


THE ARKANSAS FARMER IS UP 27.3% 
THE MISSISSIPPI FARMER IS UP 64.5% 


@ Arkansas and Mississippi produced 22% of the nation's cotton in 1954! 
@ Arkansas and Mississippi produced 30% of the nation’s rice in 1954! 


@ For the size of the area, the Arkansas-Mississippi region is the South's 
largest user of LP gases for domestic purposes! 


@ We are second in the South in trucks per capita and in percentage of 


trucks on farms! 


@ We are second in the South in tractors per capita! 


@ Arkansas and Mississippi produce 48% of the South's soybeans! 


@ Arkansas and Mississippi produce 30% of the commercial broilers grown 
in the South's nine broiler states! 


CONSIDER THESE FACTS: The wor 


* man sells only in Arkansas and 


d's leading pump sales- 
Mississippi! The world’s 


largest dealer in farm metal buildings and bins is in New- 


port, Arkansas! 


OF THE ARKANSAS-MISSISSIPP! FARM MARKET IS Hi 


av oaservesocar COQWERAGE 


THE ARKANSAS FARMER and THE MISSISSIPPI FARMER 


THE SOUTHERN STATE FARM PAPER UNIT @ 319 W. MARKHAM, LITTLE ROCK, ARKANSAS 
Effective January, 1956, the Southern State Farm Paper Unit Will Include a New Publication— 


~~ 


THE GEORGIA FARMER 


Hahm 


SWEET TOOTH CATERERS—Harvey A. 


1955 


Fretz Drenk 
Hahm, new sales manager of the 


chocolate division of Robert A. Johnston Co., Milwaukee, gets con- 

gratulations from Fred W. Drenk, new v.p. in charge of sales. 

Eugene Johnston Fretz, new president, looks on. The company makes 
chocolate, candy, cookies, biscuits and hot fudge. 


New York, July 19—The legal 
hassle over the use of the Davy 
Crockett name on merchandise 
gets knottier and knottier with 
each flip of the court calendar. 

In this trademark case to end 
all trademark cases, you need a 
scorecard to tell the players. At 
the present moment, here is the 
way the field breaks down: 

1. Davy Crockett Enterprises Inc., 
Baltimore, and Walt Disney Pro- 
ductions have kissed and made up. 
Only a month ago these two claim- 
ants to the name were locked in 
bitter combat (AA, May 30). 

The Baltimore company had 
been licensing apparel manufac- 
turers to use the name, “Davy 
Crockett Frontiersman,” under a 
patent registered in 1947. Claiming 
promoter’s rights, Disney filed suit 
against Davy Crockett Enterprises, 
and was in turn slapped with a 
countersuit. 


® Now these two protagonists have 
joined forces. They have with- 
drawn their suits and signed a con- 
tract which allows both companies 
to license manufacturers to use the 
hallowed name. 

Under the agreement, each com- 
pany has obtained ‘for its licensees 
full rights enjoyed by the licensees 
of the other company. Thus, licen- 
sees of the Baltimore company now 
have the right to use the Walt 
Disney name, Fess Parker’s name 
and the facilities of Disney’s art 
department. A 

At last count, Davy Crockett En- 
terprises had licensed 12 manu- 
facturers and Disney had licensed 
more than 60. 


@ 2. Still pending in Baltimore is 
an original suit filed by Rudin & 
Roth, New York hosiery manu- 
facturer, against Davy Crockett 
Enterprises. This suit asks the 
court to declare that no one may 
have an exclusive right to the 
name because Davy Crockett, as 
an historical personage, is in the 
public domain. 

Acting on this principle, Rudin 
& Roth is making and selling Davy 
Crockett items without a license 
from anyone, and the company told 
AA today that there are at least 
50 more apparel producers making 
Davy Crockett clothes sans license. 


s 3. Finally, the actual descend- 
ants of Davy Crockett have entered 
the dispute. As trustees of the 
David Crockett Descendants’ Fund, 
a charitable and educational trust, 
and Crockett Kids Inc., a commer- 
cial offshoot, they have filed a fed- 


eral suit in Baltimore against both 


Lawsuit Against Disney, Other Defendants 
Gets a New Plaintiff—Davy'’s Descendants 


Walt Disney Productions and Davy 
Crockett Enterprises. 

Charging that the memory of 
David Crockett has been beclouded 
and slandered, the descendants 
challenge the right of Disney and 
the Baltimore company to license 
manufacturers to use the name. 
They also contend that the activi- 
ties of the fund and David Crockett 
Kids Inc. have been obstructed. 


® Disney and Davy Crockett En- 
terprises have moved to set aside 
the descendants’ petition. The two 
comrades-in-arms claim that when 
a person’s name has been trade- 
marked, the descendants have no 
legal right to the name. 

Meanwhile, various other suits 
have been filed against alleged in- 
terlopers. Davy Crockett Enter- 
prises last week instituted trade- 
mark infringement suits against 
Allison Mfg. Co., New York manu- 
facturer selling a Davy Crockett T- 
shirt, and Georgia Hosiery Mill, 
Blakely, Ga., manufacturer also 
selling a Davy Crockett product 
without license. 

Faced with these conflicting 
claims, many retailers here are 
said to be fed up with the entire 
Davy Crockett business. Oblivious 
of the mixup are the Disney-in- 
spired kids who are still clamoring 
for Davy Crockett articles. 


Petroleum Institute Distributes 
Proofbook for Oil Week 

The American Petroleum Insti- 
tute, New York, has prepared a 
number of advertisements for use 
by service stations, fuel oil dealers 
and other local oil companies dur- 
ing Oil Progress Week, Oct. 9-15. 
Proofbooks are being distributed to 
daily and weekly newspapers. 

Last year, more than 9,000 tie-in 
ads were used by 12,000 sponsors 
for a total of 339,000 inches. 


Douglas Fir Assn. Boosts 3 
James F. Fowler, managing di- 
rector of the Fir Door Institute, 
has been named director of promo- 
tion of the Douglas Fir Plywood 
Assn., Tacoma, a new position. The 
plywood association also has pro- 
moted John D. Ritchie to director 
of media advertising and Thomas 
C. Sias to publicity director. Mr. 
Ritchie has been with the associa- 
tion since 1936, and Mr. Sias has 
been a member of the publicity 
department for the past four years. 


Telepix Names Weiner 

Martin Weiner has been pro- 
_moted from sales manager to v.p. 
in charge of sales of Telepix Corp., 
Hollywood. 
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Advertising Pages and Linage in Farm Publications 


Official Figures for June and Year-to-Date as Comp '!ed by Farm Publication Reports Inc. 


Publications with an * report directly to ApvertisInc AGE 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
r—Total Advertising, in Pages—. ————Total Advertising, in Lines—————, in Lines 
June June Jan.-June Jan.-June June June Jan.-June Jan.-June June June 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
Farm Magazines 
{Better Farming ..... 54.1 65.9 469.6 517.5 23,221 28,259 201,468 222,003 22,719 27,649 
Capper’s Farmer ..... 49.7 47.2 359.5 354.3 21,301 20,237 154,241 151,995 20,633 19,466 
tFarm Journal: ~ 
dtNational Less Western 
Dn dose ence — 90.2 501.1 591.7 38,702 214,983 253,841 ——— 38,013 
#Central-East Edition 81.2 -—— 81.2 — 34,831 34,831 34,2200 —-—— 
#Southern Edition ... 80.7 —— 80.7 — 34,616 34,616 3405 — 
Western Edition .. 85.2 90.9 602.0 586.4 36,547 38,988 258,242 251,553 35,936 38,299 
Average 3 (or 2) Editions 82.4 90.6 592.1 589.1 35,331 38,845 253,975 252,697 34,720 38,156 
§Farm & Ranch—Southern Agriculturist: 
Southeastern Edition 38.1 30.8 247.4 243.7 16,347 13,247 106,120 104,533 15,280 12,151 
#Southwestern Edition 41.4 36.2 276.9 308.5 17,769 15,532 118,786 132,366 16,630 14,063 
Weighted Average 2 
NE. <a 460000 39.6 326 261.1 2648 17,006 13,990 111,989 113,579 15,906 12,773 
Progressive Farmer: ‘s 
#Carolina-Va. Edition 83.0 82.9 602.2 613.1 56,458 56,341 409,484 416,883 55,491 54,710 
#Ga.-Ala.-Fla. Edition 88.7 84.7 635.3 624.0 60,299 57,618 431,999 424,303 57,789 55,873 
#Ky.-Tenn.-W. Va. 
rere 83.0 79.3 585.0 582.6 56,459 53,912 397,800 396,168 54,036 52,267 
#Miss.-La.-Ark 
See 85.0 79.4 578.6 591.8 57,823 54,013 393,442 402,398 55,682 52,638 
#Texas Edition .... 87.4 83.4 597.0 606.6 59,454 56,678 405,972 412,500 57,192 55,022 
Average 5 Editions .. 85.4 81.9 599.6 603.6 58,099 55,712 407,739 410,450 56,038 54,102 
Successful Farming .... 72.0 71.2 566.4 561.3 32,398 32,022 254,858 252,572 31,925 31,541 
Total Group ....... 383.2 389.4 2,848.3 2,890.6 187,356 189,065 1,384,270 1,403,296 181,941 183,687 


tFormerly Country Gentleman. {Central-East and Southern Editions replaced the National Less Western Edition in June 1955. 
Cumulative figures shown for National Less Western Edition for 1955 are for the period ending May 1955. §Changed to 
Southwestern and Southeastern editions in January 1955. Last year’s pages and lines for Southeastern Edition are an average 
of the 1954 figures for Upper South and Lower South Editions. #Not included in totals. 


Monthlies 
*Agricultural Leaders’ 

SR Ds sagt pa 13.6 108 108.6 90.1 5,814 4,640 46,597 38,695 5,814 4,640 
American Fruit Grower 28.0 23.7 211.0 196.4 12,109 10,232 91,162 84,859 11,969 10,052 
American Poultry Journal: 

#Eastern Edition .. 26.6 24.3 237.7 242.7 11,399 10,445 101,977 104,136 10,029 8,799 

#Central Edition .. 25.9 20.2 200.5 205.2 11,098 8,667 86,030 88,048 9,982 7,632 

ttWestern Edition . 25.4 19.4 209.2 183.4 10,879 8,302 89,767 78,659 9,711 7,344 

Southern Edition... 29.9 24.1 205.3 189.3 12,825 10,345 88,067 81,214 9,922 7,772 

Average 4 Editions .. 27.0 22.0 213.2 205.2 11,550 9,440 91,460 88,014 9,911 7,887 
Arkansas Farmer ..... 18.9 16.3 134.2 105.4 14,310 12,301 101,464 79,689 13,925 11,895 
Better Farming Methods 25.8 24.1 213.1 204.4 11,083 10,356 91,437 87,702 11,083 10,356 
Breeder’s Gazette .... 20.3 14.6 124.9 110.3 9,137 6,560 56,202 49,650 8,242 5,474 
*Broiler Growing Bi Sil 215.5 259.0 9,923 13.348 92,468 111,136 6,864 9,427 
*California Citrograph 19.1 22.8 144.6 135.9 12,866 15,344 97,194 91,406 12,698 15,200 
*California Farm Bureau 

in <cutens as < 10.3 10.9 74.9 76.6 7,798 8,218 56,651 57,834 7,336 7,546 
*Carolina Co-operator . . 9.0 9.0 55.0 54.3 3,780 3,780 23,100 22,820 3,780 3,780 
*Cattleman, The ...... 84.6 93.2 660.0 631.0 35,529 39,148 277,180 265,069 14,221 16,371 
*Cooperative Digest ... 6.3 49 32.2 37.1 2,630 2,065 13,513 15,613 2,610 2,045 
*County Agent & : 

Vo-Ag Teacher ..... 20.9 20.2 180.5 169.6 8,985 8,686 77,435 72.763 8,985 8,686 
*Electricity on the Farm 14.3 11.3 72.2 67.2 5,103 3,972 25,773 23,923 5,103 3,972 
*Farm Management . 156 12.1 144.1 102.1 6,681 5,184 61,814 43,790 6,681 5,184 
Farmer-Stockman 

Oklahoma Edition . 43.0 40.1 304.1 300.1 18,465 17,223 130,475 128,734 16,948 15,552 

#Texas Edition .... 412 —— 41.2 — 17,659 17,659 16,142 

Average 2 Editions 42.1 40.1 172.7 300.1 18,062 17,223 74,067 128,734 16,545 15,552 
*Florida Cattleman 62.5 62.6 400.7 404.4 26,263 26,302 168,309 169,915 16,758 26,040 
*Florida Grower & 

SED wi vtbieaces 16.3 10.9 160.6 140.4 11,088 7,415 109,207 95,454 10,604 7,130 
Kentucky Farmer 18.5 15.4 176.1 162.6 14,528 12,101 138,024 127,650 13,488 10,998 
*Michigan Farm News . 1.6 2.4 14.7 14.5 3,724 5.681 34,248 33,587 3,640 5,488 
*Mississippi Farmer .. 14.7 8.2 108.5 65.9 11,119 6,205 $2,036 49,804 10,968 6,149 
*Missouri Farmer .... 9.9 9.1 81.9 69.1 6,817 6,279 56,334 47,664 5,944 5,540 
*National 4-H News ... 24.2 20.3 125.4 113.1 10,153 8,535 52,686 47,481 10,153 8,535 
National Live Stock 

IONE icccee cues. 10.9 6.3 88.5 78.6 7,955 4,583 64,412 57,208 7,786 4,378 
*Nation’s Agriculture .. 5.8 6.0 54.8 52.6 2,650 2,678 24,665 23,675 2,650 2,678 
*New Jersey Farm & 

ME. aipkeséb00 ve 39.6 42.4 306.0 329.2 17,809 19,085 137,688 148,109 15,778 16,585 
*Ohio Farm Bureau 

75 8.9 66.7 66.3 3,391 4,010 29,998 29,854 3,221 3,820 
Poultry Tribune: 

#Eastern Edition .. 29.1 24.0 270.9 265.6 12,489 10,290 116,229 113,932 11,129 8,839 

Central Edition .. 269 21.2 235.8 230.4 11,534 9,090 101,152 98,835 10,696 8,204 

wtWestern Edition . 31.5 24.1 270.6 244.1 13,525 10,335 116,108 104,720 12,227 8,742 

Pacific Edition .. 40.7 32.4 290.3 276.2 17,466 13,883 124,519 118,484 13,586 10,057 

Average 4 Editions . 32.1 25.4 266.9 254.1 13,754 10,900 114,502 108,993 11,910 8,961 
#t*Southern Farm 

eer eee ee 12.1 8.2 — 43.4 6,777 8.216 31,130 43,437 5,030 7,164 
Southern Planter ..... 206 17.3 220.6 202.6 14,437 12,102 154,442 141,850 13,691 11,333 
*Turkey World ...... 30.4 30.7 304.3 301.8 13,047 13,166 130,546 129,441 11,392 11,736 
*Western Dairy Journal 30.9 24.7 219.0 218.7 13,267 10,588 93,963 93,850 11,506 8,246 
*Western Livestock 

pS 88.3 80.2 605.0 589.8 37,884 34,426 259,564 253,124 11,589 10,213 
*Wyoming Stockman- 

DEE 35 i0-nWenekKe 27.8 24.7 179.6 150.2 24,920 22,106 160,944 134,646 21,237 18,326 

Total Group ....... 820.5 762.6 6,136.0 5,958.8 408,166 376,659 3,089,085 2,954,002 328,282 304,223 


¢Pubiished quarterly effective April 1955, larger page size (1,000 lines) 


Newspaper Monthly Farm Sections 


included in totals. 


*lowa Farm & Home. 14.7 15.2 145.0 156.1 14,931 15.650 147,930 160,789 14,331 14,760 
*Rural Gravure ...... 55 65 441 524 5,483 6530 44,067 52,383 5483 6,530 
*Texas Ranch & Farm. 20.1 17.0 1015 95.2 21,112 17,934 106,533 100,114 18,760 15,750 
Total Group ...... 40.3 7 ~290.6 ~ 303.7 ~41,526 ~40,114 ~ 208,530 ~ 313,286 38574 ~37,040 
Semi-Monthlies 
American Aoriculturist. 24.2 17.8 209.6 195.0 17,600 12,962 152,568 141,927 15,713 11,397 
Colorado Rancher & 
= Sar 27.8 22.1 233.2 217.7 21,000 16,675 176,323 164,584 19,138 15,709 
Dakota Farmer ...... 56.1 56.2 442.1 433.1 43,967 44,095 346,580 339,518 43,002 42.950 
Farmer, The ........ 60.6 55.5 563.7 538.4 47,492 43,498 441,916 422,130 43,641 39.318 


75 
Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-—Total Advertising, in Pages—. ————Total Advertising, in Lines————, in Lines 
June June Jan.-June Jan.-June June June Jan.-June Jan.-June June June 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
Hoard’s Dairyman .... 40.0 40.2 321.8 307.9 29,139 29,301 234,244 224,182 23,865 23,949 
Idaho Farmer ....... 34.1 31.6 283.4 275.0 25,807 23,860 214,215 207,871 24,303 22,365 
*Indiana Farmer’s 

eee 178 13.3 166.4 166.6 14,639 10,389 130,464 130,510 11,095 6,766 
Kansas Famer sssees 35.2 28.5 299.3 292.0 26,785 21,653 227,441 221,916 25,407 20,150 
Michigan Farmer .... 44.6 43.2 372.8 387.9 34,245 33,154 286,310 297,890 30,960 30,176 
Missouri Ruralist .... 35.4 25.5 322.8 291.6 26,938 19,353 245,323 221,610 24,625 16,408 
Montana Farmer- 

Stockman ......... 57.9 48.9 422.3 389.6 43,750 36,988 319,256 294,536 39,718 32,998 
— Farmer ..... 63.3 54.6 554.0 517.7. 47,831 41,277 418,810 391,404 43,421 37,980 

ew England 

Homestead jageeene 25.3 25.9 237.8 243.4 $17,712 18,136 166,454 170,386 12,890 13,173 
Ohio Farmer ........ 46.2 41.1 431.7 410.2 35,479 31,557 331,574 314,999 32,367 28,133 
Oregon Farmer ...... 31.3 30.8 268.9 284.5 23,664 23,313 203,267 215,110 22,146 21,818 
Pennsylvania Farmer .. 31.7 31.9 365.1 331.4 24,329 24,530 280,413 254,520 21,243 21,808 
Prairie Farmer: 

ZFillinois Edition .. 66.3 57.3 585.3 559.9 48,247 41,724 426,065 407,609 40,013 34,669 

H#indiana Edition .. 62.1 54.9 583.7 543.0 45,245 39.998 424,963 395,327 37,011 32,943 

Average 2 Editions . 64.2 56.1 584.5 551.5 46,746 40,861 425,514 401,468 38,512 33,806 
Rural New-Yorker 25.9 216 220.9 221.6 20,316 16,939 173,200 173,736 17,464 14,385 
Utah Farmer ........ 38.0 32.9 286.3 281.4 28,742 24,899 216,466 212,702 26,874 23,294 
Wallaces’ Farmer ..... 64.3 62.4 636.3 613.6 50,374 48,930 498,886 481,057 47,729 44,880 
Washington Farmer ... 31.8 32.9 275.0 289.1 24,009 24,892 207,888 218,533 22,491 23,397 
Western Farm Life .. 27.2 19.9 205.3 200.1 21,363 15,631 160,927 156,867 19,048 13,626 

§Herdsmen Edition . 10.4 6.0 155.5 166.1 8,125 4,709 121,949 130,205 1,735 1,798 
Wisconsin Agriculturist & 

Ce - ééuensvccas 52.9 45.5 488.2 447.8 41,445 35,639 382,769 351,081 40,912 34,761 

Total Group ...... 946.2 844.4 8,346.9 8,053.2 721,497 643,241 6,362,757 6,138,742 648,299 575,045 
Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 

F arm Linage Trend Figures in Thousands os 
MAGAZINES MONTHLIES 
1955 1955 

JUNE| 187 | JUNE] 408 | 

may| 240 } may| 478 | 
1954 1954 

JUNE JUNE Bay) ; 

SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
1955 1955 1955 

sune[ 7 21 sune[89 | JUNE| 336 } 

may| 1,015 ] | may[g96 | MAY| 382 ] 
1954 1954 1954 

JUNE Bay Se} JUNE E:¥7 iia 330 
Bi-Weeklies 
Arizona Farmer ...... 64.4 62.6 479.3 465.7 48,651 47,323 362,349 352,047 47,097 46,010 
California Farmer: 

dtNorthern Edition . 44.6 44.2 337.8 332.1 33,714 33,402 255,409 251,070 31,627 31,653 

Southern Edition . 42.5 40.8 330.6 328.5 32,123 30,811 249,963 248,315 30,316 29,062 

Average 2 Editions . 43.6 42.5 334.2 330.3 32,919 32,107 252,686 249,693 30,972 30,358 
Dairymen's League 

rae 10.6 10.1 71.9 74.9 7,764 7,391 52,310 54,669 7,350 7,030 

Total Group ...... 118.6 115.2 885.4 870.9 89,334 86,821 667,345 656,409 85,419 83,398 
Not included in totals. 

All figures in the following groups were compiled by Advertising Age 
Weeklies 
Weekly Star Farmer: 

Kansas Edition . 19.7 19.5 128.9 140.6 48,637 48,010 317,721 346,418 33,934 29.513 

Missouri Edition ... 17.4 19.1 124.7 141.0 42,863 47,176 307,323 347,385 28,675 29,252 

Okla.-Ark. Edition .. 165 18,1 116.5 133.7 40,618 44,534 287,038 329,154 27,644 27,990 
Dailies 

i ily Drovers 
“aa / a TASEr 3.9 23.8 218.4 202.2 50,933 50,569 464,848 430,211 31,687 27,490 

ity Dail 
= Ramee ag i ee 207.9 197.3 38,649 46,204 442,453 419,883 23,850 28,575 
Daily Journal 
“Eee Seqeek 20.3 19.9 242.3 220.6 43,104 42,250 515,669 469,241 30,728 29,289 
i ily Live- 
an Rave th iaaee 13.9 143 146.2 130.5 29,643 30,366 311,099 277,572 20,156 20,345 

Total Group ......- 129.9 136.4 1,184.9 1,165.9 294,447 309,109 2,646,151 2,619,864 196,674 192,754 

Canadian 

Hietin des 
yn ot ssnees 44.3 50.0 323.9 333.2 31,022 34,983 226,708 233,246 29,805 34,790 
Country Guide ......- 35.7 42.3 247.3 294.4 25,705 30,490 178,028 212,013 25,705 30,490 
tFamily Herald & Weekly Star: 

Eastern Edition .. 83.8 71.4 553.6 543.0 83,771 71,386 553,586 542,924 56,541 47,356 

ZtWestern Edition .. 68.5 63.1 458.4 463.2 68,486 63,098 458,417 463,139 51476 46,919 

Average 2 Editions . 76.2 67.3 506.0 503.1 76,129 67,242 506,002 503,032 54,009 47,138 
Farmer's Advocate & 

Canadian Countryman 379 43.8 293.5 331.1 26,549 30,679 205,487 231,797 22,165 26,653 
Free Press Prairie Farmer 109.8 101.4 666.0 657.9 116,399 109,562 705,979 710,506 70,718 66,486 
Farmer's Magazine ... 23.7 28.8 170.1 208.2 10,176 12,351 72,986 89,293 10,124 12,261 
¢Western Producer .. 445 419 304.1 331.1 49,736 44,836 325,399 354,171 29,851 27,579 

Total Group .....-- 374.1 375.5 2,510.9 2,659.0 335,716 330,143 2,220,589 2,334,058 242,377 245,397 


tFive issues in June 1955; four issues in June 1954. ZNot included in totals. 


Harttord Adclub Elects 


tising manager of The Times, Hart-|H. Walters, 
ford, Conn., has been elected presi- Forms Inc., v.p.s.; 
dent of the Advertising Club of 


Walters 


clude Robert E. Brown Jr., Aetna! Hartford 
Elliott J. Barnett, local adver-| Casualty & Surety Co., and Charles | secretary. 
Business 
Patricia B. Kur-| Godell Joins Arvey Corp. 
land, Pasco-Nair & Shepard, =e 

Hartford. Other officers elected in- | urer, and Florence G. Farrell, 


Chamber of Commerce,|of the mounting and finishing di-, Lightner to Beaumont, Heller 


vision of Arvey Corp., 


Chicago, 


an account 


executive. 


A. LeRoy Lightner Jr., formerly 
producer of point of purchase ma-| with Ketchum, Macleod & Grove, 
terial. Mr. Godell has been a dis- Pittsburgh, has joined Beaumont, 
Sidney H. Godell has been ap-|play consultant for the past 20 Heller & Sperling, Reading, Pa., as 
pointed sales promotion manager | years. 
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We can check 


your retail sales 
each week... 


Every Wednesday in 50 American cities 
we spot-check “over-the-counter” drug | 
sales. Gathered from a_ representative 
group of drug stores, the figures are 
uickly coordinated into reports issued 

e following Monday. In addition, we 
also check products sold through grocery 
outlets in a number of cities. 

This amazing service, valuable in test- 
ing copy and keeping track of competi- 
tors, is available to any advertiser or 
agency. We can check as few or as many 
towns as your needs require. We can 
check competitors. We can also give you 
inventories each week. (Incidentally, our 
Research Department is separate from 
our agency). 

If you will set aside a few minutes of 
your time, we can quickly and graphically 
show you how this spot-check system 
functions. We feel sure you will find our 
presentation interesting and profitable. 

Call CiIrele 6-1700, Street & Finney, Inc., 
45 West 45th Street, New York 36, N. Y 


Urban Land Institute Offers 
Public Transportation Booklet 


The Urban Land Institute, 
Washington, an independent re- 
search agency in urban planning 
and development, has published a 
new technical bulletin, “Crowded 
Streets—a symposium on Public 
Transportation.” The 77-page pub- 
lication contains eight studies of 
transportation problems in repre- 
sentative American cities ranging 
in size from Youngstown to Los 
Angeles. 

Copies of “Crowded Streets,” 
Technical Bulletin No. 26, may be 
obtained from the Urban Land In- 
stitute, 1737 K St., N.W., Wash- 
ington, D.C., for $4 each. 


Pacific Gas Names Gros V. P. 
Robert R. Gros, advertising and 

publicity manager of Pacific Gas 

& Electric Co., San Francisco, since 


-|1944, has been promoted to a v.p. 


Mr. Gros joined the company in 
1937. 


Business Paper Success Story... 


NEw York, July 19—After some 
years of absence from the commer- 
cial laundry market, Lever Bros. 
Co. early in 1954 decided once 
more to get back into it. Lever had 
a soap product, Lux flakes, which 
it believed was ideal for the pur- 
pose. 

Al Michaud, manager of the 
company’s industrial soap & deter- 
gent sales, and Fred R. Messner, 
account executive at G.M. Basford 
Co., which handles Lever’s indus- 
trial sales division, told AA that 
the Lux Laundry Program insti- 
tuted last year resulted in a degree 
of success considerably ahead of 
the schedule set for it. The laundry 
business papers had an important 


Continuing a service for decision-makers in 


Sales e Advertising e Market Analysis e Media 
Manufacturing ¢ Distribution e Retailing 


THE 1955 EDITION OF COPYRIGHTED SALES ESTIMATES | 


This brochure ranks the 233 Metropoli- 
tan County Markets by dollar volume in 
descending order for 13 retail store clas- 
sifications compiled by Sales Manage- 
ment (7 of these sales classifications are 
prepared especially for, and published 
only in this brochure), plus complete 


Metropolitan County Area 
Sales Management Survey 


Power, May 10, 1955. This 100-page 


thentic yard- 


data from 
of Buying 


Included > 
for the 
irst time! 


Over 1948... 
of 233 Metropolitan 
County Areas in 


10 Sales Classifications 


by Dollar Volume 


copyrighted brochure serves as an au- 


stick for a comparison of 


your company’s actual sales in each of 
the 233 markets; helps you plan your 
advertising and promotional efforts in 
specific markets based on 1954 sales 
estimates; and furnishes the sales-vol- 
ume information needed in making deci- 
sions affecting new district offices, dis- 
tribution points and factory locations. 


For your FREE copy of this 100-page brochure, write on your company letterhead to: 


Advertising Research Department 


Greensboro 


News and Record 


Greensboro, North Carolina 


Chicago 


Atlanta 
Palmer Building 


New York 
366 Madison Avenve 
Phone: Murray Hill 7-1450 


360 N. Michigan Ave. 
Phone: Central 6-3589 


Phone: Walnut 2717 


JANN & KELLEY, Inc. 


Newspaper representatives 


San Francisco 

111 Sutter St. 

Phone: Douglas 2-3304 
Detroit 

926 Buhl Building 

Phone: Woodward 2-1308 
Los Angeles 

2404 West 7th Street 
Phone: Dunkirk 7-8213 


Lever Campaign Sells Laundries on 
Using Lux’ Reputation for Gentleness 


part in the campaign. 

The 1954 goal was to sell 10% of 
the 6,000-plus commercial laun- 
dries in the U.S. the idea of using 
Lux flakes. The program worked 
out for this purpose took into ac- 


motion. 


diminishing business was the repu- 
tation commercial laundries had 
among many housewives for being 
tough on clothes. Housewives felt 
laundries were using “harsh” wash- 
ing materials and that these were 
shortening clothing life. 


@ The campaign was designed -to 
help the laundries to meet this 
situation and in so doing increase 
their business. When a laundry 
joins the program, it agrees to use 
Lux flakes exclusively. 

Since Lux soap is nationally 
known as a safe, gentle soap, Lever 
pointed out to the laundries that 
the use of Lux would give house- 
wives confidence in their work. 

An important part of the plan 
worked out for the use of the laun- 
dries was consistent and intensive 
advertising and promotion to the 
local prospects of each participat- 
ing laundry. The obvious business- 
getting value of the plan helped 
Lever line up laundries rapidly. 
Lever advertising in the laundry 
business papers called laundry 
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CHECK QUAKER City—This Lever 
Bros. ad, reproducing a letter from 
a satisfied Lux plan user, suggested 
calling the Quaker City Laundry, 
then Lever. It appeared in Ameri- 
can Laundry Digest, Cleaning & 
Laundry Age, Texas Laundry & 
Dry Cleaning Age and Starchroom 
Laundry Journal. 


owners’ attention to the following 
aids, available to laundries in the 
program: (1) A letter announcing 
the owner’s appointment as a Lux 
laundry and welcoming him into 
the program (this is used in pro- 
motion to customers in the area); 
(2) A certificate to the same ef- 
fect; (3) An employe leaflet ex- 
plaining to the workers in the plant 
what the program means to their 
employer’s business; (4) An em- 
blem to be worn by route men and 
other employes; (5) Bars of Lux 
toilet soap with imprinted wrap- 
pers, for use by route salesmen as 
a means of getting interviews with 
housewives; (6) Lux flakes sam- 
ples; (7) Mats for local newspaper 
advertising; (8) Bundle inserts, 
shirt bands and gummed tape fea- 
turing Lux flakes and their “gentle- 
ness”; (9) Promotional support 


count two important facts. One was | * =» 
that, in the face of increased com- | = 
petition from home washers and | °."% 
launderettes, commercial laundries | « «:».» « 
had been losing business because | &)\.".!c" 
of insufficient advertising and pro- | “<—"— 


The other factor in the laundries’ : 


“Sales increased 11% 


during a period of general 
unemployment in this area” 


preren é 
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LUX IN INDUSTRY—This testimonial 

ad for Lever Bros. Lux plan for 

laundries appeared in five laundry 

papers. The company reports that 

testimonials began to snowball as 

the Lux plan was introduced and 
gained acceptance. 


from the company in its national 
consumer promotion. 


® This advertising urges house- 
wives, “When you send wash out, 
send it to a Lux laundry.” 

Following stress on these promo- 
tional aids and other angles of the 
campaign in business paper adver- 
tising, laundries began to come in- 
to the program. 

Many of them wrote enthusiastic 
letters to Lever about the effective 
fashion in which the plan as a 
whole was working, giving mate- 
rial for case history copy in the 
business papers. This helped Lever 
add still more laundries to the 
program. 

Here is a typical piece of such 
copy, which ran in the business pa- 
pers in April, 1954, showing how 
early in the campaign the sound- 
ness of the plan became evident. 
Headed, “Business Is Up 8% After 
Just Six Weeks of This New Pro- 
gram,” the copy quoted the owner 
of the Sunshine Laundry, Bayonne, 
N.J. 

“On January 18, 1954,” the ad 
said, “we began promoting Sun- 
shine as a Lux laundry. In the first 
six weeks of this new program, our 
routemen picked up 287 new cus- 
tomers. In dollar volume, that 
means an 8% increase over last 
year’s route business for the same 
period. 

“In addition, business at our 
drive-in store is up substantially. 
The first week, the store had its 
biggest Saturday ever. For the 
next three weeks, each succeeding 
Saturday set a new record. We are 
enthusiastic. 


® “This is just the sort of program 
the laundries need today. We all 
wash clothes—but the Lux laundry 
plan gives our routemen something 
to talk about when they make a 
sales call. Lux is a nationally ad- 
vertised product. Every housewife 
knows about it. 

“It’s a perfect door opener for 
selling our laundry service, and, 
oddly enough, it has helped us 
boost our dry cleaning business 
considerably too.” 

In another piece of copy along 
this line a Cleveland laundry de- 
clared, “Sales increased 11% dur- 
ing a period of general unemploy- 
ment in this area.” It emphasized 
the fact that soap costs had actual- 
ly decreased. 

One particularly effective piece 
of copy reproduced full size a letter 
from a laundry owner in Phila- 
delphia, relating his experience 
with the Lux Laundry Plan. 

“At the conclusion of this four 
month period,” the letter declared, 
“total sales reflected an accumula- 
tive increase of 8.9% as compared 
with the corresponding period of 


1953. There has also been a marked 
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increase in the enthusiasm of our 
sales personnel, which, of course, 
cannot be measured in terms of 
percentage. 


= “Another segment of the Lux 
plan about which we are partic- 
ularly enthusiastic is the publicity 
given to professional laundries on 
your nationwide television and ra- 
dio programs. Sponsored by a man- 
ufacturer of homewashing prod- 
ucts, this publicity for the laundry 
industry is not only surprising but 
most gratefully accepted.” 

By the end of September—three 
months ahead of schedule, accord- 
ing to Mr. Messner—the company 
had reached its objective, having 


signed up 620 laundries after start- | Beck, A. S. Shoe 


ing from scratch in January. He 
emphasized that since the company 


being accepted as a Lux laundry, 
all of these were top-quality con- 
cerns. They were, he said, doing a 
good volume of business and using 


pStickin Around 


with KLEEN-STIK 


Any Time is KLEEN-STIK Time! 


Want to sell warmth in winter... 
or coolness in summer? The main 
thing is to get your message posted 
—and that’s where KLEEN-STIK 
comes in! This moistureless, self- 
sticking adhesive knows no “‘off’’ 
season—it’s always on the beam, 
keeping P.O.P. displays up where 
they’re noticed. Like these: 


B-I-G Beer Salesman 


“Take It Home” is the idea behind 
this P.O.P. Wa, by ad- 
men MARSH RICONSCIUTO and 
BERNARD CROWELL of HEID- 
ELBERG BREWING CO., Ta- 
coma, Wash. And this 16-inch giant 
package cut-out, backed with all- 
over moistureless KLEEN-STIK, 
has beer-lovers taking it home “‘like 
sixty.”’ A “prosit’’ to BOB PEAR- 
SON of 20TH CENTURY PRESS, 
Tacoma, for the cold-as-ice lithog- 
romney . .. and another to designers 
GEORGE JACOBSON and LOU 
ANTONSEN of the GARDNER- 
JACOBSON agency, same city, for 
the “hot” idea. 


Loves 

a 

"Cold 
Shoulder”? 


Here’s a big, bold job that “‘warms 
up” winter sales for STANDARD 
OIL CO. (INDIANA). It solved a 
tough problem of display right at the 
gas pump by cuddling close even in 
the wint’riest weather. Four easy-to- 
apply KLEEN-STIK strips hold 
the printed polystyrene panel tight 
to the metal pump surface . . . resist 
cold and dampness. WESLEY I. 
NUNN, Standard’s Ad Mgr., and 
JOHN WEBB of MAGILL-WEIN- 
SHEIMER CoO., Chicago, put their 
heads together on this effective sea- 
sonal promotion. 


**Season”’ your selling with a liberal 
helping of KLEEN-STIK —great for 
window streamers, shelf edgers, 
die-cut signs, bumper strips, and 
many other P.O.P. morsels. Your 
regular printer or lithographer can 
serve up a collection of tasty ideas 
—or join our free “‘Idea-of-the- 


Month” Club by writing today! 


KLEEN-STIK PRODUCTS, INC; 


225 North Michigan Avenue * Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 


June Sales of 


une——_——.. % Gain. 9 ———6 months *, Gain | 
1955 1954 or Loss 1955 1954 or Loss | 

Food Chains 
Colonial Stores ....... $ 20,404,611 $ 17,787,812 414.7 $ 119,847,326 $ 107,915.285 4111 
id dl notn ees canbe 22,997,126 21,127,298 + 8.9 139,046,041 124,260,102 +11.9 | 
National Tea .......... 43,548,567 40,364,672 + 7.9 257,310,986 = 232,522,003 +10.7| 
GD tabs cecescces 134,633,953 128,530,131 + 4.8 802,437,955 742.317.622 + 8.1 

Group Total ........ $221,584,257 $207,809,913 + 6.6 $1,318,642,308 $1,207,015,012 + 9.2) 
Mail Order | 
“Sears, Roebuck ...... 293,109,368 271,337,430 + 8.0 1,299,680,646 1,164,796.305 +11.6| 
a ren ae 8,990,398 10,455,882 —14.0 54,876,162 54,694,502 + 0.3 
“Montgomery Ward .... 83,921,775 81,430,623 + 3.1 386,601,381 364,090,226 + 62 

Group Total ........ $386,021,541 $363,223,935 + 6.3 $1,741,158,189 $1,583,581,033 +10.0 
Drug Chains 
EE 4,577,019 4,411,406 + 3.8 27,254,932 25,971.626 + 4.9 
WI hac ceccdaecce 15,741,390 15,298,409 + 2.9 90,493,664 88,264,523 + 2.5 

Group Total’........ $ 20,318,409 $ 19,709,815 + 3.1 $ 117,748,596 $ 114,236,149 + 3.1 
Variety and Miscellaneous 

owen 4,292,294 4,278,821 + 0.3 23,065,135 21,738,611 + 6.1 
ae eee 9,497,227 8,421,868 +12.8 49,769,526 44,611,941 +11.5 
‘Diana Stores Corp. 2,339,131 2,092,141 +11.8 27,630,548 27,126,371 + 1.9 
ee GL. “scscedase 7,391,529 6,717,975 +10.0 43,156,538 38,240,446 +10.2 

eines 1,253,242 1,052,450 +19.1 5,809,414 5,227,987 +11.1 

27,704,761 25,924,823 + 6.9 139,975,860 125,425,725 +11.6 

a 8,761,196 8,502,494 + 3.0 40,866,065 39,900,962 + 2.4 
*Interstate Dept. 

De ..soink@has o's « 5,251,797 5,031,462 + 4.4 24,598,590 24,011,489 + 2.4 
Kinney, G. R. Co. .... 4,085,000 3,891,000 + 5.0 21,156,000 19,460,000 + 8.7 
Se 26,593,886 25,237,618 + 5.4 146,897,813 142,584,358 + 3.0 
 * errr 12,312,378 12,061,983 + 2.1 72,278,610 72,298,974 —— 
Lane Bryant, Inc. .... 5,383,972 5,370,895 + 0.2 32,213,012 30,258,375 + 6.5 
LE a 12,896,105 12,462,502 + 3.5 62,460,769 58,243,043 + 7.3 
EE eRe ssh tease 6 8,462,954 8,252,733 + 2.6 46,014,182 44,705,590 + 2.9 
“McLellan Stores ...... 4,467,501 4,585,415 — 2.6 21,014,834 21,390,953 — 1.8 
®Mercantile Stores, 

ie peeaebans 0 ewesee 10,273,000 10,119,000 + 1.5 50,518,000 47,688,000 + 5.9 
>Miller-Wohl Co. ..... 3,003,078 2,990,994 + 0.4 33,425,668 32,450,574 + 3.0 
Murphy, G. C. ........ 15,606,607 14,790,422 + 5.2 81,794,593 77,117,797 + 6.1 
National Shirt Shops .. 1,769,363 1,676,655 + 5.5 8,702,292 7,772,263 +-12.0 
Neisner Bros. ........ 5,330,789 5,163,348 + 3.2 28,767,336 27,051,342 + 6.3 
Newberry, J. J. ...... 14,058,302 14,256,144 — 1.4 76,263,718 73,146,915 + 4.3 
, * 2 Saree 94,571,329 88,543,600 + 6.8 492,746,629 454,237,144 + 8.5 
Rese’s S-320-25 ...... 1,802,332 1,677,065 + 7.4 9,383,512 8,939,780 + 4.9 
¢Sterchi Bros. 

GE Sky suk cocens 1,515,665 1,428,771 + 6.1 5,711,559 5,654,162 + 1.0 
Western Auto ........ 18,210,000 15,384,000 +18.4 85,910,000 75,455,000 +-13.9 
White’s Auto Stores .... 2,933,692 2,526,657 +16.1 14,001,160 9,310,194 +-42.7 
Woolworth, F. W. ..... 57,822,535 54,654,189 + 5.8 327,451,378 308,920,680 + 6.0 


Group Total 
Combined Total 
“Five month period. *Eleven month period. °Four 


ovcces $367,590,665 $347,095,025 + 5.9 $1,970,582,741 $1,842,968,676 + 6.9 
cece $995,514,872 $937,838,688 + 6.1 $5,148,131,834 $4,747,800,870 + 8.4 


Chain Stores 


| 
| 


month period. 


a correspondingly large quantity of 
soap. 

Sales of Lux flakes responded 
handsomely to the campaign and 
have continued to increase stead- 
ily, marking the effectiveness of 
the direct approach to the laundry 


| 


LEVER SOAPS 


lever Brothers Company, 390 Pork Avenue, Mew York 22. WY. 
Omer mtvarie Service Officer Chtcage - Attente — ley Angetes 


HOW WHITE?—For its commercial 

products other than Lux, Lever 

Bros. used ads like this one for 

Formula 770, Spunn Diamond 88% 

flakes and Spunn Diamond 92% 
powder. 


industry through its own journals, 
backed by promotional aids and 
support. 


® The papers used are the Amer- 
ican Laundry Digest, Cleaning & 
Laundry Age, Pacific Laundry & 
Cleaning Journal, Starchroom 
Laundry Journal, and Texas Laun- 
dry & Cleaning Journal. 


Smith Heads Worthington PR 
John Chabot Smith has been 
promoted to director of public re- 
lations for Worthington Corp., 
Harrison, N.J. Assistant public re- 
lations director for the company 
since 1953, Mr. Smith formerly 
had been public information direc- 
tor, Far Eastern area, American 
Red Cross, and earlier had been 
a war correspondent for the New 


York Herald Tribune. 


New Connecticut Law 
Allows Newspapers 
to Run Contest Ads 


HARTFORD, July 19—A bill which 
will permit Connecticut newspa- 
pers to carry advertisements of 
contests or drawings run by com- 
mercial establishments, in which 
the public is invited to participate 
without charge, has been signed in- 
to law by Gov. Ribicoff. 

The new provision, which per- 
mits newspapers to carry such ad- 
vertisements, was adopted by the 
Connecticut state legislature in the 
form of an amendment to the state 
law prohibiting lotteries, except 
those operated under permits 
granted by authority of the new 
state law legalizing raffles and 
bazaars. 

The new law will become effec- 
tive Oct. 1. 


Marlin Sets Spot Drive: 
Plans August Tv Bow 

Marlin Firearms Co., New Ha-| 
ven, Conn., will launch a television 
spot campaign in several markets 
Aug. 7. The one-minute films for 
Marlin guns will feature Pete 
Kuhloff, gun editor of Argosy. | 

Scheideler, Beck & Werner has 
scheduled the initial series of spots 
for WIBW-TV, Topeka, Kan.; 
WKTV, Utica, N.Y.; WMTW, Mt. 
Washington, N.H.; WNEM-TV, Bay 
City, Mich., and WSTV-TV, Steu- 
benville, O. 


Bauerlein Appoints Neher 

De Alton Neher, a former execu- | 
tive of an 1i-station Wisconsin 
radio network and most recently 
with WDSU and WDSU-TV, New 
Orleans, has been named radio 
and television director of Bauer- 
lein Inc., New Orleans agency. | 


Mann Ndmes Constance Weber 

Alan T. Mann & Co., Chicago 
agency which ‘recently moved to 
larger offices at 185 N. Wabash, 
has appointed Constance Weber 
an account executive and fashion 
coordinator. Miss Weber formerly | 


was midwestern editor of Vogue. 
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Families with kids-45% 


of the people (15 years or older) in households 
which have children, in New York City and suburbs 


are News readers- 


New York News readers total 4,780,000 daily. The 
number and characteristics of New York newspaper 
readers shown for the first time, in the $150,000 study 


w 
a - 
Profile of the millions 
... including findings from 10,349 personal interviews 
made by W. R. Simmons & Associates Research, Inc. 
in the Fall of 1954. A summary is presented visually, 
by appointment only. Call any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Deterg int buyers 3 o% 


of the women in New York City & suburbs who 
used detergents and packaged soap in the past month 


are News readers- 
The 2,290,000 women readers of the Daily News 
include majority customers for food, toiletries, 
clothing, new cars, major appliances, luxuries as 
well as necessities. Be sure not to miss seeing the 


Profile of the millions 


which gives data never before available on the 
market reached by each New York City newspaper. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Cigar smokers-46% 


of the men (15 years and older) who live in 
New York City & suburbs, and smoke cigars 


are News readers- 
The 2,490,000 Daily News men readers have most 

of the jobs, families, homes, cars, stocks and bonds... 
buy most of the men’s wear, Bourbon, Scotch, and 
blended whiskey sold in New York. You'll find 

brand new data on New York newspaper readership 
and buying habits in this authoritative study 


Profile of the millions 


now being shown in visual presentation to agencies 
and advertisers. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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Campbell Drayton Smock Cochran Pambrun Cain Eller Mau 


COLLIER’S PICNIC—Among those present at Collier’s Belding; Mary K. Cain, McCann-Erickson; Russ El- 
first annual picnic and food fair, at the Bel-Air ler, director of advertising, Sunkist Growers, and 
Hotel, Los Angeles, were McCulloch Campbell, Pa- Kendall J. Mau, Los Angeles manager for Collier’s. 
cific Coast manager, Crowell-Collier; Whitney Dray- ‘ore than 80 food products, advertised in Collier’s 
ton, v.p. and advertising manager, Hunt Foods; Jack in the past year, comprised the picnic menu. Strung 
Smock, v.p., Young & Rubicam; Burt Cochran, v.p., about the grounds were banners representing the 
McCann-Erickson; Leo Pambrun, Foote, Cone & Mmagazine’s annual food promotion events. 


TWIN FirSTS—Principals in the hour variety show Kleenex will spon- 
sor on NBC-TV starting Sept. 17 are Perry Como (left), the star, 
and Richard M. Bennett, Kleenex’ ad director. It will be the singer’s 
first hour-long variety show and the sponsor’s first entrance into 
big-scale nighttime tv. Foote, Cone & Belding, Chicago, is the agency. 
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ANIMATED ARAB—Whoop-de-doo and excitement created by the influx NEWSPAPERS CATCH SHELL—W. F. 

of 90,000 Shriners into Chicago for their convention this month was Murphy, of Shell Oil Co.’s sales 

NOT FILLING—Pepsi-Cola summer promotion in Los Angeles will in- _— exploited jointly by Coca-Cola Co. and Mrs. Snyder’s candy stores promotion-advertising department, 

clude use of spectacular embellished bulletins in 80 locations. The _in the Loop with this animated-and-talking display of a Shriner. tells the NAEA conference that 

lady is 43’ long; the kitten is eight feet tall. The Pepsi-Cola bottle _pisplay, via recorded message, invited Shriners to come in and sam- — some papers handle Shell advertis- 

cap is 32,000 times regular size. Biow-Beirn-Toigo, Los Angeles, is ple Mrs. Snyder’s candies and have a free Coke. Display was created ing as if they “weren’t interested in 
the agency. Pacific Outdoor is the operator. by Buy-Vue Displays Co., Brooklyn. our business.” 
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Finn Bernard Thees Hartford Swanson Fenn Ferger Condict Wilson Lord Brown McKittrick 


PANELISTS All—Photographed here are speakers and panelists at the White Sulphur nati Times-Star; Don Bernard, Washington Post & Times-Herald; Jack Thees, New 
Springs conference of the Newspaper Advertising Executives Assn. Shown speaking York Herald Tribune; Gilbert Swanson, Spokesman-Review and Spokane Daily Chron- 
are Charles Lord, Indianapolis Star & News, chairman of the NAEA-Four A’s commit-__icle; Stanley Ferger, Cincinnati Enquirer; Wilson Condict, St. Louis Globe-Democrat, 
tee; Emile A. Hartford, Los Angeles Times, chairman of the NAEA-ANA committee, president of NAEA; C. P. Wilson, of the Herald-Dispatch, Huntington, W. Va.; Willis 
and Charles G. Fenn, of the Free Press, London, Ont. Seated are Karl T. Finn, Cincin- Brown, Minneapolis Star & Tribune, and C. E. McKittrick, Chicago Tribune. 


eta 


Leavenworth MacAlister Ewing Godley Talley Huth Cullen Smith 


CINCIAMA OUTING—Among the 250 hosts and guests at the 16th annual Cinciama party Allister, Formica Co.; Jack Ewing, Progressive Farmer; G. R. Godley, Kroger Co.; Tom 
held by 84 magazine and farm paper representatives for agencies and advertisers in the Talley, Talley Advertising Agency; Paul Huth, Procter & Gamble; Dick Cullen, Ladies’ 
Cincinnati area were Bill Leavenworth, Living for Young Homemakers; Bob Mac- Home Journal, and Duke Smith, Pease Woodworking Co. 
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When FORD comes to Lima... 


Once in operation, here is what the new Ford plant will 
mean to Lima, Ohio, and its sales potential: 


—— 


* 
Let eel 


6,960 new jobs affecting 

11,840 persons . . . $23'% million will be 
added to individual incomes. . . an 
estimated $41 million added 

to retail sales .. . 160 new 

retail stores will be required to 
serve the market... 65 new 

class rooms will be needed .. . 
hundreds of new homes, apartments 
will be built . . . new streets 

and roads, greater 

utility facilities will be 

constructed . . . and, Lima will be 
one of the busiest markets 

in Hometown, America. 


in 97 bustling markets 
like LIMA, OHIO 


that are changing America’s sales pattern 


It’s nice to talk about how FAMILY WEEKLY’S 
2,396,384 reader families in 97 markets spend more at retail than any 
two cities outside of New York. But size alone doesn’t 
tell the full story. 

Picture Lima, Ohio, when Ford moves in. Picture the 
thousands of new jobs, new incomes, new families, new homes, 
new stores — the vigorous buying activity. And 
it is happening all over the map. On-the-go markets 
like Lima are taking on new sales importance 
for on-the-go sales and marketing executives alert to the 
dramatic spread of industry to America’s smaller cities. 

That is why FAMILY WEEKLY, too, is 
on the go. In 18 months, FAMILY WEEKLY has increased 
its markets from 32 to 7; its circulation from 
600,000 to 2,396,384. And, as advertisers come to know 
the importance of markets like Lima, they recognize the 
selling force of the one Sunday colorgravure magazine 
expressly designed to serve 
America’s hometown markets. That is why 
leading advertisers have placed new advertising 
for 83 products in FAMILY WEEKLY 
since the first of this yaar —why FAMILY WEEKLY advertising 
has increased over go pages during the first six months 
over the same period in 1954. 

With nearly 90% coverage of 97 
cities — where there is no other 
supplement originating — FAMILY WEEKLY can be an 
important factor in selling the on-the-go 
markets with one order, one billing — «vd in color. Get 
the full story from your FAMILY WEEKLY representative. 


FAMILY WEEKLY MAGAZINE, Inc 


Leonard S. Davidow, Publisher 
153 N. MICHIGAN AVENUE ¢ CHICAGO 1, ILLINOIS 


CHICAGO 1, 153 N. Michigan Avenue * NEW YORK 17, 17 East 45th Street * DETROIT 26, 424 Brook Building 


LOS ANGELES 25, 1416 Camden Avenue * ORINDA, CALIF., 82 LaCuesta Road 


These 97 Newspapers Distribute FAMILY WEEKLY 


ALABAMA: Anniston Star, Dothan Eagle, Florence Times & Sheffield-Tuscumbia-Muscle Shoals Tri-Cities Daily, Huntsville Times, Tuscaloosa News * ARKANSAS: El Dorado News- 
Times, Hot Springs Sentinel Record + CALIFORNIA: Socramento Union, Senta Borbora News Press - COLORADO: Colorado Springs Free Press, Grand Junction Sentinel, Pueblo 
Star Journal & Chieftain + CONNECTICUT: New Haven Register + FLORIDA: Daytona Beach News Journal, Fort Myers News-Press, Gainesville Sun, Sarasota Herald-Tribune, 
Tallahassee Democrat, Tampa Times, West Palm Beach, Palm Beach Post Times * GEORGIA: Albony Herald, Rome News Tribune * IDAHG: Boise Statesman, Pocatello State Journal * 
ILLINOIS: Champoign-Urbone News Gazette, Danville Commercial-News, LaSalle News Tribune, Quincy Herald-Whig, Springfield |!linois State Journal & Register * INDIANA: 
Marion Chronicle Tribune, New Albany Ledger & Tribune * !OWA: Council Bluffs Nonpareil, Davenport Democrat & Times, Dubuave [elegroph-Herald, Waterloo Courier * KENTUCKY: 
Bowling Green Pork City News, Owensboro Messenger-Inquirer, Poducoh Sun Democrat * LOUISIANA: Bogaluso News * MASSACHUSETTS: Lowell Sun * MICHIGAN: Grand Rapids 
Herald * MINNESOTA: Albert Lea Tribune * MISSISSIPPI: Greenville Delta Democrat-Times, Tupelo Journal, Vicksburg Post-Heroid * MISSOURI: Jefferson City Capital News Post- 
Tribune * NEVADA: Los Vegos Review Journal, Reno Nevada State Journal * NEW JERSEY: Asbury Park Press, New Brunswick Times. Trenton Times Advertiser * NEW MEXICO: 
Sente Fe Mexicon * NEW YORK: Binghamton Press, Elmira Sunday Telegram, Utica Observer-Dispatch * NORTH CAROLINA: Concord Tribune, Selisbury Post * NORTH DAKOTA: 
Forgo Forum * OHIO: Athens Messenger, Coshocton Tribune, Lima News, Zonesville Times Signal * OKLAHOMA: Duncan Bonner * PENNSYLVANIA: Lancaster Sunday News * 
SOUTH CAROLINA: Florence News * SOUTH DAKOTA: Huron Huronite & Daily Plainsman, Rapid City Journal * TENNESSEE: King:cor! Times News * TEXAS: Abilene Reporter-News, 
Austin American Statesman, Big Spring Herald, Denison Herald, Denton Record-Chronicle, Galveston News, Greenville Herold, Kiiocre News Herald, Lufkin News, Marshall News- 
Messenger, Midland Reporter-Telegram, Poris News, Port Arthur News, San Angelo Standard Times, Snyder News, Texarkene Goze''e. Ty\e" Courier-Times-Telegraph, Victoria Advecote, 
Waco Tribune-Herald * UTAH: Provo Herald * VIRGINIA: Danville Register, Lynchburg News, Newport News Press * WASHING!ON: Wenetchee World, Pasco-Kennewick-Richiand 


Tri-City Herald * WEST VIRGINIA: Beckley Roleigh Register * WISCONSIN: Racine Journcl-Times-Bulletin * WYOMING: Co:pe '/\bune-Hereld & Stor, Cheyenne Stete Tribune 
and State Leader. 
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Editing 

for engineers... 
by engineers... 
produces the high 
reader reaction 


among 


MACHINE DESIG’ 


audience 


Ask the man from MACHINE DESIGN to explain the unique 


ding 


qualification of MACHINE DESIGN’s editors and how this 
results in editorial content that earns highest readership 


among design engineers. 
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NW HAN TON f NEAL STORE 


- a 
Discriminating custom » ‘|! {ind in this store 


A ROUSING OPPORTUNITY! 
in ar 
UNRIVALLED ST OCK OF 


Temieciorten tor boys’ 
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FIS. APPAREL GETS. & ANT 
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Ginton = Washington, New Jersey 
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INTENSE EXCITEMENT—T hrowaways 
like this were folded into copies of 
the New York Times and Herald 
Tribune sold at suburban train 
stations to promote “The Original 
New Hampton General Store, Ba- 
zaar & Emporium” resuscitated by 
New York agency men Culver and 
Bethlahmy. 


Madison Ave. City 
Slickers Revitalize 
Old Country Store 


New Hampton, N.J., July 19— 
When the New Hampton General 
Store, Bazaar & Emporium reluc- 
tantly closed its doors some 60 
years ago, the slumping volume 
that preceded its liquidation 
might have been caused by lack 
of good promotion. 

But that’s not likely to happen 
this time around. For, with a full 
resurgence of its late 19th Cen- 
tury splendor, the emporium has 
reopened, this time with the back- 
ing of newspaper advertising, 
posters and throwaways, designed 
and executed by the store’s two 
new co-proprietors—Madison Ave. 
denizens Kirby Culver and El- 
liott Bethlahmy. 

Says Lennen & Newell’s Mr. 
Bethlahmy, “Any advertising man 
can become a better one by seeing 
the consumer’s reaction to various 
selling propositions. While there is 
a technical difference between 
verbal and printed selling, the 
problem is exactly the same.” 
With Culver, former Puerto Rican 
Rum account executive at Mc- 
Cann-Erickson, spending full time 
behind the counter, and co-owner 
Bethlahmy commuting between 
the agency and the store, they 
will have a real opportunity to 
test that theory. 


= But to try it out properly, they 
obviously need consumers to 
whom to sell. To get them, the 
boys are advertising. A half-page 
in the Hunterdon County Demo- 
crat, informing the natives of a 
“monster opening,” has been sup- 
plemented by throwaways folded 
into copies of the New York Times, 
Herald Tribune and Daily News, 
picked up by commuters at the 
nearby Flemington station. 

The combination poster-throw- 
away, dressed in authentic typog- 
raphy of the era of the store’s 
former glories, makes it clear 
that you can find just about every- 
thing in the revitalized NHGSB&E, 
including “gewgaws for girls, sub- 
stantials for men, foods, apparel, 
gifts and antiques,” and an “unri- 
valled stock of fresh goods from the 
East!” Lest anyone think that the 
new owners intend to overwork 
themselves, the promotion piece 
definitely states that the store 
will be closed Christmas and New 
Years day. 


® While both are still under 49— 
Culver is 38 and Bethlahmy 31— 
they bring to their new enterprise 
considerable advertising experi- 
ence. In addition to his work on 


the Puerto Rican Rum account, Mr. 


|Culver handled the Birds Eye di- 
vision of General Foods at Young 
& Rubicam, the Hat Corp. of 
America at Geyer Co., and both 
eee Congress Cigar and seven prod- 
ucts of Schenley Industries for 
ee William H. Weintraub & Co. (now 
Norman, Craig & Kummel). Mr. 
Bethlahmy, in the advertising 
field since 1946, has worked on 
some 31 products or accounts for 
Lennen & Mitchell, Robert W. 
Orr & Associates, Benton & Bowles, 
Kenyon & Eckhardt and Lever 
Bros. 

Mr. Culver has spent about five 
years getting together the varied 
merchandise which now stocks the 
store, and sees his current enter- 
prise as a continuation of his 
Madison Ave. stint. “I'll still be 
promoting, selling and advertis- 
ing,” he says. “Same work and an 
easier life. I want to work in Hunt- 
erdon County and I love the life.” 


® When the idea for the emporium 
first came to him, he began to 
spend his lunch hours poring over 
pamphlets and old catalogs. Week- 
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ends were spent in journeys, some- 
times of hundreds of miles, seek- 
ing out old-fashioned equipment 
and paraphernalia. 

Using an old photo of the 19th 
century store, Culver and Bethlah- 
my repaired the porch, stripped 
plaster away from the ancient 
ceiling beams and installed an old- 
fashioned pot bellied stove. 

With nutmeg graters, cow bells, 
and milk pails in stock, and with 
stone-ground buckwheat flour and 
pepper mills for sale, the atmos- 
phere of the 19th century has been 
completely reconstructed. Only 
one concession to modernity has 
been made in the reconstituted 
NHGSB&E—penny candy now sells 
for 2¢. 


[afore eau 
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Stouy City Sue 


favors the 


rectangular look 


Fashion plays a large part in Sioux City 
Sue’s life — she keeps a close eye on the 
Paris couturiers — but this particular “‘look”’ 
refers to the shape of TV screens. 


Sue (plus 152,875 of her 204,500 neighbor 
families) owns a TV set, and television 
fashions a lot of her spare time. She's an 
inveterate viewer, but not an indiscriminate 


one. She looks mostly at KVTV Channel 9. 


A recent Telepulse Survey clearly pointed to 
Sue’s viewing preference — KVTV rated a 
77% share of audience from 6 to 12 week- 
nights . . . with the top 10 shows plus the 
top 23, and 24 of the top 25! 


To set the style for advertisers, this should 


be titled “Sioux City Sue favors KVTV 


Channel 9." But no matter if the moral 


hits home . . . the best way to reach Sue 
and her $991 million buying income is 


KVTV television. 


Your Kotz man is as close to you 


as your telephone. 


I 


Sioux City, lowa 
Serving lowo’s 2nd largest market. 


A Cowles Station. Under the same management as WNAX 570, 


Yankton, South Dakota. Don D. Sullivan, Advertising Director. 
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Magazine Ad Revenue Hit Alltime High 


of $368,055,031 in First Half of 1955: PIB 


(Continued from Page 1) 
year-end total compiled for PIB 
should be higher than MAB’s pro- 
jection. 


® Life, with a revenue of $61,102,- 
204, led all other magazines. Life 
had a 6.3% gain over its 1954 six- 
month revenue of $57,471,084. 

Of the ten leaders in ad revenue 
in this list, The American Weekly, 
in eighth place, showed the largest 
percentage gain—27.2%. Its rev- 
enue in ’55 was $9,637,559, com- 
pared with $7,573,086 for the same 
period last year. 

The Saturday Evening Post was 
second with $42,243,519, compared 
with $41,170,884 in ’54, or a gain of 
2.6%. 

Third in line was Time, which 
took in $18,840,432 in advertising 
for the first six months. This is a 


|1% gain over its revenue of $18,- 
636,352 in the first half of last year. 

\This Week Magazine, with a rev- 
enue of $15,232,861 this year, is in 
fourth place, and gained 7% over 
its 54 revenue of $14,229,513. 


® Look rang up advertising sales 
of $14,031,048 for this first half, 
which put it in fifth place and gave 
it a 9.2% edge over its 54 revenue 
of $12,845,239. 

In sixth place was Better Homes 
& Gardens with $13,820,766, com- 
pared with $13,323,239 in ’54, or a 
3.7% gain. 

Seventh, with an 11.5% gain 
over ’54, was Ladies’ Home Jour- 
nal, which recorded $11,522,682 in 
advertising sales, compared with 
$10,327,969 in 1954. 


ithan the $7,898,260 it collected for 
‘the first half of ’54. 

Collier’s gained 11% in ad rey- 
enue in the first half of 1955 over 
the same period of 1954, «3,702,996 
this year compared with $7,842,420 
in °54. 


® Two magazines, one of which 
was launched last summer and one! 
which began taking ads only re-| 
cently, showed up well in terms of. 
revenue. Sports Illustrated’s rey- 
enues were $1,453,757 and Reader’s 
Digest had $2,868,250 in revenue. 

Largest percentage gains were 
reported by two Magazines which 
had small revenues in the first half 
of 1954. Family Weekly made a 
gain of 579% in revenue this year 
over last. For the first half of 1955, 
its ad dollars totaled $760,931, 
which compares with $109,183 in 
1954. The Reporter, which racked 
up $64,604 in ad sales in the first 
half of ’55, gained 65.1% over its 


| Newsweek was ninth with rev- 
enue of $8,860,932, or 12.1% more 


compared ’54 revenue of $39,124. 
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500 WINNERS ! o> a tt 
500 FIRST PRIZES ! —- kz 
on tee awe 
of a new Mt Refrigerator, — 


—_—. 


ren war cman » HORTA Gans MONAT» 
INTERNATIONAL HARVESTERS 
$200,000 SWEEPSTAKES ! 


QuiriandranraneMnng® 


Nothing to buy! No jingles to write! > 
Just deposit your Sweepstokes Ticket with any MM deoler! 


ee 


$200,000 SWEEPSTAKES—International Harvester Co., Chicago, broke the 
news of its $200,000 sweepstakes contest with this color spread in the 
July 24 issue of This Week Magazine. The company will give away 
500 refrigerators, freezers or air conditioners in the contest running 
from July 15 to Sept. 15. It also will be promoted with page color ads 
in Collier’s, Life, Look, The Saturday Evening Post, Family Weekly, 


Magazine Ad Revenues, January-June 1955-54 


Jan.-June Jan.-June Per Cent Jan.-June Jan.-June Per Cent 
1955 1954 Change 1955 1954 Change 
WEEKLIES, Mademoiselle ................ 1,897,444 1,573,968 + 20.5 
BI-WEEKLIES & Vogue eeccereccosceccoccosesccce 3,146,585 3,121,661 + 08 
SEMI-MONTHLIES . $168,672,887 $157,174,593 + 7.3 MOVIE-ROMANCE- 
TPO asignictiisehitiesine 6,020,295 5,547,843 + 8.5 
ae eee 8,702,996 $ 7,842,420 + 11.0 Dell edie Grit... 738,130 799,136 — 7.6 
Go piinaitatvenscarecsinnseioens 543,338 515,424 + 5.4 cians: Qintine *<: 182,264 241,516 — 24.5 
RET aT 374,522 403,833 — 7.2 Mod Sc 226,248 239.914 — 56 
odern TOON = ..ceeeee ” , ° 
gp REA CE eee 61,102,204 57,471,084 + 6.3 Sinica, “<' Aepiepebigilt 36,879 35036 + 52 
ye 14,031,048 12,845,239 + 9.2 
S| ee 5,727,086 4,850,350 + 18.0 Fawcett Women’s 
Newsweek  ..........0cc000 8,860,932 7,898,260 + 12.1 Re eee 457,381 550,779 — 17.0 
The Reporter .........0.00 64,604 39,124 + 65.1 Motion Picture & 
The Saturday Evening pet aoe ee Seam 77,798 62,447 + 24.5 
POE) Aiihinidutcictphdicnssacs 42,243,519 41,170,884 + 2.6 True Confessions ...... 223,635 270,055 — 17.1 
Saturday Review .......... 442,049 343,990 + 28.5 True Story Women’s 
Sports Illustrated ....... 1,453,757 i. oe ee 2,147,432 1,843,092 + 16.5 
FRED ernretnsscssentcteqpennrenence 18,840,432 18,636,352 + 1.0 Photoplay ......cceces000--. 392,835 428,752 — 8.3 
U.S. News & World TV-Radio Mirror ........ 15,720 13,468 + 15.0 
Report sesccsecccoocoosoccose 6,282,400 5,157,633 + 21.8 True Experience ne 17,939 18,196 — 1.4 
True Love Stories .... 19,293 14,428 + 33.7 
WOMEN’S ....cccssesen cage enue + 47 ge 31.794 96841 + 184 
Better Living. .........000 1,510,080 1,976,742 — 23.6 = TrU@ SHOFY w.serseerseeens 1,452,947 1,003,983 + 44.7 
ee — ane 12,713,801 12,927,028 — 16 
Everywoman’s 
Magazine decccccecccccccecs 1,517,340 1,646,288 —— 7.8 Business Week eee Ae 7,352,227 7,541,457 ae. 25 
Family Circle ........0000 6,322,200 6,164,620 + 2.5 Duns Review & 
Good Housekeeping ... 8,196,698 = 7,515,318 + 9.0 — Modern industry ...... 687,251 749,760 — 83 
Ladies’ Home NII sstehiatetansiasetsinaie 435,626 372,749 + 169 
a 11,522,682 We NS ge es. 3,265,544 3,321,625 — 17 
BERTIE pacschnenncisyvetebesen 7,773,057 6,996,758 + 11.0 Siation’s Ghileaes 973,153 941,435 + 3.3 
Parents’ Magazine ........ 2,606,528 2,524,662 + 3.2 
SOUTIDOR  caserescresesesssene 2,370,882 2,142,143 + 10.6 WPT fiketsiabaidideees 1,374,375 1,319,976 + 4.1 
‘| y 797,592 — 2.7 
aaa rs are American Girl cece: 192,174 197,579 — 27 
Companion ........:... 5,194,485 5,267,278 — 1.4 Boys’ life ........... eetennanen 565,967 507,461 + 11.5 
Scholastic Magazines .... 616,234 614,936 + 0.2 
GENERAL 
MONTHLIES .......... 19,742,906 16,120,160 + 225 OUTDOOR& SPORTS = 3,653,266 3,522,794 + 3.7 
American Legion .......... 781,425 827,931 — 5.6 Field & Stream cosstsitieine 1,198,360 1,176,435 + 19 
‘ . Cbaet WW cecinssiticscins 1,329,571 1,262,254 + 5.3 
American Magazine .... 1,400,003 1,476,323 — 5.1 field 19 4108 + 38 
COTE ccsesiarierisensnorinese 522,457 568,350 — 8.0 Sports Afleld ................ 125,335 1,084, 2 
Atlantic eercecesoccesooeccocsoce 227,928 229,367 — 0.6 MECHANICS & 
Christian Herald .......... 294,519 267,335 + 10.2 SCIENCE .............. 2,905,124 3,003,364 — 3.2 
CORN < caiinanitsdiiken 833,860 824,740 + 1.1 
Cosmopolitan ........0000 382,691 372,628 + 2.7. Mechanix Illustrated .... 655,981 647,045 1.3 
Dell Men’s Group. ........ 144,507 138,475 + 4.3 Popular Mechanics ...... 1,971,082 2,073,219 — 5.0 
GI seeneiedinijnrerraseense 792,721 668,756 + 18.5 Science & Mechanics .... 278,061 283,100 — 17 
Elks Magazine .............. 205,705 214,140 — 4.0 
Esquire : ie. 2,159,583 1,824,557 + 18.3 FARM rssssesssssessssnensnns 17698623 = 17,762,200 — 03 
Gourmet ssvssrerrenseee 174,777 155,145 + 12-6 Rotter Farming seccesue 3,726,986 3,969,331 — 6.1 
Herper’s Magazine ...... gegen 165,530 + 08 Capper's Farmer ........ 1,525,836 1,476,239 + 3.3 
PORTION secccnastcniapticccccess 3,026,718 2,863,035 + 5.7 heed. 5,408,254 5,317,797 + 17 
National Geographic .. 1,911,331 1622400 + 17.8 ¢..., & Ranch-So. 
Reader's Digest ........... 2,068,250 awa “~—— Agriculturist ............ 1121011 1,157,772 — 3.1 
RTI ctcenecscscesccerninee 904,385 836,223 + 8.1 Progressive Former ...... 3,314,772 3,339,931 — 07 
Town & Country .......... 606,373 500,238 + 21.2 6 cessful Forming ...... 2,601,764 2,501,130 + 40 
Town Journal ................ 1,234,082 1,249,652 — 1.2 
ES iencarnesenejmianenntl 1,104,713 1,315,335 — 16.0 NEWSPAPER SEC- 
TIONS | (Nationally 
ree 30,171,043 29,056,216 + 3.8 distributed with Sun- 
American Home .......... ‘ 5,164,663 5,060,741 + 2.0 day newspapers) ...... 32,613,958 27,563,401 + 18.3 
Better Homes & American Weekly ........ 9,637,559 7,573,086 + 27.2 
Gardens esccssscsssesen 13,820,766 13,323,239 + 37 family Weekly yenaee cones +0068 
House Beautiful ............ 2,963,606 = 2,892,388 + 24 Bare cccsssssssssssseseereen 6,982,607 5,651,619 + 23.5 
House & Garden ......... V7ISS19 — VAPS BOG VD tig Week ceceenecceernnee 15,232,861 14,229,513 + 7.0| 
SiS cceccsnentinins 2,303,492 2,199,870 + 47 ‘ 
Living for Young NEWSPAPER SEC- 
Homemakers _............ 1,783,348 1,368,716 + 30.2 TIONS II (All other 
Sunset Magazine .......... 2,421,649 2,515,954 — 3.7 newspaper sections) .. 9,516,571 8,336,191 + 14.1 
FASHION ......ccccssssee 10,678,661 9,567,900 + 11.6 First 3 Markets co.cc 4,871,739 4,155,925 + 17.2 
New York Mirror ........ 776,782 $28,142 6.2 
Charm eveccecocceseccococcoecces 1,880,269 1,468,770 + New York Times ORT pi 3,868,050 3,352,124 + 15.3 
GRIT icticinccrscscnecsctnter 155,226 1482477 + 
senvinitne + TOTAL $368,055,031 $341,820319 + 74 


Copyright by Publishers Information Bureau 


Parade, 30 other Sunday supplements and ads in 38 farm newspapers. 


Of the categories set up by PIB 
for magazines in this list, three 
had smaller revenues this year 
than last year: Business, -1.6%; 
Mechanics & Science, -3.2% and 
Farm, -0.3%. 

Among the business publications, 
only two showed revenue gains: 
Forbes (16.9%) and Nation’s Busi- 
ness (3.3%). Mechanix Ilustrated 
was the only publication in the 
Mechanics & Science field which 
showed a gain, 1.3%, and three pa- 
pers in the farm field recorded 
gains: Capper’s Farmer (3.3%), 
Farm Journal (1.7%) and Success- 
ful Farming (4%). 

Many of the store-distributed 
books did less well during this six- 
month period than they did last 
year. Better Living’s revenue was 
down 23.6%; Everywoman’s Mag- 
azine’s revenue was down 7.8%, 
and Woman’s Day’s dropped off 
2.7%. Family Circle had a gain of 
2.5%. 


Pilot Issue? It's 
‘The Real Thing’ 


Cuicaco, July 21—Although 
Street Engineering, a new monthly 
for municipal officials concerned 
with streets and traffic, will not 
officially start publication as a 
monthly until January, 1956, some 
14,000 city officials and others 
this week received copies of a spe- 
cial “pilot issue.” 

Unusual about the pilot issue is 
that it is a full-scale, 196-page 
magazine, containing some 43 arti- 
cles and features and more than 
100 pages of paid display advertis- 
ing—advertising that was sold in 
his one issue at $150 per b&w page, 
as against the regular 12-time b&w 
rate for the new publication of 
$295. 


® The special pilot issue will be 
Readexed, and will be the subject 
of several questionnaires to read- 
ers, in the hope that the general 
and specific approach of editors 
and advertisers both can be pin- 
pointed by the time regular publi- 
cation begins. 

Street Engineering is published 
by Gillette Publishing Co., which 
publishes Roads and Streets and 
several other construction publica- 
tions. It will have a guaranteed 
controlled circulation of at least 
10,000. 


Haywood Boosts Pottlitzer 

Haywood Publishing Co., Chica- 
go, has appointed M. Ohm Pottlit- 
zer publisher of Packaging Parade. 
Mr. Pottlitzer, editorial director of 
Packaging Parade since it began 
publishing 18 years ago, has been 
with Haywood 34 years. 


‘Redbook’ Promotes West 
| Donald E. West, director of mar- 
\ket research for Redbook, New 


assistant advertising manager of 
the magazine. 


Helene Curtis 
Surrenders New 
‘Nay’ Trademark 


(Continued from Page 1) 
after three weeks of advertising in 
Chicago, was informed that action 
was being taken to protect Ney. 

Mr. Factor explained that com- 
mon law provides that any party 
involved in the marketing of a 
product, even though the trade- 
mark has expired, can protect the 
name. 

Curtis then immediately changed 
the name and announced that it 
would not use Nay. 


® Meanwhile, AA found that the 
U.S. Patent Office lists a registra- 
tion of Ney for Sept. 2, 1930, in the 
name of George B. Evans Chemical 
Co., Philadelphia. 

The records show that ownership 
of Ney colorless deodorant changed 
in April, 1946, with the new owner 
listed as Fannie Hirsh, operating as 
Ney Chemical Corp., New York. 

The trademark expired in Sep- 
tember, 1950, and there has been 
no change listed with the Patent 
Office. 

Not listed with the Patent Of- 
fice, but listed in the Standard Ad- 
vertising Register from 1951 to 
1955, is the most recently known 
owner and maker of Ney, Myers 
Laboratories, Warren, Pa. 


® Mr. Myers told AA that his com- 
pany has taken over 46 drug com- 
panies, among them Ney, with de- 
clining sales. He does no promo- 
tion, and makes only enough prod- 
ucts to fill orders from regular cus- 
tomers. 

He said that Ney has had nation- 
al distribution for “over 15 years.” 
Several months ago, Mr. Myers 
sold the Ney trademark, retaining 
the right to produce and fill orders 
without doing any promotion. 

The present owner of the trade- 
mark is a mystery. Mr. Myers said 
that his attorney handled the trans- 
action and he hadn’t been involved 
at all. 

Meanwhile, Helene Curtis is 
using a heavy tv spot campaign, 
plus newspapers, to test Theme in 
Chicago and will test it in Phila- 
delphia soon. 

Gordon Best Co., Chicago, is the 
agency. 


Tele-Cine Changes Name 

to Bandelier Film Co. 
Tele-Cine Productions, Albu- 

querque, tv film commercial studio, 

has changed its name to Bandelier 

Film Co. Name of the company was 

changed because it conflicted with 


that of another company. 
| York, since 1944, has been named’ 


The company is completing plans 
for a new $100,000 film studio, to 
be constructed in the fall. 
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57% of Super Market Institute Members 
Raised Ad Budgets in ‘54, Report Shows 


(Continued from Page 3) 
to say about various other aspects 


i these, 43%, started their plan in 
1954, the same number in 1953 and 


of the business activities of mem- 14% between 1950 and 1952. 


bers which have grown in the past | 


year or so: 

Food-freezer plans: Currently, 
5% of the members—operating 5% 
of all the supermarkets—have a 
food-freezer plan. Nearly half of 


Ad values 
like this are RARE! 


Seldom will $470 get you 125,098 readers. 
CASE AND COMMENT gives you that 
many and they are in the second wealthi- 
est professional group—lawyers, judges, law 
professors. They buy for themselves, direct 
business buying and counsel clients on 
purchases, investments, handling money. 
CASE AND COMMENT, the bi-monthly 
Lawyers’ Magazine guarantees 100,000 
controlled circulation; actua] 6 mos. av.— 
125,098. Pius bulk bonus of 22,684 law 


students. You need only a few dollars to 
test this rich audience with this active 
book. For samples and facts, write CASE 
AND COMMENT, dept. AA 55, Aqueduct 


Bidg., Rochester 14, N. Y., or National 
Publishers Representatives, Inc., 114 E. 
47th St., N. Y., Plaza 3-5171. 


Almost twice as many compan- 
‘ies, 9%, ran a food-freezer plan at 
one time and discontinued it. 

Over one-third of the companies 
(35%) offer their customers dis- 
counts on frozen foods purchased 
in quantity. 

While supermarkets in all re- 
gions are giving quantity discounts, 
this merchandising device is most 
'prevalent in the Middle Atlantic 
‘and Mountain Pacific areas. The 
‘amount of discount is generally an 
‘even 5% (in 42% of the compan- 
ies) or 10% (in 38% of the com- 
panies). 

_ Minimum quantity requirement 
varies widely—most frequently it 
lis a dozen, a case, a set dollar 


‘amount or a carcass quarter. 


® Trading stamps: Nearly one out 
of every four SMI members (23%) 


JOHN HENRY 
Sports 


KEN WHITE 
News 


PAUL OBLUDA 
News 
| 
\ ‘ 


CHUCK MULLER 
Farm Service 


IVAN SCHOOLEY 
News 


Director 


mt 

WEATHERMAN 
BOWMAN 

Weather Reporter 


/ 


They’re specialists at selling! 
Specialists at getting vital news and information, 


fast and frequently, to the hundreds of thousands of 
Westerners who prefer KOA and these 
personalities... 


SELL 


Covers The West... Bes0,/ 
EVERY DAY WITH KOA! 


to find it fast | 


FirstsS—Samples of outdoor posters being placed by BBDO for two 
client telephone companies using outdoor for the first time are shown 
(above) for New York Telephone Co. and (below) for Pacific Tele- 
phone & Telegraph Co. Standing before Portland poster (left to 
right) are L. H. Odell, president and chairman of the board, Foster 


& Kleiser; F. A. Dresslar, Pacific 


Telephone v.p. and general man- 


ager for Oregon, and J. G. Motheral, v.p. and manager, BBDO, San 
Francisco. 


gives trading stamps to his cus- 
tomers, in 17% of all the super- 
markets operated by the members. 
(Some of these companies do not 


give trading stamps in all their | 


stores.) 

Stamp plans are strongest among 
medium-size operators. Of the 
largest companies (with sales over 
$40,000,000), 17% offer trading 
stamps in their supermarkets. 

Trading stamp plans are still 
most prevalent in the West-South- 
Central and West-North-Central 
regions. 

One out of three stamp users 
(35%) took on this type of pro- 
motion in the past year, 41% did 
so in 1953 and 26% have been 
giving trading stamps for a longer 
period. 


® Future plans on trading stamps, 
indicated by member responses, 
are that 4% definitely intend to 
add stamps this year, 81% are op- 
posed to stamps and 15% are un- 
decided. 

The companies planning to in- 
troduce stamps this year account 
for 3% of all the SMI members not 
now giving stamps. 

The companies antagonistic to 
stamps operate 92% of the super- 
markets, and the undecided com- 
panies 5%. 

About half of the companies us- 
ing stamps reported their cost at 
2% of total sales, a quarter ex- 
pended less than 2% and a quarter 
pay over 2% of total sales for this 
promotional device. 


AFA Booklet Advises Adclubs 
on Service Program 

A new brochure issued by the 
Advertising Federation of America 
urges the nation’s 115 advertising 
clubs to concentrate on a four- 
point program of service covering 
(1) public relations in advertising, 
(2) education in advertising, (3) 
higher standards for advertising 
and (4) community service through 
advertising. 

The clubs are specifically urged 
to support the High School Essay 
Contest, now beginning its 1lith 
year, and National Advertising 
Week, set for Feb. 19-25 next year. 


James Lovick & Co. Moves 

James Lovick & Co. Ltd., Van- 
couver, has moved into its own 
building, the Lovick Bldg., at 1178 
W. Pender. The agency, formed in 
1948 with offices in a room at the 
Hotel Vancouver, now has offices 
in seven Canadian cities. 


‘BBDO Leads Two 


Phone Companies to 
Outdoor Advertising 


here and on the West Coast. 


telephone companies. 


is making its first use of 24-sheet 
posters (via General Outdoor Ad- 
vertising Co.) to promote use of 
the classified yellow pages of the 
telephone directory. 

gered 


schedule in Manhattan, 


phone & Telegraph Co. is using 
outdoor advertising for the first 
time to remind residents there of 
a change in their telephone num- 
ber system on Sept. 3. BBDO’s 
San Francisco office is placing 
the ads through Foster & Kleiser 
Co. The outdoor sheets feature 


Portland zoo.” 


change was created for the cam- 
paign by Stan Sullivan, an art 
director at BBDO. Jack Fagan did 
the finished art. 

The showing of 46 panels goes 
up for a month starting Aug. 16. 


N.Y. Industrial Assn. Elects 


utive of Hazard Advertising Co., 
has been elected president of the 
Industrial Advertisers Assn. of 
New York. Other new officers in- 
clude George Bowen, manager of 
the ad department of Robert Gair 
Co., lst v.p.; Arthur L. Dowling, ad 
director, M. W. Kellogg Co., 2nd 
v.p.; C. Gilbert Norton, media di- 
rector, O. S. Tyson & Co., secre- 
tary, and Maurice J. Marion, ad 
manager, Sarco Co., treasurer. 


Down Adds Burnham & Morrill 

Burnham & Morrill Co., Portland, 
Me., packer of B&M food products, 
has appointed John C. Dowd Inc., 
Boston, and Dowd, Redfield & 
Johnstone, New York, to handle its 
advertising, effective Sept. 1. Bat- 
ten, Barton, Durstine & Osborn, 
New York, currently handles the 


account. 


New York, July 20—Batten,|¥% 
Barton, Durstine & Osborn is add-| j 
ing some more “firsts” to its rec-| ; 
ord, this time through its offices 


In both instances, BBDO is plac-| | 
ing “first” outdoor advertising for 


Here, New York Telephone Co.| jf 


Posters are appearing on a stag-| ? + 
Brooklyn, Bronx and the Queens.| ##' 


® In Portland, Ore., Pacific Tele-} 4 


Rosy the elephant—“mayor of the] & 


The Rosy symbol for the number 7, 


John C. Lucas, an account exec-| 


oe nate oe 


Advertising Age, July 25, 1955 


Jack Gilbert Forms Agoncy; 
Shappe-Wilkes Shortens Name 


Jack Gilbert, formerly account 
executive and secretary of Shappe, 
Wilkes, Gilbert & Groden, New 
York, has formed his own agency, 
Jack Gilbert Associates, at 1186 
Broadway, New York. It starts with 
two accounts formerly at Shappe, 
Wilkes-Nikon Inc. and Kling Photo 
Corp., formerly with Posner-Zabin 
Advertising. 

SWGG has changed its name to 
Shappe-Wilkes Inc. Louis Shappe, 
Jesse Edwin Wilkes and Sam 
Groden remain as president, treas- 
urer, and v.p. and general man- 
ager, respectively. Shappe-Wilkes 
has picked up three accounts, As- 
sociated Concentrates (a dog and 
cat diet supplement), Wyte South- 
west Corp. (manufacturer of a de- 
vice that measures fishing rod 
lines) and Nucleonic Co. (maker 
of a Geiger flasher called a Ura- 
nium Finder or Lokator and other 
“basic radioactive laboratory in- 
struments and accessories) . 


TO “PINPOINT” 
SALES IN CANADA'S 
RICH MARKET PLACE! 


You could marshal 50 U.S. 
Business Publications for 
your sales story and their 
combined overflow circula- 
tion wouldn’t dent the 
Canadian market. 
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ee e Canada is a national 


me market and a distinc- 
we vi tive one. 
Ta 
Canadian business 


paper editorials give 
A, _ on-the-spot coverage 
of this national market 
and its problems. 
ee and Canadians read 
their business publi- 
cations. Witness their 
interest according to 
a recent survey.* If 
ee you wish to pinpoint 
your sales write for 
your copy. 
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*Gruneau Research 
Bulletin 1954 on 
request 


BUSINESS NEWSPAPERS ASSOCIATION 


»*§ CANADA 


137 WELLINGTON ST. W. 
TORONTO, CANADA 
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Gering Low 


Reinsel Berman 


ART DIRECTORS—Newly-elected officers of the Phila- 
delphia Art Directors Club, pictured at a recent 
meeting, are Joseph Gering, Kenyon & Eckhardt; 
Walter Reinsel, N. W. Ayer & Son; Jack McNeill, 
Walter T. Armstrong Inc.; Ira Low, Lit Bros., retir- 


Ballinger 


Clark McNeill Eichman 


ing president; Nate Berman, Berman-Steinhardt 
Studios, secretary; W. Frederic Clark, Gray & 
Rogers, president; Raymond Ballinger, Philadelphia 
Museum School of Art, v.p.; and Carl Eichman, 
General Outdoor Advertising Co., treasurer. 


General Tire’s 


Intentions Toward 
TV Are Enigma 


(Continued from Page 3) 


| 
dependent productions in the past | 
year. | 

Mr. O’Neil said no changes will 
be made in RKO personnel, 
“though there will be _ policy. 
changes to accomplish more ex-| 
tensive use of facilities.” 


s Whether the new owner of RKO. 
will use the company’s studios to 
turn out films for theatrical re- 
lease, for tv consumption or for 
both is still another consideration 
to be determined. There also is the 
possibility that some of the facili- 
ties could be leased to other video 
film producers. 

It seems fairly certain that film 
syndicators need not worry about 
Mr. O’Neil’s glutting the market 
by releasing too many of his prop- 
erties at one time. This has not 
been his method of operation in the 
past. In this case, he is expected to 
see if some of the movies aren’t 
good propects for theater re-issues 
before offering them to television 
through General Teleradio’s film 
division. 

In the unlikely event Mr. O’Neil 
should decide to give television 
first crack at RKO’s two unre- 
leased films, “Jet Pilot” and “The 
Conqueror,” he probably would 
find some willing customers. Both 
NBC and CBS have been angling 
for new movies for inclusion in 
their “spectacular” lineup. One of 
the hottest box office names in the 
country, John Wayne, is the male 
star in both movies. Janet Leigh 
co-stars in “Jet Pilot,’”’ which was 
made some years ago, and Susan 
Hayward plays the female lead in 
“The Conqueror.” 


s In announcing the consumma- 
tion of the deal, Mr. O’Neil said 
the RKO buy is another “impor- 
tant step in the diversification pro- 
gram of General Tire... which 
last year became the largest pro- 
ducer of plastic sheeting and film 
and the prime supplier of these 
products for automobile interiors 
through its acquisition of Texti- 
leather Corp. and Bolta Corp.” 
General Tire owns several rub- 


ber and chemical subsidiaries and 


National Nielsen Ratings of Top TV Shows 
Two Weeks Ending June 25, 1955 
All figures copyright by A. C. Nielsen Co. 


TOTAL HOMES REACHED PROGRAM POPULARITY* 


Homes Homes 
Rank Program (000) Rank Program (%) 
1 1 Love Lucy (Philip Morris, 1 Toast of the Town (Lincoln- 
REET Siccctdisnabshhaibet lb ladidehaveiéssiteie 13,454 Re 40.7 
2 Toast of the Town (Lincoln- | 2. | Love Lucy (Philip Morris, CBS) ....40.5 
Mercury, CBS) .......ccccccccceseesees 13,232 3 Jackie Gleason (Nestle, 
3 Jackie Gleason (Nestle, | I Mc ceccectcsscocsvesvssscncee 39.3 
Ry GI lac rnaicdadnsstndecantene 12,592 4 George Gobel (Armour, NBC) ....37.4 
4 George Gobel (Armour, NBC) 12,349 | 5 | Love Lucy (Procter & Gamble, 
5 1 Love Lucy (Procter & Es ean tccniinsstzatndarvastiiteel 36.6 
ein, GOD masecndiccnisesensiceces 12,159 6 George Gobel (Pet Milk, NBC) ....36.3 
6 George Gobel (Pet Milk, NBC) ..11,914, 7 This Is Your Life (Procter & 
| 7 Dragnet (Chesterfield, NBC) ....11,231. RE IE i sccnincectcsicaccnscsctonse 35.7 
8 December Bride (General Foods, | 8 Roy Rogers (General Foods, 
RIE Si tehisncasibontntgnibintbatiomadnaes 11,204 PR deleted cba sctcdisecsstecesesveeyseos 35.2 
9 This Is Your Life (Procter & | 9 Dragnet (Chesterfield, NBC) ........ 34.2 
ee 10,821 10 December Bride (General Foods, 
10 Buick-Berle Show (NBC) ............ 10,775 | er 33.9 


*Percentage of homes reached in area where program was telecast. 


Videodex Top Ten Spot TV Shows* 
June 1-7,1955 
Copyright by Videodex Inc. 


No. of Cities and Homes % of 

Rank Program Distributor (000) Homes 
1 I Led Three Lives (140 Cities, Ziv Television) ...........ccccccccceeceeeeeeees 6,875 20.9 
2 Liberace (142 Cities, Guild Films Co.) ......ccccccccccccccssecesseecenseneneeeees 6,385 20.4 
3 Badge 714 (145 Cities, NBC Film Division) .............cccccccccseeseeneeees 5,104 19.5 
4 Mayor of the Town (56 Cities, MCA-TV) .......cccccsscscssssssesesecsenseneees 3,200 18.3 
5 Ellery Queen (48 Cities, Television Programs of America) ............ 2,221 17.7 
6 Passport to Danger (44 Cities, ABC Film) ..........00.c-ssssssseseseedeneesenees 2,084 17.6 
Man Behind the Badge (38 Cities, MCA-TV) .o...........ccccccscsceseeeeee 2,523 17.6 
Fae Seay TES GA. Ge PVD occ tccicesicibeidinitipsticcssemablittidtabacediess 5,212 17.5 
8 Annie Oakley (55 Cities, CBS Film) ...........ccccccccccscsssesseesesenerereneeeces 3,853 17.3 


D Gp Cees Ge Ge satitisciccceetticcnditcinciindiaalininnds... 1,243 17.1 
10 Wild Bill Hickok (137 Cities, Flamingo Films) ............cccccccccccecseeeee 5,717 16.8 
*Programs appearing in a minimum of 20 markets. 


‘Essential Books’ Bows 


- Essential Books Inc., Fair Lawn, 
N.J., a subsidiary of Oxford Uni- July 1-7, 1955 

versity Press, will begin publish- 

ing Essential Books with the Oc- Fifteen Multi-station Cities 
tober issue. Rates are based on a/ RANK PROGRAM RATING 
controlled circulation of 180,000/ 1 $64,000 Question (Revion, CBS) ....23.1 
college and university teachers,) 2 {’ve Got a Secret (R. J. 


Trendex TV Ratings 


libraries, bookstores and book re- Reynolds, CBS) 0.0... 18.2 

viewers. The monthly magazine) 3 Toast of the Town (Lincoln- 

will describe about 300 new non- Meareury, CBS) ..cnessscseseccssssssesene 17.7 

fiction books each issue, according) 4 Person to Person (American Oil, 

to the publisher. Hamm Beer, CBS) .........:00--0 17.3 
5 Lux Video Theater (NBC) ..........-. 16.8 

McLeod Joins Carborundum Co.) 6 ford Theater pec) Siaveee sssssannessoonce 16.2 

Garth M. McLeod, formerly; 7 What's My Line (Stopette, 


news editor of Design News, has Remington, CBS) ..........--:»--s0e 15.7 


is 95% owner of Aero-Jet General! N.Y. He will supervise the com- 


Corp., largest commercial develop- | pany’s technical article program 


er and manufacturer of rocket mo-|and will handle industrial and 


tors, components and propellants. | technical press relations. 


joined the public relations staff of} 8 Four Star Playhouse (Singer, 
Carborundum Co., Niagara Falls, Bristol-Myers, CBS)... 15.6 
9 Godfrey & Friends (Pillsbury, 
Toni, Frigidaire, CBS) .........-.-..14.8 


10 Undercurrent (Brown & William- 
Son, PEG, CBS) .....c.cccccceeereeeeeeed 48 


of all the people (15 years and older) living in 
New York City & suburbs, in family owned homes 


are News readers- 


Daily News readers aggregate 4,780,000, are majority 
buyers and prospects in the metropolitan market. See 
data on all New York City newspaper readers in 


Profile of the millions 


based on 10,349 personal interviews in New York City 
& suburbs, by W. R. Simmons & Associates Research, 
Inc. A summary is presented visually, by appointment 
only. Ask to see it. Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Ine.) 


r 


’ 7 
Mens shirt buyers -48» 
of the men (15 years and older) living in New 
York City & suburbs who bought shirts last year 


are News readers- 


Daily News men readers total 2,490,000 . . . and buy 
most of the suits, slacks, socks, shoes, hats, sold here . . . 
have most of the cars, jobs, new homes. Now for the 
first time advertisers can learn about buying habits 

of all New York City newspaper readers in 


Profile of the millions 
now being presented visually to advertisers and 


their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


i 
Instant Coffee- 30%, 


of the women (15 years and older) in New York City & 
suburbs, who served instant coffee in the past month 


are News readers- 


The 2,290,000 women readers of the Daily News buy 
most of the frozen fruit juice and vegetables, cereals, 
bread, soft drinks, tea, ice cream, soaps and detergents 
... have most of the market’s homes, babies, and 
families. You'll find new significant data for your 

New York advertising program and problems in 


Profile of the millions 


a most authoritative survey, presented visually by 
appointment only. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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in Latin 
America... it 


— “4 Tienda 


<GIVES WIDEST FOOD INDUSTRY cana 


Edited in Spanish by native Latin Amer- 
icans, it’s the only magazine serving 18 major 
Latin American grocery markets. Circulation of 
10,000 includes men who make 71% of all retail 
sales. Covers wholesale grocers, grocery sales agents, 
fixtures and equipment suppliers, hotel, club, and/«*.’:2 
large restaurant managers. Good results proved. Be ay. 


Write today for complete market facts! 


THE CANTERBURY PRESS 


2001 Calumet, Chicago 16, Ill. 
a maher 


publication 
Publishing since 1934 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articulos Electrices Catalog File — Bebidas Annual Directory 


se 


B&B Allocates 


46% of Citrus 


Ads to TV Spots 


(Continued from Page 1) 
the once a week “Twenty Ques- 
tions” tv show on ABC, which cost 
$720,000. 

_ Life will return to the commis- 
sion’s list, with six color pages next 
season, while The Saturday Even- 
ing Post will be represented with 
eight four-color bleed half pages. 
Dropped from the magazine sched- 
ule are Better Homes & Gardens, 
Ladies’ Home Journal and Look. 

Three supplements will share the 
$430,000 color newspaper budget. 


They are This Week, with eight 
insertions; Parade, with eight in- 
sertions: and First Three Markets, 
with 10 insertions. All will be 
three-fifths pages in four colors. 
The b&w newspaper schedule 
will cover 81 markets with eight 
ads, ranging from 500 to 1,000 lines. 
Emphasis was given to the plan 
for using local media to give 
strength to a series of merchandis- 
ing events planned for the com- 
mission’s 65-man field force. Lay- 
out, copy and ideas were presented 
in the course of a three-hour ses- 
sion, but no finished art work. 


= Agency representatives outlined 
plans for a consumer survey to 
show usage habits, purchasing pat- 
terns and attitudes of housewives 
toward Florida’s citrus products. 
In 1949-50, just before losing the 
commission account to JWT, Ben- 


LANCASTER NEWSPAPERS, 


Lancaster, Pennsylvania 


Publishers of 


hese Journal. 


LANCASTER NEW ERA 


SUNDAY NEWS 


Announce with pleasure the appointment of 


CRESMER & WOODWARD, 


as National Advertising Representatives 


in the Territory West of Pittsburgh, Pennsylvania 


Effective July 1, 1955 


INC. 


INC. 


aa Ree: a 
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ton & Bowles made an exhaustive 
study on the then new product, 
frozen concentrated orange juice. 
A comparative study now, along 
with similar information on fresh 
and canned orange juice and on the 
other citrus varieties, .“‘will give us 
valuable information to build 
strong marketing programs,” Mr. 
Hobler said. 

Grapefruit will be billed as the 
“unforbidden fruit” in the commis- 
sion’s diet-stressing campaign ap- 
proved today, with “low in calor- 
ies, high in vitamin C” as a copy 
appeal. 

A catchy musical jingle featuring 
“Flora the Florida orange,” who 
promises that, “I’ll be vitamin C’n’ 
you all,” will play a big part in 
radio and tv spots. 


® The Benton & Bowles campaign 
differs radically from the JWT 
pattern in that it has separate ads 
for each type of product—fresh, 
canned and frozen—with the idea 
of letting each form of every vari- 
ety stand on its own merits. 

There were complaints from 
some industry factors, particularly 
the processors, that the old pattern 
of “umbrella advertising” which 
covered several products in one ad 
didn’t have enough sell for any 
one product. 

The Benton & Bowles presenta- 
tion last month promised separate 
account men for fresh and proc- 
essed products, and the result of 
this thinking was evident in the 
program approved by the com- 
mission today. 

Commission Chairman Robert 
Wooten, of Tampa, called on all 
industry committee members to re- 
port their reaction to the new pro- 
gram, and most comments were 
highly favorable. A few points re- 
mained to be ironed out in copy, 
but none of these was seriously 
controversial. 


® Both the advertising director, 
Paul Patterson, and the merchan- 
dising director, Frank Arn, strong- 
ly recommended the B&B program. 

Earlier in the day the commis- 
sion heard a brisk presentation of 
the consumer publicity program by 
Kate Titus, account executive for 
Dudley, Anderson & Yutzy, New 
York p.r. organization which has 
handled this account for 19 years. 

Advertising Director Patterson 
said that plans for the medical ad- 
vertising campaign handled by 
Noyes & Sproul, New York, would 
be outlined at a later meeting. 

The commission today took note 
of the fact that Governor Leroy 
Collins is deeply interested in the 
advancement of the Florida citrus 
industry and voted to pay his ex- 
penses to Europe if he will under- 
take a good will tour abroad to 
help promote the commission’s ex- 
port plans. Chairman Wooten was 
delegated to contact the state’s 
chief executive to see if such a trip 
can be arranged. 


Senate Confirms 
Kern Appointment as 
FTC Commissioner 


WASHINGTON, July 21—The Sen- 
ate today confirmed William C. 
Kern as a member of the Federal 
Trade Commission, effective Sept. 
26, upon retirement of Commis- 
sioner James M. Mead. 

Like Mr. Mead, Mr. Kern, 51, is 
a Democrat. He has been an FTC 
attorney since 1941 and is current- 
ly serving as assistant director of 
the bureau of litigation. 

Some Democrats, unhappy that 
former Sen. Mead had not been re- 
nominated for the post, questioned 
Mr. Kern’s availability on the 
ground he would have to disqual- 
ify himself from ruling on cases he 
had helped prepare. 

The Senate interstate commerce 
committee held up floor action on 
the Kern nomination until he had 
submitted a list of such cases. Floor 


confirmation followed today. 
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Mrs. Hobby’s Return to Houston Fans 


Flames of ‘Post’-‘Chronicle’ Rivalry 


Houston, July 21—The return of 
Mrs. Oveta Culp Hobby to active 
management of the Houston Post 
may spark a renewed battle with 
the Houston Chronicle and another 
former cabinet member—Jesse H. 


counter of the Post in 1896, when 
he was 17, at $8 a week. He 
switched to the editorial side in 
1901 and was managing editor 
when he left for the Beaumont 
deal. In 1900 the Post had 12,000 


Last Minute News Flashes 


Needham, Louis Gets Harvester Refrigerators 
Cuicaco, July 22—Neeciham, Louis & Brorby, Chicago, has been 
named to handle refrigeration advertising for International Harvester 
Co. (AA, July 4). Needham, Louis & Brorby replaces Leo Burnett Co., 
which resigned the account to take over advertising for Maytag Co. | 


Glett Leaves CBS to Join General Teleradio | 


HoLLywoop, J uly 22—Charles L. Glett, in charge of network services 
for CBS-Television on the West Coast, has resigned to join the execu- | 


| - 


s ay - 


Jones—for top circulation and ad-| daily circulation. When Mrs. Hob- 
vertising laurels. by began taking an interest in the 

Mrs. Hobby will return to the) paper in 1935, its circulation was 
Post Aug. 1. Her Washington office | 80,000 daily. By 1941 it had climbed 
is still handling her appointments, | to 100,000 and, by 1947, to 150,000. 
and she does not yet come down to} Mrs. Hobby left for Washington 
her office at the Post. Her Houston|in 1941 to become chief of the 
office would say only: “We do not| women’s interest section of the War 
call the home except in urgent| Department and its first dollar-a- 
matters connected with the health| year employe. When she resigned 
of the governor.” in 1945, she was a colonel in com- 

Mrs. Hobby resigned last week| mand of the Women’s Army Corps. 
as the nation’s first Secretary of 
Health, Educa- 
tion and Welfare. 
She had resigned 
as a director of 
the Advertising 
Federation of 
America in her 
third term on the 
board in 1953 to 
join President 
Eisenhower's 
cabinet. She is 
both younger and 
prettier than the 
owner of the Chronicle, and has a 
comparable talent for management. 


® While she was in Washington, 
her husband took back the publi- 
cation reins he had turned over to 
'her. When she left the Eisenhower 
cabinet last week, she cited this 
burden and the illness of her 77- 
years-old husband as reasons. 

Some observers say Mrs. Hobby 
runs the Post “like a woman.” 
However there have been only two 
sizable changes in Post personnel 
since she has had charge, and these 
do not bear any of the allegedly 
“feminine” markings of caprice or 
expediency. 

In 1947 there were several man- 
agerial changes, one of which re- 
sulted in promotion of Arthur Laro 
from city editor to managing editor. 
In 1949 W. Howard Baldwin suc- 
ceeded Lloyd Gregory in the job 
Mr. Gregory had gained in 1947, as 
v.p. and general manager. Mr. 
Gregory is now a partner in Greg- 
ory-Giezendanner Co. an agency 
here. He also handles public rela- 
'tions for the Houston Port Com- 
mission. 


Oveta Culp Hobby 


® Many credit the Post’s contin- 
uing gains to the vigor of Mrs.'| 
Hobby’s management. The paper 
has grown mightily since she first 
worked on it, and while she was in 
Washington in 1954, the Post came 
within challenging distance of the 
Chronicle—about 1,500 daily cir- 
culation behind. 

Latest ABC figures, for the 
period ending March 31, show the 
afternoon Chronicle with 205,043 
daily, compared to 202,456 for the : , 
morning Post. The Sunday Chron-|" Both of the Hobby’s children 
icle counts 226,515 circulation to|@ve worked on the Post from time 
the Post’s 218,637. to time. William Jr., 23, is now a 


tive staff of General Teleradio. He will concentrate on the motion) § 
picture activities which Teleradio acquired through the just-negotiated | J 
purchase of RKO Radio Pictures (See story on Page 3), making his| 7 
headquarters in Hollywood. Mr. Glett was a production and manage- 
ment executive in motion pictures for 25 years before entering the 
broadcasting industry in 1949, when he became a Mutual-Don Lee v.p. LOOK, MA, NO HANDS!—Elgin Na- 
He has been with CBS since 1951. tional Watch Co. will unveil this 
s direct-reading “watch of the fu- 
American Viscose Campaign Features Unified Brand ture” July 25 at the National Jew- 
New York, July 22—American Viscose Corp. will launch an adver- elry Fair in Chicago, 

tising campaign, “Avisco is the Reason,” with four-color ads in Busi- 
ness Week, Fortune, Harper’s Bazaar, Life, The Saturday Evening Post 
and Vogue. “Home” (NBC-TV) also will be used. The corporation has 
changed the trademark for Tufton carpeting, Avcoset washable rayon 
fabrics, Tricale sheets and Sylvania cellophane to Avisco. N. W. Ayer 
& Son, Philadelphia, is the agency. 

Watch Co., Elgin, Ill., will reveal 


Partners Dissolve Agency, Form Two New Ones Monday at the National Jewelry 

PHILADELPHIA, July 22— After five years of existence in which it|¥air here a startling new direct- 
grew to $2,000,000 size, Town Advertising Agency is dissolving, effec- reading wrist watch. The direct- 
tive Aug. 1. The two partners, dividing the accounts on a 50-50 basis,|"®@ding principle has been used 
will form two new agencies. Albert Eisenstat heads Marketing & Ad- for years im clocks, but its applica- 
vertising Associates, with accounts including Phillips Packing Co. Sol ion in watchmaking ~~ ons the 
Zubrow has formed S. E. Zubrow Co., retaining Fels Naphtha Soap Co.,|*eSult of a project in which Elgin 
Eatmor Cranberry Sauce and other clients. told designers to “put their day- 


dreams on paper.” 
Sager, Clark Join Kenyon & Eckhardt The watch, which is scheduled to 


New York, July 22—Harry N. Sager, formerly director of media and be marketed beginning Sept. 1, 
marketing for Krupnick & Associates, St. Louis, has been appointed “rt priced at $75. The nerrey std and 
media director of Kenyon & Eckhardt’s Chicago office, and Clinton R. its agency, Young & Rubicam, Chi- 
Clark, formerly cooperative ad manager of the Dodge division of cago, are working on an advertis- 


Chrysler Corp., has joined K&E in Detroit as media director on the|™8 Program to promote the new 
Mercury account. product, which has numerous ad- 


vantages over conventional 
Simons Leaves R&R for LAN; Other Late News watches because of the small 


e Edward C. Simons, formerly a v.p. and account executive with amount of face area required for 


> : the crystal. 
eau & Ryan, has joined Lennen & Newell, New York, in the same “The direct-reading principle 


opens up a vast new field of de- 
e Thomas D. Roche, formerly with the sales staff of the Fawcett Wo-| sign possibilities,” said A. L. Rowe, 


men’s Group, has been promoted to eastern advertising manager, a|v.p. in charge of marketing, “since 
new post. Fawcett also announced that John Miller, formerly with|it permits watches to be styled 
Better Living, has been named national advertising manager of True.|strictly as jewelry instead of just 


e Dave Young, who joined PictSweet Frozen Foods in 1951 as in-| ime-measuring instruments.” 
stitutional sales manager and has advanced in the company while it 
became the frozen food division of Stokely-Van Camp, Mount Vernon,| OLIVER B. CAPELLE 


Elgin Introduces 
‘No Hands’ Watch 


Cuicaco, July 22—Elgin National 


Post advertising linage for May, Navy Ensign, and Jessica, 18, is a 


1955, was 1,864,442 daily and 895,- 
594 Sunday, including 81,560 lines 
in This Week. This was a gain of 
more than 300,000 lines daily from 
May, 1954, and 140,000 lines Sun- 
day. 

The Chronicle still leads with 2,- 
491,408 daily and 1,374,907 Sunday. 
Five midweek neighborhood news 
editions account for 106,850 lines 
and American Weekly for 56,428 
Sunday lines. 


® Mrs. Hobby is a vigorous wom- 
an. Her career’s many “firsts” bear 
witness to her vigor and to what 


student at Barnard College, New 
York. At the beginning of 1955 
(AA, Jan. 10) the Post moved into 
a new 118,000-sq. ft. plant especial- 
ly designed for it. 

The Post has about 800 employes, 
and the radio-tv stations about 125. 
These are under Jack Harris, 
another v.p. 

Annually the Post has taken 
many editorial awards, both for 
excellence and for civic service. 
The latest service was a 40-page 
special section (with no advertis- 
ing) summarizing social security. 

But the Post still must buck the 


Wash., has been named advertising manager of the division. 


ELKHART, IND., July 19—Oliver B. 


L. B. Hill, Ad Chief of 
‘Columbus Dispatch, 
Dies Suddenly at 62 — 


CoLuMsus, July 19—Lewis B. | 


Columbus Dispatch since 1948, died 
suddenly today after he collapsed | 
on the sidewalk following a visit. 
to a doctor here. 

Mr. Hill was born in Evanston, 


Capelle, 60, advertising manager 


for Miles Laboratories, died July 
Oren Arbogust, 69, 17 of a heart ailment at his home 


Dies; Was Proponent}|"“°: 


Mr. Capelle’s career at Miles be- 
of Small-Space Ads 


gan in 1935, when he joined the 
company as sales promotion man- 
Cuicaco, July 21—Oren Arbo-|ager. He served in this capacity 


Hill, 62, advertising director of the gust, 69, head of the Chicago agency | until he became advertising man- 


bearing his name, died today of|ager in 1953. 

leukemia at Ravenswood Hospital| In 1935, when he came to Miles, 

here after an illness of two years.| Mr. Capelle was writing the radio 
Mr. Arbogust organized his|comedy, “Thank You, Stusia,” for 

agency, Oren Arbogust Co., in|NBC Radio. 


Ill., in 1892. After attending the | 1923; he was copy chief and presi- 


some have called her ruthless pur-|advertising supremacy of the 
suit of the peak. Chronicle, which stands eleventh 

She was the first woman presi-| in the nation in total ad linage and 
dent of the Southern Newspaper may be the first nationally among 
Publishers Assn. in 1948. Besides | afternoon dailies in classified lin- 
being the nation’s first Secretary age. Behind, but also in the picture 


of Health, Education and Welfare,|is the afternoon Scripps-Howard 5 


she was the second woman cabinet | Houston Press. 
member in U.S. history. 

At 14, she used to sit in the Tex-|@ As fast as the Houston city zone 
as house of representatives with| and trade zone are growing (800,- 
her father, Rep. Ike Culp. At 20,/000 census in 1950 and last year 
she was the house’s youngest of-|more than 1,000,000 in Harris 
ficial parliamentarian. She worked | county, according to unofficial but 
briefly for the Houston Post some|reasonably accurate determina- 
years before she married its pub-| tions), most advertising managers 
lisher, former Gov. William P.| and agencies believe there’s plenty 
Hobby, in Feb. 1931. By 1945 the) of business for all. 


One of the most popular pro- 
school of com-jdent. Previously he had been for| grams sponsored by Miles was the 
merce, North-| six years a copywriter at Erwin,|radio program, “The Quiz Kids.” 
western Univer- _Wasey & Co, on accounts including | For a time, Mr. Capelle conducted 
. sity, he began his Goodyear, Carnation, Kohler and/a version of the show from a local 
advertising career | Eversharp. theater, broadcast over WTRC, 
with the Chicago, The originator of the “bottomless| Elkhart. When Joe Kelly, m.c. of 
Daily News in | cup of coffee” slogan for the B/G| “The Quiz Kids,” became ill, Mr. 
1911. restaurant chain, Mr. Arbogust|Capelle conducted the program for 
After working) was an exponent of small-space|a time. 

for various busi-| advertising and noted for the effec-| He was active in a number of 
ness papers and tive copy he packed into these ads. |advertising organizations, including 
magazines,hewas| Among his agency’s accounts|the Advertising Federation of 
named national are American Dental Co. and Sid-| America, Sales and Advertising 
advertising man-| ney Wanzer & Sons, and industrial | Executives Club of St. Joseph Val- 
ager of the Dispatch in 1924. With advertising for Webster-Chicago|ley and Assn. of National Adver- 
the exception of a short span in|Corp. and Chicago Show Printing) tisers. He frequently was a speaker 
1929, when he was associated with | Co. before advertising groups. 

the Pittsburgh Press, he remained; A native of Xenia, O., Mr. Arbo-| Born in Boston in 1895, Mr. 


Lewis B. Hill 


Hobbys (Texas is a community 
property state) had won control 
of the Post. They owned Radio| 
Station KPRC and in 1950 added| 
KPKC-TV, both with NBC affilia- 
tions. 


® Back in 1907, Gov. Hobby be- 


came principal owner, editor and 
manager of the Beaumont Enter- 
prise; later he bought the Journal 
and put out the nation’s first morn- 
ing-afternoon combination. The 
Hobbys still have an interest in 
that paper and a Beaumont radio 
station. 

Gov. Hobby manned the front 


Hudson Pulp Acquires 
Hammond Bag & Paper Co. 

Hudson Pulp & Paper Corp., New 
York, has acquired Hammond Bag 
& Paper Co., Wellsburg, W. Va., by 
exchange of stock. Hammond 
plants are located at Wellsburg, 
Pine Bluff, Ark., and Charlotte, 
N. C. 

Hammond will operate as a sep- 
arate division of Hudson with the 
same executive sales and employe 


personnel, and sales operations and| Sunday Newspapers. He took part|assistant to the president since) 


with the Dispatch for the remain-| 
der of his life. 


® Mr. Hill was recognized as a 
leader in the development of local- 
ly edited rotogravure sections by 
newspapers and took a personal | 
pride in the Dispatch’s magazine | 
section, publication of which began | 
in 1945. 

An active member of the News-| 


paper Advertising Executives Assn., 
Mr. Hill also was a member of the| 
policy committee of Metropolitan, 


Shell Oil Names Curtis PR V.P. 


gust was graduated from Ohio/|Capelle was a pharmacist’s mate in 


‘State University. The advertising| the Navy in World War I. 


and industrial relations business) A past president of the Elkhart 
he started will continue to operate,|Kiwanis Club, he was active in 
under the direction of his nephew,| other civic organizations and for 
Wilson Arbogust, who has been| eight years was a member of the 
with the company for 18 years and| Elkhart city council. 


has been exec. v.p. since 1952. 

Doris Duke Sues ‘Confidential’ 
Confidential, New York, is the 
Harold L. Curtis has been ap-| defendant in a $3,000,000 libel suit 
pointed v.p. in charge of public re-| brought by Doris Duke, tobacco 
lations of Shell Oil Co., New York,| heiress, in superior court, Santa 
a new position. Mr. Curtis has been| Monica, Cal. Miss Duke said an il- 


lustrated article in the May issue 


services will be conducted under|in many business and civic enter-| 1947, coordinating advertising, per-|of the magazine was malicious, 
false, libelous and degrading. 


the Hammond name. 


prises in Columbus. | 


sonnel and public relations. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with arder. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 

WA 2-2306 202 S. State St. Chicago 


Newspaper promotion man experienced in 
layout, news and ad writing. J-Grad pre- 
ferred. Fast-growing papers, good working 
con. Write fully, state pay needs. Pub. 
Rel. Dir., Mercury-News, San Jose, Calif. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


“3 YOUNG SONS” 

Who will Run Agency Someday 
1. Production Manager 
2. Copy Writer - Industrial 
3. Copy Writer - Consumer - foods, etc. 
Sole owner fully recognized, long estab- 
lished, fast growing Cincinnati agency of 
12, is reorganizing, hoping to slow down 
now and step out in 3 to 5 years. Men 
who can qualify for new openings re- 
ceive average salaries, then advance ac- 
celerated pace - with biggest goal of all 
in view. Production manager must be a 
young whiz at specifying type, engravings, 
printing, etc. and be able to work with 
and head up department. College degree 
plus 4 years experience almost essential 
for copy writers who will also contact. 
Our own personnel knows and approves 
of this ad. You may write fully in full 
confidence, Do not send samples until 
asked to do so. Sell us with words. 

Box 7671, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


MEN’S FASHION ARTIST 

Large, fashionable specialty clothing store 
has a position for a talented men’s fashion 
artist. Salary will be commensurate with 
the applicant’s qualifications. Send full 
details, including samples and salary re- 
quirement to W. E. Beck, P. O. Box 2058, 
Wichita, Kansas 


MIDWEST SPACE 
SALESMAN WANTED 


Unusual opportunity to work 
with group of high quality 
professional publications. 
Some experience with drugs 
and pharmaceuticals helpful, 
but not necessary. 

Salary incentive and ex- 
penses. Please send full de- 
tails including background, 
references and expected sal- 
ary to: 

Box 463 
ADVERTISING AGE 
200 E. Illinois Street 
Chicago 11, Ill. 


/ HELP WANTED 


COPYWRITER - Major airline in Chicago. 
| Experience should include several years 
| copywriting in travel and shipping or sim- 
|ilar business. College education preferred. 
Company benefits include free travel. 
Salary open. 

Box 7672, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

ALL 18 GRIST 

0 eee which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3 Ill. 


NEWSPAPER 

NATIONAL ADVERTISING MANAGER 
One of the top opportunities in the nation 
is open for a thoroughly trained, alert and 
aggressive man. 
He will have working with him one of 
the finest newspaper organizations, located 
in the fastest growing part of a standard 
metropolitan area of over a half-million, 
in one of the most beautiful parts of the 
South. 
He must be ready to move fast and in- 
geniously to capture the top share of that 
market. 
This is a 7-day newspaper ranking in the 
first 50 in advertising volume, with a cir- 
culation in excess of 60,000. 
In writing, detail fully your schooling, 
experience and achievements. 

Box 7673, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MANAGING EDITOR 

FOOD PUBLICATION 
National Trade Paper in food field, pub- 
lished by leading trade association rep- 
resenting largest growing independent 
food group, requires competent Editor 
with food industry experience to assume 
complete control of monthly publication. 
Chicago office. Permanent position with 
excellent opportunity for salary increases. 
Salary open. Write Executive Secretary, 
Box 7674, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Research man for Consumer Analysis and 
general promotion. Must know proper 
sampling techniques and be able to man- 
age entire operation. J-school grad. pre- 
ferred. Fine opportunity, many benefits. 
Write fully, state salary needed. Pub. Rel. 
Dir., Mercury-News, San Jose, Calif. 


“Our 44th Year” 


INDUSTRIAL COPY $10,000 


Midwest opening with multi-million- 
dollar national agency. Space and 
collateral experience necessary. Some 
client contact. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Copywriters—Ethical Pharmaceutical 


The writers we are interested in have al- 
ready cut their teeth on ethical pharma- 
ceutical advertising; they have a clearly 
demonstrated promotional flair; they are 
probably under 40; they work well as 
members of a team and their production 
of selling copy is consistently above av- 
e 


erage. 

We are a New York City advertising agen- 
cy with leading U.S. and international 
accounts in pharmaceutical and allied 
fields. Continuing expansion of our busi- 
ness requires the adding of more members 
to our staff. Please write fully, including 
education, experience, and salary require- 
ments to Box 459, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N.Y. 


expected, all in confidence. 


PRODUCTION MAN 


Must be fully familiar with all the graphic arts including 
printing, photography, art engravings, type setting, etc. Age 
30 or under. This man might now be with some company in 
the advertising department or an agency in the production 
department. Give full details on your experience and salary 


Reply: Walter H. Hopkins 
100 W. Monroe St. 
Chicago 3, Il. 


The man we 


trative media decisions. 


WANTED: EXPERIENCED MEDIA BUYER 


... Range in age from the late twenties through the mid-thirties. 
... Have solid experience in both print and broadcast media. 


...Have the inherent skill, ability and desire for supervising a 
media staff handling a selected group of national accounts. 


.-. Now be buying a full range of media and be interested in 
expanding his scope to include responsibility for adminis- 


If you are this man, please send full personal history to 
Frank L. Chipperfield, Media Director, 


Gardner Advertising Company 
915 Olive St. 
St. Lovis 1, Mo. 


want will... 


POSITIONS WANTED 


| CONTROLLER-OFFICE MANAGER 36 

|Thoroughly experienced to assume all | 
duties and responsibilities of your adver- | 
tising agency. Prepare and analyze P/L, | 
Balance Sheet, Client Costs, Cost Control, | 
Budgets, Forecasts. For accuracy and de- 
Pendability in your accounting dept., 
write: Box 7675, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING-MEDIA-COPY-CONTACT 
and the best Administrative Secretary a 
busy executive could pray for. (present 
Boss will confirm this modest statement). 
Thoroughly educated in advertising pro- 
cedure and protocol. Can empty an ash- 
tray with one hand, explain a production 
charge with the other. It took 12 years of 
enthusiastic effort and love of advertising 
to become this versatile... only apprecia- 
tive, serious-minded advertising agency 
executives demanding top-notch efficiency 
are likely to be interested. $7500 year. 
Chicago. Ha 7-1242. 


REPRESENTATIVES WANTED 


ADVERTISING REPRESENTATIVE 
wanted in Chicago to represent progres- 
sive livestock publications in Southeast. 
Will be in Chicago August 8-13 for inter- 
view. SOUTHERN CATTLE GROUP. Box 
891, Kissimmee, Florida. 


REPRESENTATIVES AVAILABLE 


Public Relations; consumer - trade maga- 
zine, newspaper, TV publicity. Experi- 
enced staff. Special attention to trade 
associations; promotion of major dinners, 
shows, events; commercial industrial ac- 
counts seeking representation in N.Y.-N.J. 
area, Advertising agency inquiries are in- 
vited. Box 7676, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N. Y. 


ba 


+ er 
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AN 
ACCOUNT 
EXECUTIVE 


who's looking for greener pastures 
has a challenging and rewarding 
assignment ahead of him with a 
well established, mid-west 4A agency. 
Age 30 to 40. Salary $12,000 to start. 
Candidates will be asked to complete 
a talent survey at our expense. Reply 
in detail to: 


Box 451, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Established Miami Agency 


Seeks Good Copywriter 


Must have ageuney background—no 
ame: for a neophyte. Not after a 

ired hand; man, if he clicks, will in 
time have chance to become part 
owner. True, we take part of our pay 
in sunshine, but there are compen- 
sating factors. If Florida has real 
appeal, write in detail, about your- 
self as well as your — Box 
454, Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 


COPYWRITER WANTED 
BY CHICAGO AGENCY 
$7,000 - $8,000 | 


Consumer, industrial accounts— | 
national trade, collateral. Agen- 

cy experience desirable but not | 
essential, if you have ideas, in- 
itiative and real writing ability. 
Write fully; this is an excellent 
opportunity with a medium-size, 
growing agency. (Our staff 
knows of this ad.) 


Box 455 Advertising Age 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters ‘ine 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 


Please write briefly outlining your 


specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


200 East Illinois St., Chicago 11 


BUSINESS OPPORTUNITIES 


Wanted to buy - a leading publication in 
its field. Please write full particulars. Will 
held in extreme confidence. 
Box 7658, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MARKET RESEARCH 
for ADVERTISERS and AGENCIES 


Studies: Sales organization; distri- 
bution; merchandising; new products 
and others. Former President A.N.A. 
and Director A.B.C. Recent partner 
management firm. 


GUY C. SMITH 


Chicago 1350 Astor St. DE 7-0527 


P. O. P. DISPLAYS 


Salesman—Ideaman 
Merchandising & promotion experience. At 
present have excel. following. Want assoc. 
with progressive firm, both in design & 
merch. outlook. Int. in sales, promotion, 
merch. tie-in with P.O.P. sales. Require 
pos. with future. $20,000 avg. comm, earn- 
ings. Excl. refs, contacts. Chgo. Res. A 
definite asset to right organ. Box 458, AD- 
VERTISING AGE, 200 E. Illinois St., Chi- 
cago 11, Ill. 


ADVERTISING MANAGER 
Unusual Opportunity 


One of our clients, a manufacturer 
of a major hardware item in 
northern Ohio city of 15,000, plan- 
ning expansion of its advertising 
and promotional activities, seek- 
ing advertising-promotion man- 
ager, age 32-40, salary $8-10,000. 
Does not want “catalog writer,” 
rather man who has good grasp of 
hardware product marketing, can 
work with this leading agency to 
create marketing plans and work 
with field sales organization to get 
the most out of them. Excellent 
opportunity to grow in company. 
Send background, recent photo, 3 
references, in complete confidence 
to Agency, Box 447, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Ill. 


TO A MAN 
CONSIDERING HIS OWN 
ADVERTISING AGENCY 


Our agency is growing so rapidly 
that we need a No. 2 man. 

And ... the thought occurs that 
the “natural” for us is someone 
now considering hanging out his 
own shingle. An ambitious man 
who is not quite ready to go it 
alone, and one who realizes that 
even a one-man agency needs two 
top men. 

ore ifications. Age not 
over mid-forties. A good ad man, 
able to keep clients happy and to 
spark creative department. A per- 
sonality pleasant enough to get 
along with people and stro 
enough to be accepted as No. 2 
man. And a qualified New Busi- 
ness getter—means that he has a 
piece of business in mind. 

The man we seek is a $12,500 to 
$25,000 man, and he will be presi- 
dent of this AAAA agency and 
billing $5,000,000 or so a few years 
hence—if he is right and we are 
as right as the records indicate. 

If this picture appeals to you, 
please suggest an appointment by 
writing a sufficiently-detailed let- 
ter (do not phone) to my attor- 
ney: Peter W. Quinn, 270 Madison 
Avenue, New York, N. Y. 
(Signed) New York Agency Pres- 
ident. 


WEST COAST COPY OPPORTUNITY > 


Long-established, growing, major agency seeks young man, 
28-32, with print and TV experience in a good creative firm. 
Unusual opportunity for progress, good income and fine liv- 
ing for a man whose ambition is to have an outstanding 


career in copy. 


Tell us all about yourself—experience, accomplishments, 
education and income. Be assured of strict confidence. We 


will act immediately. BOX 457, 


East Illinois St., Chicago. 


ADVERTISING AGE, 200 


MAN OR WOMAN 


ADVERTISING 


MANAGER 


For store featuring high-grade apparel for men, women and 


children. 


Progressive large volume. Located thriving southwestern city. 


Requirements—College Education. At least 5 years store ex- 
perience. Creative copywriter with initiative to supervise all 


advertising promotions. 


Position offers challenge and attractive salary. 


Submit confidential resume. 


Box 449, Advertising Age 
200 E. Illinois St., Chicago 11, III. 


TOP 
WRITER-ACCOUNT EXECUTIVE 
WANTED 


Grocery Trade Experience 


One of the country’s major advertising agencies 
offers an unusual opportunity for a top copywriter 
—account executive with strong grocery trade food 


merchandising background. 


This man (around 30 to 35 years of age) will 
have had 5 to 10 years of hard-working, progressive. 
experience with an agency or manufacturer—and 
now active in grocery trade marketing. 


He will have proven ability in producing fresh and 
lively space and promotion advertising. He will be 
fast on his mental feet, quick to grasp market and 
product characteristics, know his way about in the 
field and be capable of ferreting out trade attitudes. 
He will be familiar with current premium practices. 


It is a challenge on an important account for 
someone with enthusiasm, ambition and a resource- 
ful approach to the job. Write in full detail. All 
correspondence strictly confidential. 


Box 450, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
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The Midwest's 
outstanding placement 
service for Adv. - Art & 


allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


A 


FOR RENT . . . Near North Side, Chicago 
Dignified offices suitable for small 
advertising agency. Remodeled town 
house. 1,000 square feet, five offices; 
two single offices. DElaware 7-3870. 
National Sporting Goods Association, 
716 N. Rush St., Chicago, Ill. 


BUSINESS 
FOR SALE 


Owing to illness must sell oldest 
Employment Agency in Chicago, 
specializing in Advertising and Pub- 
lishing field. Assures highest reputa- 
tion among top clientele. This six- 
teen year old profitable business has 
been in its present location for the 
last ten years. All replies con- 
fidential. 


Box 460, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


NEEDED NOW! 


ADC'T BRMC. cccccccssescesscces $15,000 
Consumer & Hard Lines Exp. 

ASS’T ACC’T BAEC. .....cccseese $ 9,000 
Engineering or Tech. Exp. Good Copy. 

MERCHANDISING MGR. .........- $15,000 

Foods and/or Packaged Goods Exp. 

ABBOT ACCC TMG. ccc scctcccss $10,000 
Foods and ia D | caste Goods Exp. 

SR. COPYWRITER 
Solid Automotive or Related Exp 

PUBLIC RELATIONS DIRECTOR . 
Top-Flight Only 

ADVERTISING ASS’T ......4+5-. 


. + $20,000 
$7,000 UP 


Exp. in Sales Prom. & Sales Techniques 
FOR THESE AND MANY OTHER OPENINGS— 
CONTACT IN CONFIDENCE 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
Chicago 4, WAbash 2-5020 


202 S. State St., 


If location is important to you! If 
an easy-to-care-for house is impor- 
tant to your wife! If conveniently- 
located schools and fine neighbors 
are important for your children! 
You’ll want to own this fine brick, 
3 bedroom house in a pleasant North 
Shore suburb. Full basement with 
children’s rumpus room; separate 
adult recreation room; large laun- 
dry; convenient kitchen. Low main- 
tenance. Shown by appointment ny 
For full details, phone Wilmette, I]. 
959 or write 

Box 452, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Copywriter 
Wanted 


We've been at it 25 years .. . built 
a respectable 20-man national ad 
agency in Chicago . . . now need a 
seasoned copy man who can re- 
lieve two youthful partners of 
some of the shirt-sleeve writing, 
and play an important part on our 
planning and contact team. 


Our roots were planted in Mail 
Order, so your production will be 
measured by the keyed, direct re- 
sults. Experience writing to sales- 
men (dealers, too) as well as 
consumers is valuable. Salary 
open. Obvious opportunity for 
personal aggrandizement. Please 
make résumé complete. 


Box 456, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING 
EXECUTIVE 


A NATIONAL COSMETICS 
FIRM in the Mid-West will have 
an unusual opening in its Brand 
and Advertising Department. 
One or more of this company’s 
products will be assigned to this 
man as the Brand and Advertis- 
ing Manager. The man who 
wants to take advantage of this 
opportunity will have these 
qualifications: 


Age: 30 to 40 


Experience: Five years or more 
with an Advertising agency as 
an account man or with a manu- 
facturer acting as Brand and 
Advertising Manager on food or 
drug products. 


Please do not apply unless re- 
quirements are met. Salary is 
commensurate with experience. 
Furnish résumé and salary re- 
quirements in the first letter. All 
replies held in strictest confi- 
dence. 

Box 453, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


DiSantis 


Lind 


EXHIBIT PLANNERS—Making plans for the group’s annual exhibit are 

the recently elected officers of the Art Directors’ Club of Cleveland: 

Mario DiSantis, Creative Art Studios, treasurer; Dave Lind, Mc- 

Cann-Erickson, v.p.; Clark Robinson, Fuller & Smith & Ross, presi- 

dent, and James O’Connell Morgan, Morgan Studio, secretary. The 
show opens Oct. 12. 


Robinson Morgan 


(Continued from Page 3) 
and asserted that no objections to 
the merger had been voiced by de- 
partment officials. 

Whirlpool has manufactured 
home laundry equipment for sale 
by Sears, Roebuck & Co. under the 
Sears trademark, Kenmore. Since 
World War II, Whirlpool also has 
manufactured a home laundry 
equipment line under its own 
trademark, selling it through deal- 
ers and distributors. For many 
years, Seeger has made freezers 
and refrigerators for sale by Sears, 
under its Coldspot trademark. 

RCA has manufactured and sold 
gas and electric ranges under the 
trademark, RCA Estate, and has 
sold room air conditioners under 
the RCA trademark. 


® Under announced merger plans, 
Whirlpool-Seeger will have out- 
standing about 5,785,000 shares of 
common stock, with a par value 
of $5 per share, and about 211,000 
shares of non-voting 4%4% cumu- 
lative convertible preferred stock 
with a par value of $80 per share. 

When the merger is completed, 
about 3,080,000 shares of common 
stock will be issued to Whirlpool 
stockholders on a share for share 
basis. About 1,548,000 shares of 
common stock, and approximately 
211,000 shares of preferred stock 
of the new company will be issued 
to Seeger stockholders in the ratio 
of 1% shares of common stock and 
3/16 of a share of preferred stock 
for each outstanding share of See- 
ger common stock. 

RCA will receive about 1,157,000 
shares of Whirlpool-Seeger com- 
mon stock in exhange for cash and 
its stove and air conditioning busi- 
ness. Also, RCA will enter into an 
agreement covering the use of the 
trademark in combination with 
Whirlpool’s on products of the new 
company. 


® In addition to RCA, Sears will 
be a stockholder in the new com- 
pany. The total stock holdings of 
Sears and RCA, however, will con- 
stitute less than 50% of the total 
outstanding stock. By agreement 
between RCA and Sears, the com- 


Fine, Fast, Fairly Priced Photography 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Proposed Whirlpool-Seeger Combine 
Would Market Full White Goods Line 


|mon stock owned by each in excess 


pics 


of 20% of the total common stock 
will be voted by the president of 
the new company. 

Both Sears and RCA will have 
minority representation on the| 
Whirlpool-Seeger board. The re- 
mainder of the new company’ S| 
management will be chosen princi- | 
pally from the merging companies. | 

The proposed plan is an out- 
growth of consideration given over 
a period of time on how best to 
cope with developments in the ap- 
pliance industry, Elisha Gray, 
Whirlpool’s president, said in a 
letter to stockholders. 

Whirlpool believes a more com- 
plete line of major home appli- 
ances must be offered to distribu- 
tors and dealers if its home laun-| 
dry equipment line is to retain its 
share of industry sales and con- 
tinue to grow, he said. 

The merger not only will ac- 
complish this purpose but is ex- 
pected to open new avenues of 
growth, to result in expanded re- 
search and to provide better means 
for operating in today’s markets, 
Mr. Gray concluded. 


® Seeger is also expected to bene- 
fit by the merger. The company 
now sells its entire line through 
Sears and has no retail organiza- 
tions of its own. If the merger is 
consummated, Seeger would be 
able to distribute its products 
through 85 distributors and 12,000 
retail outlets in the Whirlpool or- 
ganization, plus an undetermined 
number of RCA outlets. 

The two agencies, whose futures 
are undetermined, apparently plan 
to continue to work on their ac- 
counts. Kenyon & Eckhardt, which 
acquired the Whirlpool account 
Jan. 1 (AA, Nov. 22, ’54), is serv- 
icing the account in its recently 
opened Chicago office. A spokes- 
man in the Chicago office of Al 
Paul Lefton Co. told AA that the 
agency has received no notice from 
RCA as to changes in advertising 
plans. 


Schlutow Joins Hayden 

Fred J. Schlutow, formerly mer-| 
chandising manager of Butterick | 
Co., New York, has been named | 
v.p. and an account exec. of The 
House of J. Hayden Twiss, New| 
York agency. 


Canadian Station to Bow 
CKNX-TV, Wingham, Ont., is) 


scheduled to begin telecasting this 


fall. Owned by CKNX, Wingham 
radio outlet, the v.h.f. station will | 
be represented by All-Canada| 
Television. 


former responsibilities. / 


‘Debnam Joins JWT as A.E. 


| Golfcraft to Reincke, Meyer 


Mansbach Leaves Brewer 


Alfred F. Mansbach has re- 
signed as manager of sales promo-| 
tion, advertising and public rela- 
‘tions of Fort Pitt Brewing Co., 
Pittsburgh. Mr. Mansbach has not 
announced his future plans. A 
‘brewery spokesman said the com-| 
pany does not plan to fill the po- 


Berardino, president of Fort Pitt, | 
will take over Mr. Mansbach’s 


Robert Debnam, advertising | 
manager for Van Camp Sea Food | 
Co., Terminal Island, Cal., has re- 
| signed to join the Los Angeles of- | 
fice of J. Walter Thompson Co. as 
an account executive. 


Golfcraft Inc., Escondido, Cal., 
has appointed Reincke, Meyer & 
Finn, Chicago, to handle national 
advertising for its golf clubs. 


|Clark & Bobertz Adds Two 


Clark & Bobertz, Detroit, has ap- 
pointed Andrew T. Howlett copy 
chief and Gerald S. Matz to its 
copy staff. Both Mr. Howlett and 
‘Mr. Matz formerly were with 
Grant Advertising, Detroit, Mr. 
Howlett in charge of creative work 


and Mr. Matz as traffic manager. 
sition at this time, and that Michael | 


SET YOUR SIGHTS ON 


IN OFFSET 
LITHOGRAPHY! 


Call 


tho-print Co. . 
Quality * Service q 


710 So. Federal St. Chicago 5, Ill. out 
Phone WAbash 2-1430 


Every 


2 working hourg 
a new home goes 
up in Winston-Salem 


HOUSING BOOM CONTINUES AT A 
RECORD PACE... CREATING EVEN 
GREATER BUYING POWER IN 
NORTH CAROLINA’S BUSTLING, 


More than ten million dollars was spent last year on 
Winston-Salem’s record-smashing housing boom! This 
year promises an even greater peak . . . designed to 


keep pace with Winston- 


Salem’s rapid growth in area, 


population, industry, and income! 


6 
WINSTON-SALEM 


YOU CAN'T COVER 
NORTH CAROLINA 
WITHOUT THE 
JOURNAL & SENTINEL 


The Journal & Senti- 
nel are the only pa- 
pers in the South of- 
fering a Monthly 
Grocery Inventory — 
an ideal test market. 


WINSTON-SALEM > 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING © 
National Representative: KELLY-SMITH COMPANY 


_ and Northwest North Carolina 


TWIN CITY 
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What makes a car a great buy? 


Ere ee eS Pe ae 
Pe es 2 Se ig 
ps 


It’s not just one or two points of superiority that 
make a car a great buy. Auto makers agree it’s 


What makes a magazine 


With a car — and with a magazine — it takes the 
best combination to give you the best sales 
results. McCall’s, the magazine of togetherness — 
the magazine that reflects all of a woman’s inter- 


the right combination —the best combination of 
qualities that make the car that most people want. 


ests, including her family — gives you the best 
combination! The proof is in the Check List 
above. Because of this, McCall’s circulation and 
advertising revenues are at an all-time high! 
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